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You'll be out front when you get behind 


HOLMES & EDWARDS 


The Holmes & Edwards Collection is the loveliest 
and finest group of patterns in silverplate. 










If you will make a point to show all four of these 
patterns to every woman who asks for silverware, you 
will make easier sales... more sales... more profits. 


© COPYRIGHT 1952, THE INTERNATIONAL SILVER CO., HOLMES & EOWARDS DIVISION, MERIDEN, CONN. 


ALL PATTERNS MADE IN U.S. A. 
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No. 1200/7 
9 stone cluster, high center 












No. 4436/7 
6 stones, large high center 









No. 1645/7 
7 stones, black enamel cross 











In these exquisite rings we have preserved the 
|... true spirit of the Early American jewelers’ art. KON-ITE 
| Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 


ial 
with unusually massive tops into which precious stones can Al N T E 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in ) 
stock for immediate delivery. They may be purchased unset A S ZAODER*& E O 

f ° . - : a 
| as shown or, upon order, complete with stones to suit the oo 


customer’s taste and price range. Earrings available to match. KONITE BUILDING 


| Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio . 
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In this first issue of 1952, JC-K pre. 
sents its annual analysis of business 


MERCHANDISING AND PRO;*STION 


Figuring on Fifty-Two Ctra vette et eee eet eee see seen eee ee es 77 prospects for the year ahead and, in 
sce ky caked vee eeceee ens RONEN 78 a series of articles, gives the retail 
es REA Oe ee rere ee 80 jeweler the advice of experts in each 
2 is i ew il ep erehe Wicie eee eS 82 field of advertising and promotion to 
ey ee Gs GN oi on koa oc cedeehernsedeeekexe anes 84 help him plan and capitalize best on 
Se ed babes hate Le ae 86 his advertising expenditure. 
a a ere 88 
FASHION—Mid-Season Fashions Point to Spring Profits ........... 90 
A Valentine Display That Says Gifts Are a Mutual Affair ........... 94 N'BIP INA MP 
Courtesy Parking Plan Builds Goodwill for Stores ................. 98 AB 
Valentine Displays That Majored in Gifts That Last .............. 102 
Quality is the Theme But Advertising Misses No Selling Points ..... 104 P. M. FAHRENDORF, President 
Customer Satisfaction Is Best Advertising for Repair Volume ....... 106 and General Manager 
Television—A Second Point of Sale ................ cece eee eees 108 
Jeweler's Local Quiz Program Pulls Store Traffic ................. 130E ae o> en ee 
You Don't Have to Sacrifice Prestige to Bring Your Store Up-to-Date 132 R. H. GOODRIDGE, Associate Editor 
“eye wig? st tee ene’ and New Silver Pattern ..... 134 THOMAS J. HIGGINS, News Editor 
xtra-Piece Emphasis Sets Apart Jeweler’s Sterling Windows........ 136 ' 
These Figures Add Up to Extra Business ................0ceeeeeees 148 a Sern: Se See 
Coordinated Selling Stars China-Glass-Silver ..................... 161 JOHN E. McGINN, Art Editor 
GEORGE BAKER, Washington B 
THE TRADE AT LARGE ag Wedianton beens 
Discount Competition Can Be Offset ................... 002000 eee 100 RAY M. hinat 
Social Security for the Self-Employed ...................cceeeeces 110 ee ee Oey ee Se 
Electric Housewares Industry Expands 1952 Gift Campuign ........ 112 se Pte seg ve > eee Member 
WHAT'S AHEAD FOR '52 .............. cee cee eee cee eeeeeeeeeee 130 a ae 
JOHN J. BOWMAN, Technical Consultant 
TECHNICAL DR. FREDERICK H. POUGH, 
Ee ican ckneesetenaeeduesacndneousseasane 96 Gem Consultant 
A Practical Course in Artistic Engraving ...................0008e 194 WINIFRED PARKER, Fashion Consultant 
Workshop Questions and Answers ............0ccccceecceccceeeee 196 
VIRGINIA DIXON, Display Consultant 
DEPARTMENTS — 
Speaking of the Jewelry Trade .......... 2.0... . cc cece eee cece ee eee 73 
hid abedlen ad eatin nea veh ecakneehiheweewcncwnena 138 BUSINESS STAFF 
Giftwares ie 150 RAY V. LAWRENCE, Circulation Manager 
SPR CKPSHONSEES SDPO CEES OO CoH ESO ER SO ER ESKER HSER ES Sees ROBERT WATSON, Production Manager 
I hic ee ewan eG ehE +d eRendbebaakwwaees vues 155 A. V. ANSEL, Reader Service Mgr. 
California Gift and Jewelry Items ............... 00. cece ec ece cee. 159 a 
BRIEFLY—The News DEE 4a. nd ateutceek Gnenannceessaecuueee 164 H. H. HETHERINGTON 
DD cus pee e kha k uae sek eee eet hs kaiwenabadkdewbeseeces 167 MADELINE LOVE 
Ee ee ee ee ee net 193 Peiteny - Lt 
ANNUAL INDEX TO JEWELERS’ CIRCULAR-KEYSTONE ......... 210 100 E. 42nd St., New York 17, N. Y. 
dh i a ae ot ae ag ee ld Gog ly oan 216 MUrray Hill 5-8600 
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Symbol of Quality 
in Fine Watch Cases 


FOR JANUARY, 1952 


¥ , 7 > d ¢ +0 . d 
Year after year, Marces inspire origination an 


WBO craftsmanship have been identified with 


the foremost creations in diamond-studded watch cases. 


ILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W 





NEW YORK 23, N. Y. 
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The lucky lady who gets one of these fabulous 
Mardi Gras Bracelets will celebrate, indeed. 


And the jewelers who stock them and show them 
will dance in the streets as sales mount! 





Fashioned in the Simmons manner with 
lasting style... crafted in the Simmons 
tradition of unsurpassed quality. 


Save time... start fast. . . order now. 


e 
Pe f- inunons Company ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Orr line of settings and findings comprises 
everything the manufacturing jeweler needs for 
the creation of fine jewelry. Our settings include 
high fishtail and illusion styles, Tiffany types, cir- 
clet, skelton, pearl, spread-base and crown, emerald 
shape, square and high with four cramps. The illu- 
sion settings of our Masterpiece Line are very pop- 
ular. We make findings for one-piece to five-piece 
mountings of both light and heavy weight; stone 
plates in plain and fancy shapes as well as bases, 
bezels and round and square tubing. All these are 


furnished in jewelry palladium and gold. We man- 
ufacture pins, joints and safety catches and solder 


for every purpose. 


Chen E Co Lid 


113 ASTOR ST., NEWARK 5, N. J. 
New York © San Francisco * Chicago 



















































W aay a new sale / 


 Foralong time, she had wanted a certain ring... 
but felt the cost was more than she wanted 
- _ to pay. Then she saw this sign in a jeweler’s window 
—“We pay good prices for old silver.” 
: That did it — reminded her of some never-used 
old silver at home. What she got for it made 
: . her ring dream come true. Another case of new 
_ business for a jeweler who buys old silver. 


Let OLD SILVER make 
new business for you 


Now is a good time to buy old silver . 
for silver prices are the highest they’ve been 
for 30 years. Buy old gold and platinum too. 
But this is important. Make sure 
of getting the most from your purchases by 
. . | sending them to Handy & Harman — fabricators 
8 = Clk, a and refiners of precious metals since 1867. 
.__ Our reputation is your guarantee of a 
full value return every time. 





HANDY & HARMAN 





Ww HANDY & HARMAN 


NEW YORK: /5 WEST 46th STREET, NEW YORK 19, N. Y. 

82 FULTON STREET, NEW YORK 38, N. Y. 
PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. I. 
CHICAGO; 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 
LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF. 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices L NA) 
FROM $36.50 RETAIL Len , iq | 
















FROM $79.50 RETAIL Ne | ag 
FROM $99.50 RETAIL ) “ 

FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 





Princess Rings and a 






varied line of Diamond 


Wedding Rings, set part- 






way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 
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We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED 
TO SHOW DETAIL 






NEWSPAPER MATS AVAILABLE 





DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY «¢ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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UNBREAKABLE STERLING ENGRAVED 


ROSARIES 


Here at last is the ultimate in fine rosary 
design ... rich, distinctive styles combined 
with the strongest, most advanced type of 
chain link possible. Your customers will 
welcome these new, profit-building fea- 


; Crtatok 


... synonymous with high volume sales! 


tures. Remember the name. . 


A. R77/1 Genuine Rock Crystal beads 
B. R 89/1 Genuine Rock Crystal beads 
C. R76/1 Genuine Rock Crystal beads 


D. R 300/1 Crystal beads 


E. R31/1 Simulated Pearl round beads 


All rosaries gift boxed 


ats 


New Z¢ 
“twist- around” & 


THE JEWELERS’ CIRCULAR-KEYSTONE 






































“Fit-Rite” Solid Shanks bring you new, important, time-saving, 
metal-saving features. 
Because “Fit-Rite” Solid Shanks form a perfect circle on the inside and 
are expertly rounded to fit snugly onto the ring mandrel, they save 
you time-consuming adjustment . . . no filing is needed . . . no metal 
is wasted . . . orange peel and strain marks on the shoulders are 
eliminated. 
What’s more “Fit-Rite” Solid Shanks are bent to the very “end” where 
they join the setting, so that there is no twist at this critical spot. 
Thus, having eliminated the major faults of most stamped shanks, 
“Fit-Rite” Solid Shanks produce a finer ring mounting and a superior 
finished job . . . one that you'll be proud of. 
Be sure to see this latest advancement in ring-shanks-design 

. . created and produced by PREMESCO. 


We are One of the Largest Producers of Plain and Milgrained Polished Wedding Rings 


PRECIOUS METALS 
SPECIALTIES CO., INC. 


11 VINCENT ST., NEWARK 5, N. J. 
PHONE: MARKET 2-4287 la 





PREMESCO 
GEM SETTINGS FOR MANUFACTURERS 










Bent to 
very end 











‘4 


~ Series LK 


Series A 








The two conspicuous faults of most stamped Shanks are: loss of gold and inability 
to produce as snug and fine a mounting os ‘‘Fit-Rite’’ Solid Shanks achieve. © 
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PLEASE ACCEPT F REE 


THIS 30-PAGE, FULL-COLOR 


CHRONOGRAPH 
FACT BOOK 


: from The Watchmakers of Surtzerland 











AT LAST! The official 
illustrated point-of-sale 
chronograph book! 





Offer made solely to 
help Quality Jewelers 
learn more about the 


fascinating chronograph 





story—and the profits 
that go with it. 


Tear out FREE OFFER COUPON and mail 
to The Watchmakers of Switzerland today 


4 
| 
: 
; 
| 
| 
‘ 
j 
‘ 


—before limited supplies are distributed! 





The WATCHMAKERS :(@e@e OF SWITZERLAND 
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“Answers so many of my questions about Chronographs!” 


Biggest thing for jewelers 
since The Inside Story 
of the Fine Swiss Watch’! 


Don’t miss out on this sensational FREE 
offer to help you learn more about 
chronographs! Get the real facts in one 
compact volume. It’s offered as another 
merchandising service to Quality Jewelers 
by The Watchmakers of Switzerland. 


@ 18 color photos of chronograph 
faces and basic movements! 


@ Operating instructions for all 
types of chronographs. 


@ Durable pressboard covers—book 
measures 6 inches by 8! inches! 


@. 32-ring spiral-back binding—opens flat! 





But you must act now! These handsome 
CHRONOGRAPH FACT BOOKS are 
not for sale in any store. Privately printed 





News on chronograph REPAIR: [The Watch- 
makers of Switzerland now make available 
through your jobber a set of 3 official Chrono- 
graph Repair Manuals in loose-leaf form, devoted 


abroad ina strictly limited edition, they're 
available only while they last to Quality 


Jewelers now selling or planning to sell rare 
to the disassembly and repair of individual move- 


chronographs. | 
BrP ments. Ask your supplier for them now! 











So don’t delay—send this coupon today 
for your FREE CHRONOGRAPH 
FACT BOOK! 


To: THE WATCHMAKERS OF SWITZERLAND, c/o Room 1106 
730 5th Ave., New York 19, N. Y. 

Gentlemen: 

Yes! ’ll accept that FREE CHRONOGRAPH FACT BOOK! Just what 


our store needs to make more sales of special-feature Swiss timepieces. 
Send mine today—before they’re all gone! 


NAME 





STORE 





ADDRESS 














CITY ZONE STATE 





(Only one book for each store, please) 
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WORLD’S LARGEST MANUFACTURER OF PIERCED EARRING. 
256 Liberty Street, Bloomfield, New Jersey 








Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


THESE and OTHER SETTINGS 
SUPPLIED in PALLADIUM and GOLD 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
15 











fine names 











Everhot and Manning-Bowman, long fine appliance 
names in their own right, now join with ‘“Toastmaster”’ 
as members of the McGraw Electric Company family. 
Tested sales policies will direct their distribution. 
Aggressive merchandising methods will expand their 
popularity. Sound advertising strategy will help create 
demand. 

In short, what McGraw Electric Company has done 
to make the ‘“Toastmaster”’ brand attractive and profit- 


Automatic Roasterette. Thermo- 
stat range from 150° to 500° F. Ex- 


under one leadership 


able to the trade, McGraw Electric Company ex- 
pects to do for Everhot and Manning-Bowman. 
. oe 
Both Everhot and Manning-Bowman give whole- 
salers and retailers a wider range of wanted items to 
sell— good products made more salable because 
‘Toastmaster’ experience helps guide their market- 
ing. You should investigate both lines—now. They’ll 
fit right into your profit picture! 


Two-Heat Roasterette. A roaster, 
casserole, cooker, and food warmer, 
all in one. Acid-resistant inset pan is 


terior is white heat-resistant enamel. 
Trim is black and polished aluminum. 
Five-quart aluminum inset pan has 
tarnish-resistant finish. 


€V€RHOT 


Ray-Vector Heater. Polished alu- 
minum reflecting planes give maxi- 


mum distribution of radiant or. 


circulating heat. Adjustable for vertical 
or horizontal use. Safety switch turns 
current “‘off’’ should heater tip acci- 
dentally. ee 


Two-Burner Rangette. Fries or 
boils fast on either burner; broils or 
toasts in drawer. Exclusive interlock- 
ing three-heat switches prevent circuit 
overloading; no special wiring needed. 
With aluminum griddle. 


fa 
Automatic Electric Blanket. Exclu- 
sive Comfortrol permits temperature 
adjustment in the dark by sight, sound, 
or touch! Soft, easy-to-launder Therm- 
O-Loom textile in Rose Petal, Dusty 
Blue, April Green. 


Air-Flo Fan Heater. Four-blade fan 
and motor are quiet. Circulates warm 
air over a wide area. Light-brown 
enamel finish with copper-plated grille. 
Light in weight, yet completely stable. 


of heavy-gauge porcelain enamel steel 
—holds three quarts. Genuine Fiber- 
glas insulation. 


Heater & Air Circulator. Remov- 
able base transforms cool-air floor 
circulator into fan heater. Exclusive 
Miracle Disc provides as much as a 
50-degree temperature range. Two- 
way switch for fan or heater. 


De Luxe Roaster-Oven. Cooks a 
complete meal at one time. Has ob- 
servation window, self-adjusting steam 
vent, adjustable lift rack, and remote- 
control cover lift. Smart in white, 
black, and gleaming metal. 











McGRAW ELECTRIC 
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“Waldorf” Waffle Baker. Has pre- 
seasoned grids to minimize sticking. 
Beautiful chromium-plated finish with 
contrasting black handles of always- 
cool plastic. Bakelite feet prevent 
marring. AC-DC, 








Long-Last Percolator. Modern, 
spherical styling in chromium with 
blonde maple handle. It is chromium 
lined and has a dripless spout. 8-cup 
size. 9%” high. AC-DC. 
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Head oft the family — the “ Toast- 
master’* Joaster' Presold as no 


other toaster is or ever has been. 


Is 


in business and helps you sell other 


lesseakwne eV lanueltmeteas 


Smokeless Table Broiler. Beautiful 
chromium finish. A smart table acces- 
sory. High heat for broiling chops, 
chicken, sausage; baking muffins; or 
toasting sandwiches. Low heat to 
keep foods hot. AC-DC. 


ANNING-BOWMAN 





Kernel Korn Popper. It’s auto- 
matic. Clear glass cover shows corn 
popping away inside. Insulated han- 
dles. Bright lustre finish. Nichrome- 
coil electric stove. AC-DC, 


Regent” Automatic Combination 
Grill, Bakes waffles or toasts sand- 
wiches. Interchangeable waffle and 
smooth grids. Signal light shows when 
current is on and when food is ready, 
Chrome-plated; cool plastic handles, 





Portable Food Mixer. Upright de- 
sign for easy use in deep pans. Three 
speeds. Enclosed 1%-qt. bowl pre- 
vents splashing. Two removable 
beaters. Stores in small space. 





COMPANY... Eloin, Mlinois 
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we To irreproachable 


quality, we add the gracious 
styling that outlives the years. 


It’s been that way since rgro. 


G R A ; oe o Q N 
Manufacturers of Gold and Platinum Watch 
h ee ‘aa | - 


Cases 
t 





THE JEWELERS’ CIRCULAR-KEYSTONE 





Oyeteme) a eslomcelele ns largest collections of 


robe: teeteyele am So celeteyicahmr- Cxroenle) (lem telco te 
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From 1 Carat to 50 Carats you will find color, 
clarity and cut to meet your most exacting 


requirements — yet etaae to defy competition. 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. 


Complete selection shipped on memorandum 


IMPORTERS * CUTTERS * ALL WORK DONE ON PREMISES 
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DIAMONDS AND DIAMOND JEWELRY 
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Superb quality, beautifully designed, made with traditional Forstner 


attention to detail. Headed for greater popularity than ever. 
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FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY | JEWELRY'S NAME FOR QUALITY 














Osccieality of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2430W 


2413WB 


THE JEWELERS’ 
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ot distinction 


NEW, DIFFERENT 
... DEFINITELY IN DEMAND 


*440—440W 
*PATENT NUMBER 163,126 


Kushner & Pines. Inc. "gaa 


ye ee ee ee On eee on een, Bene es we Benen, Bean, Bee 


15 WEST 47th STREET* NEW YORK 19 
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JIC promotions have sparked public interest and greater sales for jewelers 


throughout the industry. Continuing its successful promotion efforts, the 
Council is planning for 1952 a “Year-round Colored Stone and Ring” event. 


The Jewelers’ Circular-Keystone believes its readers will be interested in the 


story of the development of this new plan. Here is the history... 


On June 21, 1951 the Jewelry Industry 
Council Board of Directors authorized the 
management to develop a plan for year- 
round sales promotion of stone, signet and 
emblem rings for men, women and children. 
Leonard Shiman, Stanley Church and Her- 
man Baskin were appointed as a temporary 
Steering Committee. 


On June 26th at a meeting of this Steering 

Committee, plans were put into operation 

for obtaining from members of the ring 

manufacturing industry and from retailers 

the information necessary for activating the 
_ gales program. 


Nicholas Anitole, Ostby & Barton Co., Inc. 


Frank Budlong and Charles E. Slocum, 
Budlong, Docherty & Armstrong 


Stanley Church, Church & Co. 

Leo Davidson, Davidson & Sons 

Al Foss, Baden & Foss 

E. B. Kartzmer, Stern & Stern, Inc. 

T. F. Schraft, Wefferling, Berry & Co., Inc. 
Leonard Shiman, Shiman Mfg. Co., Inc. 
Isador Stern, Stern Mfg. Co. 


James Thiese, Acme Ring Mfg. Co., Inc, 


Walter Untermeyer, Jr., Unteruiert 


Robbins & Co. 
H. S. Wandele, Larter & Sons 
Maurice H. Fried, Star Ring Mfg. Co. 
Mel Benstock, Benstock Ring Mfg. Co. 
F. B. White, J. J. White Mfg. Co. 





On November 14th, the Stone Dealers and 
Importers met with the Council’s staff. 
Present at this meeting were: 


On October 25th, Mr. A. E. Haase, Presi- 
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dent of JIC, reported to the Board of Direc- 
tor’s meeting that plans for the promotion 
were advanced to the point where JIC was 
hopeful of putting the program into opera- 
tion in January, 1952. He stated, however, 
that some additional problems remained to 
be worked out. These, he said, would require 
special meetings of both ring manufacturers 
and color stone dealers and importers. 


Qn November 7th, the Ring Manufactur- 
ers met with the Council’s staff. The follow- 
ing were present: 


Irving Brown, Jr., John N. McCracken, 
Linde Air Products Co. 

Robert L. Dreher, Dreher Bros. & Wider 

James A. Drilling, James A. Drilling 
Co., Ine. 

Ina Gerstle, Max Schuster 

Andrew B. Heinzman, H. R. Benedict 
& Sons, Inc. 

George Heller, Heller Hope Co. 

Lloyd V. Lassner, Lassner & Lassner, Inc., 


& Secy. of American Stone Importers 
Assn., Inc. 


Edward Lembeck, Lembeck & Bros. 


Anthony Mastaloni, Anthony 
Mastaloni & Co. 
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Richard C. McNeely, National Lead Co. 


Henry Schwab, Henry Schwab 
Lapidary, Inc. 

E. A. Starke, Edward A. Starke & Presi- 
dent of American Stone Importers Assn. 


C. F. Winson 
Leo Wolleman, Leo Wolleman, Inc. 


Qn November 20th, a special Steering 
Committee of Ring Manufacturers and 


Stone Dealers and Importers met with the — 


Council’s staff to finalize the program. In 
reviewing the program, President Haase ex- 
- plained that the JIC exists for one purpose 
—and one purpose only: to help increase 
traffic and sales in retail jewelry stores. He 
pointed out that in order to make sure that 
the Council stays firmly on this track, the 
majority of its Board of Directors has 
always been composed of retailers. 


Mr. Haase stated that the program will 
operate in two distinct but closely coordi- 
nated areas: First, sales promotion for retail- 
ers to put to work in their own stores. Second, 
national publicity at the consumer level. 
Months of research and promotional devel- 
opment work. by the Council’s staff, he 
said, had gone into the preparation of the 
program plan. He further mentioned that 
the original plan had called for starting of 
the program in January, but had been de- 
layed until March in order to make sure 
that no single chance of success would be 
sacrificed in the interest of haste. The pur- 
pose of this meeting, he continued, was to 
obtain approval and agreement on details 
of the program for presentation to the Board 
of Directors at the Waldorf Astoria in New 
York on January 13th. Beyond this, only 
one other important feature of the program 
remained to be decided upon by the Direc- 
tors at the January meeting... and then 
the program will be ready to roll. 
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The Steering Committee was given a pre- 
view showing of the program promotional 
materials—the retail “Idea Book,” layouts 
and copy for retail newspaper advertising, 
radio commercials*and national consumer 
publicity. Mr«Haase introduced the Coun- 
cil staff that had prepared the program 
materials with this statement: 


“This pool of promotional, public- 
ity and sales talent that the Council — 
is making available to you as a team 
is a veritable advertising agency cre- 
ated to assist and help you as well 
as other segments of the industry for 
the immediate benefit of the retailers 
...and ultimately for your own 


benefit.” 


The presentation of the program was en- 
thusiastically received by all present at the 
meeting .. . the Ring Manufacturers, the 
Color Stone Dealer and Importers. All were 
agreed the promotion should stimulate sales 
throughout the industry. 


The Jewelers’ Circular-Keystone is 
proud to assure the Council of its fullest 
cooperation. As in all previous JIC 
activities, JC-K will use its pages to help 
retailers reap the biggest benefits from 
this promotion program. Timed with the 
Council’s plan, the March Issue of JC-K 
will bring leading jewelers everywhere 
an outstanding and unusual presenta- 
tion on rings and colored stones. 
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SCIENTIFICALLY 
CONSTRUCTED 
NATIONALLY 
ACCEPTED 
[ CATALOGUE SENT UPON REQUEST | 


580 FIFTH AVENUE + NEW YORK 19, N_Y. 


LATHIN WATCH COMPANY 
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MENEMSHA BIGHT by JONAS LIE 
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from the collection of The Metropolitan Museum of Art 











A fine painting—a fine watch strap: both acclaimed for 
quality of craftsmanship. Now—Gemex Style-ette Straps 
with quick-change ends...come in a wide variety of colors 
and leathers. Your customers can buy several because they 
can change them so easily. Feature Style-ette Straps 


—plan to sell 2, 3 to a customer. 


Suede Style-ette, 
No. 100...retails at $3.25 


Sold only through authorized wholesale distributors Gemex Co., Union, N. J. 
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SILVER CLUB (advertising)—PLAN I 
How to set up and operate a Community silverware 
club plan sale. Window displays, newspaper ads, radio 
scripts, credit arrangements, clerk training. 





L WA VS TO BRING MORE 





SILVER CLUB (direct mail)—PLARW 2 


A direct-mail campaign inviting customers to join 
your Community silverware club. Sample letters, 
printed enclosures, complete instructions. 





PLACE-SETTING PROMOTION—PLAN 3 


How to promote sales by featuring a 6-pe. place setting 


in Community, then “selling up” from there. Window 
card, newspaper mats, spot radio announcements. 


COME ALONG WITH 


TRADE MARK OF ONEIDA LTD. 


28 


lisements, suggestion for 


OPEN-STOCK PROMOTION—PLAN 4 


A special effort urging customers to complete their 
Community services. Window card, newspaper adver- 


e 


“stopper” window display , 
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THE FINEST SILVERPLATE 


THE JEWELLRS CiRCULAR-KEYSTONE 








CUSTOMERS TO YOUR STORE! 
Tested Community promotions have 


boosted sales in towns like yours! 





These promotions from Community have pro- __ Best of all, they’re easy to put on. Each one is 
duced sales for jewelers wherever they have a complete plan with everything you need to 
been tried! promote Community in your store. 

They build store traffic! They win support Get started now on one or more of these hard- 
from salespeople! They build actual sales— _ selling promotions. They'll speed up a slow sell- 
and profits! ing season—and with very little work for you! 





TTMAMHATE 
ON 


~ GWG bee 
£64: 88394 





JIGSAW PUZZLE PROMOTION—PLAN 9 SET-SELLING PROMOTION —PLAN 6 
(direct mail) : 
Extremely popular and successful! Direct mail sup- §$Time-payment plan so customer need not buy one 
plies puzzle piece to your customers. Person holding place setting at a time! Newspaper ads, radio spots, 
piece missing from Community display card wins — window display, check list to make it even easier! 


chest of Community! 


aiid ———————-— USE THIS ORDER COUPON -—————————-————-—-———-—-——-——= 


PLEASE CHECK PLANS in which you are interested, and mail coupon to Oneida Ltd., Oneida, New 
York. Complete details and samples of merchandising aids will be forwarded to you immediately, 
so that you can make your selection and order material needed. 


Name 





Address 





City State 
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“So many of my customers select jewelry by styling and appearance alone, 


overlooking the chain that is used.” 
“Well, I’ve always liked chain jewelry. It goes with anything I wear.” 


“Chain is versatile . . . with clothing styles and with basic types of jewelry too — necklaces, 
lockets, bracelets, key chains, tie clips, rosaries — everything. 


Almost everyone you see is wearing or carrying a machine chain product.” 


“That’s true. Jewelry must use a lot of chain each year.” 


That’s right, Mrs. Jones, millions of feet. A relatively small group of 
American manufacturers have been producing machine-made chain 
commercially for over 50 years. We can all take pride in their enor- 
mous contributions to modern jewelry design and production. Inspect 
a length of jewelry chain closely and you'll begin to realize the vast 
skill and experience required to develop machines capable of producing 
such a complex item . . . automatically! 


/ MACHINE CHAIN MANUFACTURERS ASSOCIATION 


PROVIDENCE 5, RHODE ISLAND 


This advertisement presented in the interest of the jewelry industry. 
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NOT merely water-tight... NOT merely water-resistant... BUT... 


WATERPROOF 


AMERICAN-MADE WATCH CASES 


(Remain WATERPROOF as long as crystal is intact, 
back is properly put on and gasket is unimpaired) 





O 





[.D. again makes watch case history with a new im- 
proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 


HYDRAULIC COMPRESSION is exclusive in 
America with I.D. Here’s how it works: While 
back remains stationary, slotted retaining ring ee a 
rotates on flange, compressing the flange 2. MOVEMENT HOLDER: Prongs hold 


against neoprene gasket in channel of bezel. movement tight against reflector, acting 
as shock absorber, and eliminating jar- 


This eliminates the bunching up and flaking ring. 3. GASKET of Neoprene; impervi- 


of gasket which commonly causes loss of ous to acids, water, oil, grease, etc. 
4. FLANGE BACK stamped from stain- 


waterproof qualities in the old-style screw- less steel, with precision-machined finish. 


back type of case. No need to use a wrench or 5. RETAINING RING (stainless seal 
° ; ° Slotted for key. Precision-machined 
vise to tighten the new I.D. case. Hand-tight- heende, &, Gl eb Mauienet tack ie 


ening is sufficient to keep it waterproof. finish. With fibre pad that keeps key 
from slipping and scratching back. 


ILD. WATCH CASE CO,., inc. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica,L.!. - JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue 


YANG y SASS SANE Ser od Telephone PL 7-6373 


206 & BNE BN7e SBE BYES CHICAGO OFFICE: William Bart, 29 E. Madison Street 
LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 
Tested and Proved \ EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street 


WATERPROOF prc 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N. Y. 


by leading independent laboratory ) — 
S . ry e e *. re} Avan oe 
clientists in a famous independent test- Rea 
> ° 8 . PS | 2 o f 
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ing laboratory (name on request) sub- 
XS jected the new improved Series “C” 
& I.D. Waterproof Watch Cases (as they 
Sire leave the factory) to the most exact- 
#\7& ing and critical tests and certified these 
we cases to be waterproof. 
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OF THE WORLD’S FINEST TIMEPIECES 
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and you'll 





Sell 1t. ..7 times out of 10* 
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Average jewelers y i Sera 
experience. Your f 
record may be 
6 sales out of 10 
demonstrations, 
8 out of 10, or 
more. 


GOLD-FILLED, STAINLESS 
STEEL BACK 


ee WATCH 


There is no other watch like the Cricket — combining 
the accuracy found only in. the world’s finest watches, 
with a precision alarm mechanism that can be set to 
ring minutes or hours ahead. 


Worn by many famous statesmen, actors, professional 
men, world travelers, executives ... indispensable to 
all busy men. Its price makes it a natural for anyone 
who wants a fine timepiece... an unforgettable gift. 


Today — show the Cricket, ring it and prove to your- 
self how easily you can turn a shopper into a high- 
profit customer — 7 times out of 10! 


CINCL. FED. TAX) 





: 
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GOLD CAGE 
Lady’s Swiss import. 
Antique design gold 
cover on delicate 
square 18K gold 





POO oe, eg eb ce es $300 
(F. 7.1.) 

VULCAMATIC 
Men’s flat watch. 
Water resistant, 
self-winding, in gold 
filled case. .....-. $86 

(F.T. 1.) 
In steel case..... $71.50 

(F.T. 4) 
Plus a complete new line Write for promotion material and prices to: 
of 18K gold Swiss imports VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20,N. Y. 
from $120 to $500 retail. WEST COAST: HUBERT A. WOOD, 649 SOUTH OLIVE STREET, LOS ANGELES 14, CAL. 
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Aigguldletio: ion ; we. dollars as 
ts are the first thought. of course. — 


ae Bats it’s s good sense to givea second | Ne a 
thought to the. good will or lack of | 


_ it that will remain in your commun- 





‘ity: after the sale i 1s over. Itis import- | 
ant for the name you’ve built upso 


carefully. But why generalize? Read 
what the attorney for Royal’s Jewel- 
ry Store, Chester, So. Carolina, Says 
about how Gordon Brothers cone <= 

ducts a a liquidation sale: = 












I was naturally interested ‘inshe + 
financial return but also in the im- 
pression made on the public, the 
latter important because one of the. 23 
partners intends to continue inthe 
jewelry business at the same location. 
The financial return was most satis- 
factory. Many people commented on — 
the high plane of your dealings « aurc- = 
ing the ke The general reactionwas - | 
excellent. In my opinion, much good ae 
will was cultivated for the opraies of 
the new business”. , 








—the oldest and largest firm 
of its kind in the United States 
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don't trust 
your naked eye 7 


ain ee oe 
















let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


7 Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional] guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
lon @ . through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


Loup e~tested 
DIAMOND RINGS J 














é °* 
“mony ® ,* 


i U INC. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. 
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9 LEADERS 


the 


DIAMOND SCOTTISH RITE RING 


lh” KEYSTONE 
Yellow and white gold mounting 
featuring generous diamond... die 


struck, enameled shank. A ring that 
affords the jeweler a good profit. 


% 


“ 
wt 


BLUE LODGE BA Se) Ve 
. ae Sie DIAMOND EASTERN-STAR 


$ 5 350 bk WY) cae 9 a No. 3030C yA 
KEYSTONE nasty KEYSTONE 
‘ (=~ | Features a genuine cut cen- 


ter diamond complimented 
by surrounding hand enam- 
eled points inauthentic colors. 


Large diamond set in 
10k yellow and white 
gold mounting. Die 
struck, finely enameled 
shank. 


42 
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Diamonds illustrated enlarged to show detail. 
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TIMELY 


° 
At this time our men 

are in their respective 
territories to present new, 
salesbuilding ideas and 


power-packed promotions. 


. COHEN & SONS CORP. 


7 WEST 23rd ST., NEW YORK 10, N. Y. 


. a & a 


23 BROAD ST. S.W. ATLANTA: GA 47 W. 23rd ST..N.Y.C 
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Never before 





TOWN s« 


country 






Raised numerals. Choice of white 
or black-and-gold dial. Gold-filled 
case with steel back. 

With alligator strap $55; 

With expansion bracelet $62.50; 
In 14 Kt. gold $125; FTI. 


has it been 






our privilege 






to introduce 





HERE ARE THE MODERN 
WATCHES MEN LIKE 


distinguished 







watches 
that have 
scored such 


SY iy 


, \" Automatic—distinctive gold- 

filled case, raised numerals $65; 
With concealed luminous dial $67.50; 
In heavy 14 Kt. gold $145; FTI. 





















immediate 
Sales results 


HERE’S WHY: They are both double purpose 
watches—correct for dress wear, rugged for outdoor 
sports. Both are protected against moisture and 
dust—resistant to shock of normal bumps and 
jars—anti-magnetic. 


_at leading 


Both are strikingly masculine, typical of Universal 
Geneve’s talent for styling. Both have famous 
Universal Genéve 17 jewel accuracy movements 
praised by competent watchmakers. Both have 
professional type sweep hands for pin-point timing. 


HERE’S HOW THEY DIFFER: The “Town & 
Country” is so extremely thin and light you hardly 
know it’s on your wrist—remarkable in a climate- 
proof watch! The “‘Self-Winder” is the last word 
in an automatic—winds by motion, not memory— 
stores up 36 hours reserve in a few hours of wear. 


Jewelers 
everywhere, 
Write—or see 


The choice is yours—have your Jeweler show 
you both—either is a very sound investment in 
reliable performance for years to come. 


them in our 





showrooms 





UNIVERSAL 


GENEVE 


when visiting 
New York. 
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Universal Geneve watches for women in 14 Kt. gold from $71.50 FTI. 
Write for booklet and name of nearest Jeweler. 
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THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 
























































This year, Phyllis offers you a com- 
plete line, in every price range, from 
$9 Keystone up.....and all beauti- 
fully packaged. 


So be sure to ask your wholesaler to 
show you the new Phyllis. ...you'll 
see attractive new designs in pins, 
brooches, pin and ear ring sets, and 
necklace and ear ring sets in both 
Sterling and 1/20th 12 Kt. Gold 
Filled. 


And remember, Phyllis SELLS fast. 


Write for name of nearest 


Phyllis Wholesalers. 


yy ° 1) sil 536 Atwells Avenue 
rigt nal S, Inc. Providence 6, R.I. 


FOR JANUARY, 1952 















































BWA 



















i ™ 














eee cee 
2 a ae 
en Re A eee 
es 












[~<A CREATIONS 


Again this year, the popular, low- 
priced Gold Electro Plated Scita- 
relli Creations will be available. Be 
sure to see the new designs with 
their beautiful finish......and a 

finish that stands up. 
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Doreen No. 3R221 $4.95 
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Nonette No. 3F231 $7.75 


Rambler No. 73X11 $8.75 
Same in Permawear — Stainless No. 79X11 $5.75 


Leaders for ’5J! 


ESE 











Expansion Watch Bands 


| Woodland No. 3446 with expansion $12.95 
| Same with double safety clasp No. (438 $12.95 = 
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Gladiator No. 3502 $11.50 | IK FF STENMADE 
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| Atlas No. 3512 $11.50 
Same in Permawear-Stainless No. 9512 $6.50. J 


KESTENMAN BROS. MFG. CO. 
PROVIDENCE 3, R. I. 


Vane, 


Nomad No. 3492 $10.95 


Prices include Federal tax 
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A distinguished, masculine design with 
the exotic beauty of natural hardwood 
links, in 
Ebony (black) Africowood (dark brown) 
Angolawood (light brown) 











The Finest 





Watch Bands Are 


Through Your Wholesaler 
KESTENMAN BROS. MFG. CO. 


PROVIDENCE 3, R. I. 


U. $. Design Pats, Nos. 
163,981 — 163,982 
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Our new address 


after January |, 1952 


In 1952, Cyma celebrates its 90th Anniversary and continues 
a quality-heritage in the making of fine timepieces! 

And with firm devotion to this priceless heritage, CyMA 
advances into a new era of aggressive watch merchandising. 


In 1951, jewelers witnessed the start of an exciting 
national advertising program in which CyMa presented 
world-famous personalities—a campaign so effective it will 
be continued in 1952 on a wider scale, together with 
additional national advertising that will feature ultra- 
modern, superbly-styled CyMA watch creations. 


CyMaA representatives will soon leave to call upon you. 

We know you will agree, when you see our presentation 

for 1952—that CyMA is on the move—that CyMa plans to do 
everything possible to help selected CyMa distributors 
increase their watch sales and profits! 


Our new, larger quarters are designed to handle expanding 
operations efficiently—to service promptly and accurately 
the increased requirements of CyMA jewelers everywhere. 
When visiting New York, jewelers are invited to make their 
headquarters at our new offices, 681 Fifth Avenue between 
53rd and 54th Streets, telephone MUrray Hill 8-7117. 


CYMA WATCH COMPANY, INC. 
681 Fifth Avenue, New York 22,N.Y. 
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OR DELTAH JEWELERS: 





AT SETTER | JEWELERS 


; ” ee SIMULATED PEARLS 











EMBLEM DISPLAY CASE 


Beautifully made of blonde mahog- 
any, lucite base and shelves. One 
emblematic Tie Chain and one Ti- 
Glide free . . . retail value covers cost 
of case . . . if ordered with any 24 
emblems. Case only... at cost... 
$9.75 net. Drop shipped direct. 


SALES DISPLAY TRAY 
Imitation leather, aqua velvet lined 
. . . handy and durable . . . holds 40 
I & R emblems. Only $3.00 net or, 
with popular assortment as illustrated 
$105.00 Keystone. 


First the counter display case... 
then the handy sales tray . . . both de- 
signed to step up your I & R emblem 
sales. 

Tried and proven by thousands of 
users as a boon to faster turnover... 
greater sales volume. 

Both still available to you at same 
original terms. 


ORDER YOURS NOW! 


reab Do 


Emblem Manufacturers Since 1861 ~+ 


pany 
THROUGH YOUR WHOLESALER 


a 


CHICAGO e PROVIODEN C E ¢@ SAN FRANCISCO 
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Any Customer 


who simply tries on 





a Feature-Lock Ring. |..is practically — 
in the Bac! 


We've seen it happen time and 
again... as have thousands of 
America’s smartest jewelers. How a 
customer's eyes light up the moment 
she tries on a FEATURE-LOCK Inter- 
locking Set. And how her minds 
made up the moment she compares 
oh do bb ete sarap cetolbbelebetet-s 


For Feature-Lock rings, you know, 
cant shift, wont tilt, and always 
stay together beautifully—thanks to 
a tiny hidden lock that holds them 
together, even though they can be 
worn individually. 
























































(MTT 


In addition, Feature-Lock Diamond 
rings cost no more. Theres an ex- 
quisite collection to choose from, to 
retail from $75 to $2,500. Samples 
on request. Simply write, wire or 
phone your authorized FEATURE- 
LOCK distributor NOW. 















































]—Lock swings out 2—Interlocks . 3—Keeps rings to- 
from secret hiding gether in perfect po- 
place. . . sition! 





Feature Ring Company, Inc. 
126 West 46th Street New York 19, N. Y. 








COMBINATION! A DISPLAY 
with 6 of the fastest selling 
Sterling Silver identification bracelets. 


979 K syelele Mane Sales Ch Cueny 
6 assorted bracelets 7 L¢ 0 f) FE A q r r 


relate 


'D) | S ho [ A Y . Adisploy that can be set up as an easel, 


hung on the wall or placed in your show 
872K5000 window. It’s yours with this NEW assort- 


Sug. Retail $66.25T. |. ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 


will increase your sales. 





. Your Wholesaler SPS . 
MILGLO JEWELRY MFG. COMPANY 
302 FIFTH AVENUE © NEW YORK 1, N. Y. LAY IT 4 


CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. FLAT ee 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. : 


THE JEWELERS’ CIRCULAR-KEYSTONE 











i 


SESSIONS “TEAPOT"’ — For years 
Q terrific seller! Plastic case in White, 
Red, Yellow, Ivory, Green or Blue. 
7" high. Retails $4.95* 





*Approximate retail prices 
subject to Federal Excise Tax. 














SESSIONS “PIERRE’’—The cute 
chef kitchen clock that the ladies just 
can't resist! White plastic case with 
polished chrome bezel. 1032” high. 
Retails $4.95* 


essions 


a 


| “SHADOBOX” 
"CLOCK SET 


Ms, 


$ 17, 
6 95. 





THE NEW SESSIONS "Shadobox’’—by actual sales count 
—now joins other Sessions kitchen clocks that have made 
clock history! 

The key to the “Shadobox” popularity, of course, is the 
irresistible appeal to every woman who wants to decorate 
her own room—her own way. Add to that the famous 
Sessions name—full page, four-color advertising in the 
Saturday Evening Post and Better Homes and Gardens, plus a 


knockout point of sale display—and, brother, how the 
sales roll in! 

See your jobber for inventory and display material, and 
get in on a good thing now! 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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21-10 49th AVENUE, LONG ISLAND CITY, N. 


: 


x 
uf 


sting, 
INC. 


U 


? 


r you in 


ing— 
rfect fit. 


it’ —self-adj 
ilt-in 14 Kt. gold spring 


“Tru-F 
«bu 
‘events turn 


assures pe 


k fo 


r 























ath Thomas starts your year off right 








with 









New Seth Thomas 
“Sweetheart” Bracelet Watch 


It’s the latest fashion in watches—this 
little “SswEETHEART features 17] move- 
ment, 1OK R.G.P. case with stainless- 
steel back. Bracelet is 1/10 10K GF in 
yellow or white gold. Ideal for your 
Valentine promotion. Popularly priced 
at $49.50'. Supported by special adver- 
tising in Life and Post plus other 
merchandising helps. 




























New—Deal on “Companion Watches” 


Now feature this popular his-hers gift idea at 

a special retafl price of $59.507 the pair for a 
limited time only. A 15% savings to your customers. 
you make your regular profit. 17], sports model. 

f ’ Water and shock-resistant. (Incabloc.) Luminous 
——_ | dial with sweep second. Packed in 3-pair units 

: with attractive point-of-sale display free of 

extra charge. 


The #10 Selector Permanent Display 
Get this handsome merchandiser FREE of extra 
cost with your selection of any ten watches. . 
(Including those described above. ) 











a i ee ee de 


Start the year off right. Get all the facts 
about these three star sales makers from 
your Seth Thomas watch distributor. 


eth , aes 


GT the newest in fine watches 
by the oldest name in time 


Time. Seth Thomas Clocks, Thomaston, Conn., Division General Time Corp. 


ee ee ee ee 








*Reg. U.S. Pat. Off. 

tIncludes Fed. Tax 
(Prices subject to 
change without notice) 
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Musical Jewel Box 


by MELE 


The Thorens Swiss Musical 
Movement plays one of these 


popular rom 
e Stardust 


e Always 
e Some Enchanted Evening 


(assorted tunes in each shipment) 


NATIONALLY ADVERTISED 


Style 72 


alfskin finish, simulated 


leather. 24 Kt. gold tooled. 
id and lovely velvet 


lining in new pastel shades. 


= Size: 10" x 7" x32" 
Colors: Wine, green, ivory ’ 


Suagested Retail: $758 : 
Your Cost: $4.70 


Order early for 


PROMPT DELIVERY 
Three Boxes- 









oh 








Minimum Order: 













facturing Co., Inc. ° 366 Fifth 
nufacturers and Distributors of 
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Sons 





and shut case 
for volume profits! 


VYawela 


TED PEARLS © 


ooh GLAMOUR-SET 


the perfect gift—the perfect sales leader — 
the perfect business booster—for now through Spring! 


Marvella Glamour-Set, an ingenious, two-in-one, fast-selling jewelry promotion to stimulate staple 
pearl selling for you! 


It’s an exquisite clutch-type evening bag in 3 luxurious fabrics: gold-colored brocade, India 
print and golden lamé brocade. Inside it is completely lined with rich, shimmering satin and 


is fitted with two pockets containing a double-mirror and lovely satin change purse. 


And, inside, Glamour-Set has a magnificent necklace of MARVELLA’S most popular simulated 


pearls—the combination at an unbelievably low retail price: 


Retail Price 
Glamour-Set with Single Strand 
k ling fili l 0.95 (F. T. 1. 
Haveella . first with merchandise and Necmtace, sterling filigres clasp = $1 7.5.8) 
merchandising aids to make your Double Strand Necklace, 
jewelry department more profitable. rhinestone clasp ..............2...... ~ 16.25 (F. T. 1.) 
Marvella, 383 5th Ave., New York 16 Triple Strand Necklace, 
rhinestone clasp | ieaaheidtualaai 19.95 (F. T. 1.) 


BE SURE TO ASK YOUR WHOLESALER TO SHOW YOU THE NEW MARVELLA GLAMOUR-SET 
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@ TRAVELING, MUSICAL 


ALARM CLOCK 











to retail at 


. 4 bh plus tax 


on West Coast 
$22.00 plus tax 


No. 742 — Size: 
35Q” x 35%” x1” 


“Travel Tune” by Semca is the first 
and only traveling musical alarm 
clock. One-day, 7-jewel Swiss move- 
ment. Luminous hands simulate 
musical clef ; luminous dots take the 
form of musical notes. Genuine Mo- 
rocco leather case in Brown, Red, 







Blue, Green. A unique creation that 
sells on sight wherever shown. 











roon, Blue. 3. At 
a ennai To the convenience and novelty of the Calendar to retail at 3] Qse 
clock, Semca adds the time-keeping precision of a plus tax 
loretailat fully-guaranteed 7-jewel Swiss alarm movement, on West Coast $14.45 plus tax 
16°° plus tax with automatic shut-off feature. Authentic 22-year 


W; calendar can be adjusted for any month with a flip 
on West Coast $17.45 plus tax of the finger. Gilt finish bezel and numerals. Lumi- 


nous hands and dots. 


Write for proof sheets of newspaper advertising mats, sample 
copies of four-color direct-mail folders and counter cards, 
and four-color catalog of Semca and Phinney-Walker clocks. 


semca clock company, inc. 


30 Irving Place, New York 3, N. ¥. ¢« Manufacturers of Phinney-Walker Clocks Since 1915 


IN LEADING MAGAZINES 


Consult your wholesaler 


NATIONALLY ADVERTISED 


semca’s 
BIG FOUR 


WILL PACE YOUR CLOCK SALES IN 1952 


Semca's ‘Big Four’’ were sensational best sellers 
during the pre-Christmas season. Sometimes it 
was impossible to meet the tremendous de- 
mand. In 1952 they will continue to be 
elt oX-+ 3m ol) mie) mieky Mm ol cel dice] e)(-Malole¢ 
sales. Order from your 


Wholesaler NOW. 


’ semea. SWISS, ONE-DAY 


FOR TRAVELING: SEVEN-JEWELED FOR HOME OR OFFICE: 
No. 723 —In Tan-Pig, Brown, Tan, Ma- CA L EN D AR ALAR M C L 0 C h S No. 722 — Size: 3144” x 314". 









m@ CONVERTIBLE 


DESK-BOUDOIR CLOCK THAT TRAVELS! 


- oe WITH 7-JEWEL, 
— Ls DAY SWISs ALARM morse 
















* #7fe e&# @ *¥ 











to retail at $4 = 05 . > 
plus ta 


*, . 
on West Coast $16.45 plus tax \ 













: al A revolutionary new kind of 
SS 730—Size clock. On desk or table, the 
(open) oli CONVERTIBLE is a hand- 
closes rit: ct travesmg- some, smartly styled time-piece. 
case: 426° 2214" 2 1h Then, just nace shut Wa 
presto — it’s a slim, trim travel- 
ing clock. No other clock has 
this double utility. No other 
clock has this double sales ap- 
peal. Gilt-etched metal case; 
white dial with gilt numetals, 
luminous hands and dots. Pan- 
els for personalized engraving. 





















Maximum resale prices of all SEMCA 
and PHINNEY-WALKER clocks have 
been approved by O.P.S. — 

































Ofoldatein ff crsen onssenrs 


THE WORLD’S NEWEST... FINEST TRIBUTE 


ro tHE DIAMOND! 


npeliiy Mounting 
cgi ATED BY THE HOUSE OF FISH 


. HE > 4 a ring mounting 


fashioned to do justice to the glory 

of the diamond . . . a masterpiece 

of originality that will be admired for 
itself alone! It’s a brand new style 
creation in diamond ring mountings and 
will prove to be a real stimulant to 


diamond ring sales and profits. 


Enlarged to Show in Detail 
the Masterful Craftsmanship and 


Elegance of “Tapestry” Mountings. 


Sold Through Authorized 
Wholesale Distributors 


OF FISHTAILS 


CHI0U, Us 


130 WEST 46th STREET 
NEW YORK 36, N. Y. 


REPRESENTATIVES 
PATTY (A. W.) COHEN 
A. B. GRODMAN 
CHET MANDELBAUM 


IRWIN GOLDSTEIN 
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UNLOCK YOUR DOOR 


Lb di back... 


SNUG IN YOUR BAG 











































Always mene” New 


oa ee ee ee 
oe ee eee ee 
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ever etere ele et ® 
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oe ee ee ee 
SOOO 
rae a a ee ee 
SOOO 
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erator ee et,® 
oe ee ee ee ee 
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Casting shown are 
available in 20x15, 
18x13, 16x12, 14x12. 
The largest producers of 


KEEP UP TO DATE ring castings in the world. 


Send for catalog. 





Conventional styles in stone rings 
are no longer in the mode. Globe now 
offers a completely different line of 
beautiful advanced styles in Ladies 
Stone Ring castings and hundreds 
of other varieties ready for the 


manu facturer and wholesaler. 








GLOBE RING COMPANY 


WILLOUGHBY STREET, BROOKLYN 1, NEW YORK 
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this national advertising your local | 
sales builder. Write Dept. F. 


F. WHITAKER CO. 


Sell the Gift Buyer RSS cngiamam 50 ALEPPO STREET, PROVIDENCE 9, R. |. 
Fidelis in a beautiful Ee 


Presentation case. 
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Cee-Tee ear-loop earrings are avail- 
able in this handsome counter mer- 
chandising unit of six pairs as low as 
$45.00 Keystone. Your wholesaler can 
supply you. 


Reg U S. Por Off 








Ear-Loops 
Ride to Success 
on Feminine Approval 


Comfort and security — these two features of Cee-Tee 
gold-filled ear-loop earrings are the talk-of-the-town 
wherever women gather. The ladies approve emphatically. 
Optical wire loops can be adjusted to get perfect 
comfort, perfect security. New styles in Cee-Tee 


quality are hot! Through wholesalers only. 


On T.V. Cee-Tee lockets, crosses, earrings, brooches, pendants, 
and bracelets are shown on television in many areas. For information, 
write us direct. We will advise you if Cee-Tee announcements can be 
seen in your area. 


CHEEVER. TWEEDY & CO.,INC. Established 1880 North Attleboro, Mass. 
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All Electric 
ANNIVERSARY CLOCK 


By Mastercrafters 








cision movement. U.L. Approved. All 
trimmings and base finished in highly 
polished brass. Entire works enclosed un- 
der a clear glass dome. Standard | year 
cuarantee. Height 12”, width 8”. Ship- 


ping weight 7 lbs. 





Beautifully decorated ball- 


like pendulum rotates 
rhythmically with fasci- 


nating motion as_ clock 


Oe 


tells time. 





No winding or sensitive 
adjustments necessary 


No. 452 Retails at $26.95 plus Federal Tax. Prices slightly 
higher Denver and West. Dealer's Price, $16.17 each. 


IMMEDIATE DELIVERY 


BROWN & SON, :.. 


Wholesale Jewelers 
723 Chestnut Street Philadelphia 6, Penna. 





All Electric clock with self-starting pre- © 
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“Watches equipped 
with INCABLOC™ 
outlast and outperform 
others—two to one!” 


says Samuel T. Schwartz, 
President, Charles Schwartz & Son, 
Washington, D. C. 


“Through careful checking of watches brought into our Service Depart- 





ment, we have found that those equipped with the Incabloc feature 





outlast and outperform (by a margin of at least 2 to 1) other models 





not containing this amazing shock absorber.” 





Because it is the world’s most dependable shock-absorber, Incabloc is that 


important “extra” that helps assure your customers’ satisfaction with the 


watches they buy from you. Now in use in over fifty million watches in all 


price ranges, Incabloc builds good will for you. 
Tell your customers about [ncabloc. 
Profit from the customer good will it builds! 


Send for free literature, tags and other selling aids. 


THE UNIVERSAL ESCAPEMENT LTD. 


9 East 40th Street, New York 16, N. Y. 


incabloc 


Protects the Life of Your Watch 





Incabloc is advertised all year round in SATURDAY EVENING POST and COLLIER’S. 
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sy PRODUCES SALES FOR YOU 


rf fake ¢ JEWELS BY D’ERI have received tre- 


mendous buyer acceptance. Reasons 


~ 


rr, es watt. = are simple...new third dimensional 


styling in sterling and 1/20 12K 
Gold Filled...plus brilliant first 


quality simulated stones in all colors . . . plus 


Crystal and Silver 


handsome packaging in “re-use” jewel cases. There's 
JG 62,/58E 


nothing like them. You’ll want to see them! 


THRU LEADING WHOLESALERS 


yNatisidelaicmelale mein ais 
PS 11 52E 





Crystal and Silver 
JS 58 E 


Fiery Colored Stones | fi 
On 1 20-12K G.F. iu 





387 Charles Street, Providence, R. lI. 


MIDWEST SOUTHEAST WEST COAST EAST COAST 
Arnold Schloss, 29 E. Madison St. Frank Russell Harold |. Riley, 448 So. Hill St. *felol-lam aelaalile 
Chicago Los Angeles Main Office 











1 Alwwican Hits Your Valentine Profit Target 






















ee 
S WITH RADIO—TELEVISION—AND 5 DEALS! 
-) 









PROFIT DEAL NO. 1 
(Assortment No. 11775) 
29 exquisite compacts ... PLUS... spectacular, illuminated, 
year-’round motion display ... AND, FREE TO you ... Lite-O-Matic, 
combination cigarette case and lighter (retails $25.00). 


Total Retail $236.00 
Your Cost 117.75 


YOUR PROFIT $118.25 or 50.1% 













)5™ or oy 


that spell positive 
Valentine profits for YOU! 
















PROFIT DEAL NO. 2 
(Assortment No. 26825) 
48 Items: 34 compacts, 6 Lite-O-Matics, 3 cigarette cases, 


PROFIT DEAL NO. 3 


(Assortment No. 5000V) 
) . ect same f : 18 Numbers: 11 classic necklaces, 3 fashion chokers with matching 
_— ee Raa agente mies ope aan — earrings, 1 necklace in fabulous new jewel box, 3 necklaces with new exclusive 
ee eee +00 Fey ae ae Oe 0 06 a ee PERMA-CLASP ... AND, FREE TO YOU .. . stunning necklace 
(retails $25.00) ... AND FREE...3 necklaces (retail $10.00 each)  §. (retails $7.50)... PLUS .. FREE Valentine display. 
... total retail of gratis merchandise $55.00. 
Total Retail $127.50 


Total Retail $582.00 Your Cost 50.00 


>. Your Cost 268.25 —_—_ 
YOUR PROFIT $313.75 or 53.9% YOUR PROFIT $77.50 or 60.8% 


Petes 
INN IN 





(Assortment No. 5370) 
8 Numbers (10 pieces): 2 elegant Lite-O-Matics, combination 
cigarette case. and lighter; 4 ‘‘Magic Action’’ lighters; 2 ensembles— 
each with cigarette case and lighter ... AND, FREE TO YOU... 
beautiful Valentine display. PLus...6 smart plastic stands. 


Total Retail $107.50 
Total Retail $252.25 E Your Cost 53.70 


Your Cost 100.00 oe 
100.00 YOUR PROFIT $53.80 or 50% 
YOUR PROFIT $152.25 or 60.3% $ or 50% 


Elin. A 





eee é 


PROFIT DEAL NO. 4 
(Assortment No. 100) . 
36 Numbers: 23 classic necklaces, 1 necklace with matching earrings, < >, 
5 fashion chokers with matching earrings, 2 necklaces in new jewel boxes, ‘) 
5 necklaces with new exclusive PERMA-CLASP . . . AND, 
FREE TO YOU . . . 3-piece set in Wedgwood box (retails $12.50) 
- ++ PLUS... FREE Valentine display. 







_ RUSH YOUR ORDER TODAY—IMMEDIATE DELIVERY! 
MOUCANM --e DIVISION OF ILLINOIS WATCH CASE CO., ELGIN, ILLINOIS 
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Your profits and 
customer goodwill 
are at stake 


Your success in retail selling depends on 
more than just making one sale to one 
customer in your store. 


To stay in business, any retail store 
must build up a faithful group of custom- 
ers who return again and again to seek the 
products they want. 


Anything that results in injured customer 
goodwill, return of merchandise, and dam- 
aged store reputation is of vital concern to 
you. , 


That’s why, to every retailer who sells 
quality cutlery, the Carvel Hall trademark 
of Chas. D. Briddell, Inc. has a dollars- 


and-cents meaning. 


Trademarks can be designed overnight. 
But trademarks must be _ established 
through years of earning the public’s trust. 
And such trademarks on the merchandise 
in your store guarantee you more sales, 
more goodwill, faster turnover, fewer re- 
turns. In short, quality trademarks protect 


your profits. 


Trademark integrity, for more than half 
a century, has been the greatest single 
asset of Chas. D. Briddell, Inc. It has been 
the basis for bold, progressive steps. When 
the Briddell company introduced the 
Carvel Hall line of quality table cutlery, 
an unconditional guarantee was issued 
with each set. To this unconditional guar- 
antee on materials and craftsmanship was 
added a lifetime service guarantee. And in 
both of these guarantees, your time was 
spared. Adjustments and service were to 
be given to your customers direct from the 
factory. 


Carvet Hatt assumed responsibility 
not only for initial customer satisfaction 
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What’s behind 
this [Trademark 


Pen aK: 





FINE CUTLERY 
DM by Briddell 


but for continued lifetime satisfaction and 
goodwill. 


Thousands upon thousands of Carvel 
Hall guarantee cards have been returned 
for permanent registry at the Briddell 
headquarters. Those who have used the 
lifetime service guarantee, returning their 
cutlery for sharpening, have contributed 
their letters of praise and gratitude to one 
of the most unique records of customer 
goodwill that is the good fortune of any 
manufacturer to possess. 


NOW, MR. RETAILER, LET’S BE 
SPECIFIC! WHAT DOES ALL THIS 
MEAN TO YOU? IT MEANS THIS— 


1. When you sell Carvell Hall Cut- 
lery, you enjoy protected profits. 
Each sale builds goodwill as well as 
profits. Each sale is final because 
the quality assures customer satis- 
faction . . . you realize negligible 
return of merchandise . . . and the 
Carvel Hall guarantees protect you 
as well as your customers. 


2. Inferior imitations have ap- 
peared on the market. These imita- 
tions, because they do not possess 
Carvel Hall’s quality construction 
and craftsmanship, can sell for less 
than Carvel Hall products. 








the cs 





~ ee oene 3** 
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The pitfalls of selling products such as 
these are instantly recognizable: i.e., over- 
whelming returns, complete customer dis- 
satisfaction and disgust, loss of faith in 
your store. 


You can’t afford to have these things 
happen to you. 


The moral of this story is simple! In the 
cutlery field, there are respected names. 
Carvel Hall is one of them. 


When you sell quality products, such as 
Carvel Hall, in your cutlery section, you 
are making a sale that will breed more 
sales. You are buying life insurance on 
your customer's goodwill. 


In the very near future, one of the most 
modern cutlery plants in the world will be 
manufacturing Carvell Hall cutlery with 
the same fine standards that make the 
Carvel Hall trademark a symbol of trust. 


In 1952 one of the most vital advertis- 
ing campaigns in cutlery history is being 
launched. It is designed to help you sell. 
It is keyed to the six biggest retail selling 
seasons that you enjoy. 


Remember .. . it takes years to build a 
trusted trademark. It probably took you 
years to build up your loyal customer fol- 
lowing. When you sell merchandise with 
the Carvel Hall trademark, you are pro- 
tecting your investment. 


In your business there is nothing more 
important than that. 


Cuas. D. Brippe tt, INc. 


Crisfield, Md. 








USE STANDARD STACK 
MATERIAL CABINETS 


All Steel with 
Interlocking Posts 
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O d Standard Material Cabinets assure you of inter- 


locking posts, skyscraper safety construction. 


O Standard Cabinets match those of watch factor- : 
u 2 ies for size and interlocking steel posts. ~ | 





8, d Standard Cabinets because of their universal 


use, assure you of future service. 


FOR YOUR CONVENIENCE 


Watch factories, both American and Swiss cooperated | ~ >. 


with the Watch Material Distributors Association in ~~ FF 
furnishing their watch materials in cabinets to match, giv- ~— 
ing you freedom of choice now, and in the future. 


Encourage the jobber who gives you complete service. 


COSTS NO MORE 


Note the interlocking posts assuring safe skyscraper con- 
struction. Unlike cabinets with depressions for stacking 
which are unsafe if slightly jarred. Be safe! Be sure! 
Order from distributors showing the Watch Material 
Distributors’ Association emblem. All of them furnish 
standardized cabinets. 


This Advertisement Paid by 
WATCH MATERIAL DISTRIBUTORS 
ASSOCIATION OF AMERICA 


ALL WATCH MATERIAL JOBBERS 
DISPLAYING THIS EMBLEM SUPPLY 
STANDARD MATERIAL CABINETS 





Floor Space 
1314 x 10%6" 


BUY FROM MATERIAL DISTRIBUTORS DISPLAYING THIS EMBLEM 
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MINIMUM INVENTORY 
DISPLAYER-MERCHANDISER 


Furnished Without Cost With Every Initial 
Order of 4 Men’‘s and 4 Ladies’ Bracelets 
as Illustrated 





ANOTHER 


TRADE MARK REG. 


aacra-Vew 


PAT. PENDING 



















STRETCHES 4 WAYS FOR COMFORT ALWAYS! 
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The Quadra-Flex selling plan is almost as ingenious as the 
bracelet itself—except that it is infinitely simpler. The exclusive 
Displayer-Merchandiser holds all your basic designs, 
you sell as you display! Just show a Quadra-Flex to a customer— 
it speaks for itself and sells itself . . . sells itself over any 

: other watch band on the market! AND YOU MAKE A 
All Bracelets are available HIGH-UNIT, HIGH PROFIT SALE EVERY TIME! A 
with regular tube ends. Available thru your wholesale distributor. 









NO OTHER BRACELET IN THE WORLD OFFERS YOU 
THE EXCLUSIVE FEATURES OF AN APEX QUADRA-FLEX 







MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


CCESSORIESICO.,AINC. 


a --~ oS ~ <s 
-= 
. ~ 


Included is the 
Additional New 
Ladies, No. 11713 
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is still in the Lead! 








Our special technique in making inlays cre- 
ates a graceful and important addition to your ring 
line. ““Roskin is your source for inlays.” 

The die-struck mounting shown here is of two-tone 
gold, but 1s also available in all yellow or white. 
Your diamond appears immeasurably larger when set 


in a “Glare Top” mounting. 


1 ROSKIN COMPANY, Inc. 


manufacturing jewelers 


21 WEST 46th STREET NEW YORK 19, N. Y. 
Eastern Rep. Midwest Rep. Pacific Coast Rep. 
JOE KLEIN MAX LEVY BEN KLEIN 
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“1 had no idea 
the response to 
my complete line of 
palladium mountings 
would be this big...” 





It just goes to prove that every day, more and more 


people are getting to know about the beauty and dura- 
bility of this beautiful pure white sister metal to 


platinum. 


Undoubtedly, satisfied customers have passed the news 
on to their friends about how beautiful their gems 
seem when set in palladium. And it’s a good bet that 
the palladium advertisements in leading fashion maga- 
zines have something to do with it. Not to mention 
radio and editorial publicity about this strong, newest 


of the precious jewelry metals. 


I’m proud of my new palladium line and I would appre- 


clate your comments on it. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, 
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As vou know, it consists of 84 different styles of wedding 
and engagement rings: 150 different styles of cocktail 
rings, engagement rings and wedding bands; 42 dif- 
ferent stvles of watch cases; 14 different styles of watch 


bands and bracelets. 


And remember, I can ship your palladium mountings 
within a week of receipt of your order. 


If you haven't already written for my new catalog, do 
it now. Just address a posteard to John Giovanetti, 


115 W. 45th St... New York 18, N. Y. 


And thanks again everyone for the interest you have 


already shown. 
a ia 


INC., 67 Wall Street, New York 5, N. Y. 
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Why spend your time 


doing this... 
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You can profit more by selling Artcarved rings 


than by setting loose diamonds! 


Take a tip from top jewelers across the coun- 
try—who are expanding their diamond-ring 
business! Put your time in promoting, adver- 
tising and selling Artcarved rings—the qual- 


ity rings that customers know and prefer! 


Time spent buying, grading and mounting 
loose diamonds costs you real money. And 
it’s money lost—when you consider the sales 
and profits you could make if you put those 
same hours into selling nationally advertised 
Artcarved rings. These exceptional values are 


fully guaranteed by us—so you take no risk. 


Customers know and trust the name Art 
carved, and the jewelers who feature rings of 
that fine name. This makes your selling job 
easier, quicker, more profitable. And to save 
you the investment of large inventories, you 
can quickly re-order Artcarved rings and be 


certain of exact duplicates in quality and value. 


Your Artcarved representative will explain 
our great Merchandising Plan—which can 
save you time, money and risk, and help you 
increase your sales and profits! Write for in- 


formation today! 
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... when it’s this that really pays off! 



































Easter to sell! Artearved’s great 
national advertising campaign in LIFE 
and LOOK has won the confidence of 
thousands of customers. And a separate 
campaign—the only one of its kind— 
helps you sell Artcarved* wedding rings. 
Tie in with these two powerful cam- 
paigns and send your profits UP! 


Artcarved 


GEM DIAMOND 
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Diamond and Wedding Rings 


Beloved by brides for more than 100 years 


¥ TRADE MARK REG. 





J.R. WOOD & SONS, INC. 216 E. 45th STREET, NEW YORK 17,N.Y. 


FOR JANUARY, 1952 69 





2 
z 
i) 
& 
2 
ao 
. 
o 
a 
_ 
=) 
v 
= 
OC 
5 
169) 
> 
fx 
eo) 
Ee 




















VANISHING PROFIT? .. . Blame 
increased overhead, higher taxes, or 
high rental. But don’t forget to blame 
yourself, too—if you’re stocked with im- 
portant items that don’t give you a full mark- 
up. Watchbands, for instance. 


Discover how much bigger your profit is on items 
where there’s no one in the middle to meddle with 
your profit. 


Hilt MYSTERY Let’s be direct. That's the Kreisler way of doing 


business. Kreisler gives you big-league national 
advertising—and at the same time, gives you a big 


profit. No force-feeding of unprofitable items; no 
big deals you must buy! 


What's mysterious about profit? Nothing, answers 


Kreisler. Direct thinking solves it—and you see quickly 
i why you should concentrate on Kreisler. 
p m Fl] Kreisler is on TV year-round with “TALES OF TOMORROW” 




















the thrilling adult science-fiction show. 


Kreister 


9015 Bergenline Ave., North Bergen, N. J. 
Sales Office: 630 Fifth Ave., New York 
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DIAMOND DIGEST 


OF MOUNTING INTEREST 
(Part Two) 


In the last issue of DIAMOND DIGEST, 
we made the point that a mounting was, 
in effect, a "frame" for a diamond. 
Its function was to enhance and drama- 
tize a stone, and to highlight its 
best qualities. 

Take men's rings, for example. Most 
of them contain diamonds of a little 
lower color than those generally used 
in ladies' rings. Yet these men's 

«diamond rings, with their well-—- 
designed masculine settings of yellow 
gold, look very handsome indeed. The 
reason is obvious: yellow gold flat-— 
ters a stone that is not quite white. 
Mount that same stone in a platinum or 
white gold setting, however, and the 
Slight tint becomes more apparent. 
These white metals should be reserved 
for stones of better color. 

Knowledge of what color metals are 
best suited to what color diamonds 
helps the progressive jeweler to doa 
more successful selling job. But his 
resourcefulness is put to its keenest 
test when it comes to remounting. 

For quite a while, Arnstein Bros. & 
Co. has felt that many jewelers are 
not making the most of remounting 
customers' jewelry. Aunt Hattie's old 
diamond brooch, Uncle Jim's diamond— 
studded watch fob, and Great-—Grand- 
mother Smith's awkward—-looking engage-— 
ment ring are lying in bank safes and 
dresser drawers throughout the coun— 
try-—unworn and forgotten. It is up 
to the dealer to remind his customers 
that these outmoded jewels can be con- 
verted into stunning modern pieces. 
But a mere Sign in the window urging 
people to have their old—fashioned 
jewelry remodeled won't bring them in. 
People have to see what can be done. 

A "Before and After" exhibit, showing 
a dingy-—looking, old engagement ring 
next to a modern one gleaming with 
diamonds large or small, or both, will 
tell the story. 

It would be well worth the jeweler's 
effort to use advertising, direct 
mail, or counter or window displays 
for this purpose. He not only can 
make a good profit on remodeling, but 
if he is on the job, he will encourage 
his customers to add new stones to the 
remodeled piece. Here again, Arnstein 
Bros. & Co. is at his service—-ready 
to supply without delay the stones he 
needs, when he needs them. And he may 
be sure that he is buying his diamonds 
at the lowest market prices. 


Nina tiv. Oban, 6 Che. 


DIAMOND CUTTERS AND sg gg 
608 FIFTH AVENUE NEW YORK 20, N. Y 


































































































72 THE JEWELERS’ CIRCULAR-KEYSTONE 











THE JEWELERS'* 


OX of our people has come up 
with an interesting item which 
can be found in the Congressional 
Record. It seems that Rep. Charles 
J. Kersten, Wisconsin, has suggested 
that American business firms “throw 
out time clocks.” 

Take a point (no pun intended) 
from the Parker Pen Co. of Janes- 
ville, Wisconsin, Mr. Kersten sug- 
gests. Improve management-labor re- 
lations by discarding time clocks in 
favor of an honor system. 

Mr. Kersten remarked that the 
Parker Pen employees leave their 
work when a bell sounds. There is 
no longer any waiting in line for the 
“mechanical watchdog” to record 
their time. Everyone is now on his 
honor as his own timekeeper. It is 
reported that employees like this 
change and feel more trusted. 

However, one Parker employee is 
quite perturbed about the discarded 
time clock. After 27 years of “per- 
sonal relationship” with the time 
clock, he misses it. You see, he was 
proud of his ability to punch the 
clock on the last tick before the bell 
rang. 


© © 
MYSTERIOUS little magazine 


found its way to our desk one 
morning. Our local intellects deter- 
mined it to be of foreign origin, but 
that was as far as they would go. 
“Must be a Russian magazine,” 
one scholar remarked with complete 
assurance. He was overruled by a 
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bright young man who said emphati- 
cally, “It’s an Indian magazine.” And, 
raising an eyebrow, he added quite 
mystically, “no doubt about it, it’s 
from Houdini.” With that, the young 
man slipped out of our office and 
hasn’t been seen since. 

After some hesitation, we thumbed 
through the magazine and toward the 
back of it we came across some 
English text, which read: “Alankar, 
the First Indian magazine for 
Jewellers and Goldsmiths.” Our in- 
terest increased as we examined 
further our Indian counterpart. 

Since there are no stray linguists 
infesting our offices, we were com- 
pelled to resort to some haphazard 
guesswork. Several articles, we feel 
certain, are devoted to technical sub- 
jects. We believe that one section is 
something like JC-K’s “Workshop 
Questions and Answers.” 

As for the other feature stories, we 
are still in the dark. Perhaps they 
are concerned with the merchandis- 
ing and promotion problems con- 
fronting our Indian retailers. 


© © 
| De you know that 23 tons of blue 


rock brought up from hundreds 
of feet down in mines yield only 
one half carat of diamonds suitable 
to be worn as jewelry? This question 
was posed recently by Hershberg’s, 
jewelers, Rochester, New York, in a 
newspaper ad aimed at pulling dia- 
mond business. 





1952 
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The ad used a sketch of a diamond 
ring and a large caption “23 Tons.” 
The copy read: “Yes, there are other 
diamonds often found in this 23 tons 
of rock ... diamonds used for indus- 
trial purposes . . . imperfect diamonds 
which are sometimes sold at so-called 
bargain prices. 

“But when you invest in a diamond 
you surely will want nothing less than 
a Hershberg perfect diamond.” 


© 


GOOD deal of romanticism sur- 

rounded Prince:s Elizabeth’s re- 
cent visit to America. Vast amounts 
of stories appeared in newspapers 
and magazines relating to _ the 
Princess’ fabulous jewelry collection. 
Some stories were interesting, we 
found, but a bit of romance crept 
into others. 

One writer, for example, wrote a 
romantic tale about Elizabeth’s Agni 
Gemma, or “fire pearl.” Given to her 
by a French nobleman as a wedding 
sift, this so-called “gem” is sur- 
rounded by superstitions and legends. 

The writer went on to say that the 
ancient annals of China reveal that a 
neighboring king sent an Agni 
Gemma as annual tribute to the 
Chinese emperor in 523 A.D. Also, 
members of Buddhist monasteries are 
supposed to worship the stone by 
placing it upon their heads. 

We read further that the Agni 
Gemma is rich black in color, with 
a dark olive green tinge along the 
outer edges and has an extremely 
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The Longines Chronoscope on the CBS 
Television Network has taken a place 
alongside our two radio programs, 
the Longines Symphonette and the 
Wittnauer Choraliers, as one of the 
outstanding features on the arr. Directed 
by two distinguished editors, the Lon- 
gines Chronoscope “looks for the truth” 
mn the important issues of the hour im 
wnterviews with famous national and 
international figures in government, 
business, finance and human affairs. 
According to recent studies, the Lon- 
gines Chronoscope on the CBS Television 
Network has now achieved the largest 


audience of any program of its type. 
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LONGINES-WITTNAUER WATCH COMPANY, INC. 
NEW YORK ° MONTREAL ° GENEVA 


She Worlds Mast Finored fuich 
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high melting point, 3110 degrees 
Fahrenheit. 

Being skeptics at heart, we called 
Dr. Frederick Pough, our gem con- 
sultant, who had also read the story. 

‘This Agni Gemma,” Dr. Pough 
remarked, “is neither a pearl nor a 
em. Rather, it is nothing more than 
tektite, a natural glass of unknown 
origin.” 

Where they come from is still 
problematic, Dr. Pough added, though 
it has been suggested by some scien- 
tists that they are meteoritic in origin. 


© © 


OW much silverware does Mrs. 

America own? How did she 
acquire it? What were the factors 
influencing her choice? Is she con- 
templating additional purchases—now 
or in the future? Answers to these 
and many more questions relative to 
this important part of the jeweler’s 
market are covered in “Mrs. Amer- 
ica’s Silverware—1950,” now avail- 
able in a 12-page, 84% in. by 11 in. 
booklet. 


This study of the silverware market 


dT CORRECT TIME -~_ 











is based upon personal interviews of 
1868 Mrs. Americas by members of 
the School of Business Administration 
of Fenn College, Cleveland, Ohio. 
The assembled facts were then ana- 
lyzed by the editorial staff of the 
JEWELERS’ CIRCULAR-KEYSTONE. 

Composed of 12 pages of text and 
explanatory diagrams, this report is 
a veritable gold mine of information 
on merchandise which accounts for 
some 25 per cent of jeweler’s total 
annual volume. It is “must” reading 
for every jeweler and silverware sales 
clerk. Copies are available from 
JEWELERS’ CIRCULAR-KEyYSTONE, 100 
East 42nd St., New York 17, at 25 
cents each. 


o © 


HE fisherman is a patient, easy- 

going type of individual who is 
continuously experimenting with new 
varieties of bait. We are always in- 
terested in experiments, especially 
when it involves anglers. 

Out in Kelso, Washington. we are 
told. a three-foot salmon was found 
on the beach. It seems that the big. 
fighting Columbia River fish was 
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killed by a 17-jewel timepiece, which, 
incidentally, was still running when it 
was removed from the salmon’s 
stomach. 

In our years of publishing, we've 
heard tales of rings, charms, locks, 
etc., being found in the stomachs of 
fish. But this is the first time we have 
ever heard of a waterproof watch 
finding its way into a fish. 


> © 
WE usually hear about policemen 


and firemen being called in for 
emergency maternity cases. Well, 
here’s one about a jeweler in Am- 
bridge, Pennsylvania, who received 
recently an emergency call from a 
local hospital’s maternity ward. It 
seems that a patient’s wedding band 
was paining her finger. 

Before you could say “Jack Robin- 
son,’ Krauss Jewelers rushed two 
employes to the hospital to perform 
the “delicate operation.” With the 
use of proper tools, the ring was 
sawed off and nature took over from 


there. ©16 
TATISTICS, for the most part, 


can be tedious at times, if not 
downright depressing. However, the 
Census Bureau’s latest report on un- 
married persons in the U. S. aroused 
our interest. 

The day of the carefree, light- 
hearted bachelor, we gather, is com- 
ing to a glorious end. The number 
of superior bachelors roaming the 
streets, looking askance at the married 
set, is rapidly diminishing. 

The bureau reported that there 
were proportionally fewer unmarried 
persons in the U. S. as of April, 1951, 
than ever before. The agency re- 
vealed that as of April there were 
110,774,000 persons 14 years old 
and over. Of the total, 75,478,000, 
or 68.2 per gent, were married and 
23,930,000, or 21.7 per cent, were 
single. The remainder were in the 
widowed and divorced categories. 
The bureau unfeelingly noted that 
the percentage of single persons was 
the lowest on record. 

As if things don’t look sufficiently 
discouraging, we note gloomily that 
bachelors will be hard pressed in 
1952, a leap year. 

Since the bachelor species is rapid- 
ly disappearing, it might not be a 
bad idea for local zoos throughout 
the U. S. to cage a few of these 
critters for posterity. 
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It’s the most compact, most complete silverplate 
display unit ever produced! “The Silent Salesman” 
contains every piece of Silverplated Flatware you want 
to show customers! Just look! 

(1) a knife, fork, and spoon in all 1847 Rogers Bros. 
patterns. And they’re in removable units for closer in- 
spection! (2) A complete 52-piece service for eight in 
fast-selling “Daffodil”! (3) 18 open-stock and fancy 


serving pieces! 


It’s the most perfect counter display ever designed! 
“The Silent Salesman” is 35” long, 11” wide, 5” deep 


1847 





closed, and 17” high with cover open. It’s made in a 
beautiful mahogany color “piano” finish, lined with 
Juxurious deep-red silk velvet. Protective panes of clear 
acetate are supplied. 


It’s the most terrific bargain ever offered! Comes 
ready to start selling with 85 pieces of 1847 Rogers 
Bros. Silverplate at a cost of only $85 net. That’s less 
than the silverware costs if purchased separately! 
Order “The Silent Salesman” today from your 
1847 salesman, your wholesaler’s salesman, or direct 
from us! 


America’s Finest Silverplate 
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Meriden, Cona. 
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ANUARY is a month of con- 


sideration for the retail jeweler; consideration BS: 


Y 


of the year ahead. It is the time when decisions 
are traditionally made as to what he is going to 
do to promote the continued growth of his busi- 
ness. One of the most important decisions fac- 
ing him is to what extent and by what means he 
will invest his advertising dollar to reap the 
most bountiful harvest in new customers and 
increased sales. 

To help the jeweler make the most of the 
selling tools available to him, JEWELERS’ 
CIRCULAR-KEYSTONE presents on the follow- 


ing pages a series of articles, each covering one 








particular phase of advertising — Direct Mail, 
Newspaper, Radio, Publicity, and Window and 
In-Store Display. 

Each of the subjects covered is written in 
concise, step-by-step form by a_ recognized 
authority in that particular field, to help the 
retailer evaluate his present efforts and to give 


him a format for successful promotion during 


1952. 
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by GOLDALIE FRANK, President, 


Contempo Advertising Agency, Inc. 
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LL too often jewelers disregard the im- 
portance of a long-range, well-planned promotion. While 
it is true that many successful advertising ideas demand 
immediate action which can be projected only through 
the rapid mechanics of newspaper advertising, yet there 
is really no substitute for direct mail if you wish to build 
good will, prestige, increase your trading area, as well as 
reach your type of customer over a period of time. 

Now is the time to plan your entire advertising cam- 
paign for 1952. Review your successes and mistakes in 
1951 and other years. If direct mail has not proved suc- 
cessful, try to analyze the reasons for its failure. The 
fault may rest with you rather than with the direct mail 
itself. It is not always the amount of money you spend, 
but rather the kind of mailing piece you distribute which 
may determine its success or failure. 

Why do some jewelers reap amazing profits from their 
direct mail promotions while others are disappointed with 
the results? Just as some women have the “know how” 
to select the proper clothes and jewelry to suit their per- 
sonalities, as well as the correct decorations for their 
homes, so must jewelers apply themselves to the possibili- 
ties of direct mail and what it will do for them. 

A successful mailing piece must answer the following 
questions: 

1. Was it timed correctly? 

2. Did its physical appearance reflect precisely the 

character of your store? 

3. Did you have the merchandise in stock to back up 

your advertised offer? 
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DIRECT MAIL: This is probably the average jeweler’s first line of pro- 
motional action. Whether carried by rural delivery or city postman, direct 
mail takes the jeweler’s message straight to the selected list of customers 
he wishes to reach. Here, an authority in this type of advertising tells 
how to lay out a successful direct mail program, what part of your ad+ 
vertising budget should be devoted to this type of promotion, building 
mailing lists, and occasions on which to base your mailings. 


4. Did you send it to a large number of prospective 
customers, as well as those on your books? Did you 
also check your list carefully for errors in address- 
ing and misspelling of names? 

5. Was the mailing piece within your budget? 

The answers to these questions should serve as your 
guide in selecting a direct mail program for your store. 
A careful analysis of the factors involved will go a long 
way to save you much time and money. 


1, CORRECT TIMING 


Always release your mailings sufficiently well in ad- 
vance to permit purchases prior to specific days through- 
out the year which are traditionally gift events. These 
include St. Valentine’s Day, Easter, Mother’s Day, 
Father’s Day, Graduation and Christmas. 

Seasonal and merchandise promotions may embrace 
Spring fashions, June brides, National Baby Week, Back- 
to-School, Fall entertaining, “It’s Watch Inspection 
Time,” “The Watch Fashion Parade” sponsored by the 
Jewelry Industry Council, the national “Diamond Ex- 
hibit,” “The Silver Parade,” anniversaries, birthday gifts, 
et al. 

Individual store promotions can cover an anniversary 
event, January sales, July or August savings, a specific 
merchandise tie-in based upon a price reduction, or the 
advertising of a manufacturer’s new jewelry design. 

However, you must always bear in mind that it is con- 
tinuity that makes direct mail effective. Therefore, plan 
your mailings for periodic release rather than haphazard 
and sporadic campaigns. 


2. PHYSICAL APPEARANCE 


The first impression your mailing piece makes is the 
most important and lasting one. The cover must do that 
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job instantly. The character of the cover you select 
should follow the kind of market you serve and are 
aiming for. If you are known in your locality for top 
quality, higher priced merchandise, then you will want 
a more conservative cover. If you want to make a pro- 
motional splash, then the cover should unquestionably be 
punchy and dramatic. If you sell to the public on a price 
basis alone, you'll need a bold, eye-catching, flashy cover 
design. 

The number of pages as well as the colors in which 
it is printed depend on your budget. Jewelers are 
very fortunate in that there are many syndicated mailing 
pieces available to them from manufacturers and adver- 
tising firms engaged in that specialty. Therefore, you 
may purchase a beautiful full-color mailing very often at 
the same price as a single-color smaller brochure prepared 
individually for your store. Be sure though that the 
character of the mailing piece is in keeping with the im- 
pression you wish to make for your store. It may prove 
far more effective to send a well-written letter or a dra- 
matically designed postcard than an elaborate mailing 
that looks “cheap.” By the same token, if your store 
wants to convey a splashy “credit” message, don’t send a 
mailing piece that does not conform to your store selling 
policy. 


3. MERCHANDISE 


Never send a mailing piece unless you have a represen- 
tative stock to back it up. Properly merchandised syndi- 
cated mailing pieces generally illustrate the most popular 
items on the market and, if you purchase the right kind 
of a brochure for your store, you will probably have the 
merchandise in stock. Be sure to check it. 

If you prefer to prepare your own booklet, make cer- 
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NEWSPAPER 
ADVERTISING 








As outlined by W. F. BROER, Jr. 


The Broer-Freeman Co., Toledo, Ohio 





UR advertising program does not lend itself 
to an evaluation of individual ads on the basis of direct 
results. We seldom expect to sell a large quantity of the 
thing we advertise. We are, rather, attempting to sell 
ideas. In this sense, our advertising might be called 
institutional; however it differs from the customary insti. 
tutional advertising in that we do feature merchandise 
as the best means of selling these ideas. 

Our broad aims might be described as follows. 

Make those people who are prospective customers 
familiar with us and with the merchandise we sell. In 
order to do this we have felt that the repetition of contact 
which is achieved through several small ads per week 
is preferable to the somewhat greater impact of one larger 
ad. I say “somewhat greater’ because I am not at all 
sure that a small ad cannot have as much drawing power 
as a larger one if it has these qualities: 

a. a favorable position. 

b. a forceful heading. 

c. art work which is sufficiently clean-cut to 
stand out and sufficiently recognizable in 
style to cause the reader to associate it with 
our previous ads. 

d. type-faces and layout which offer the same 
appeal and continuity. 

e. copy which is forceful and won’t let the 
reader down if the heading, art, and lay- 
out catch and hold his eyes long enough for 
him to read it. 
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all about it! 


NEWSPAPERS: This is the jeweler’s most important medium for 
promoting ideas that benefit from quick action. Through consistent 
use the jeweler makes his prospective customers familiar with the latest 
in merchandise and services offered by his store. The article presented 
here is one of the most complete and practical ever published. It tells 
how a successful jewelry firm—The Broer-Freeman Co. in Toledo, Ohio 
—programs and directs its newspaper campaign. 





f. a signature which is recognizable, which 
has character, and which the reader will 
automatically associate with the store. (In 
an attempt to achieve this, we have devel- 
oped a signature which includes a drawing 
of our building—a familiar piece of real 
estate to most people—to be used whenever 
we put our signature at the bottom of an 
ad. In order that we may also incorporate 
it with our art, which we usually prefer to 
do, and still not lose continuity, we de- 
signed it in such a way that it could be used 
with or without the building and still be 
recognizably the same. ) 

Once a prospect (or a customer, for that matter) is 
familiar with us, we want to condition his attitude toward 
us in such a way that he will either become a customer or 
become a betier customer. This is why we must sell ideas. 
We want him to feel that we have, ready for his inspec- 
tion, merchandise which is outstanding in quality, dis- 
tinctive in style, entirely acceptable in taste, and fair in 
price. Beyond this, we want him to feel that he will get 
more than just merchandise, that he will receive courte- 
ous, friendly counsel, helpful service, and, if possible, a 
sense of “belonging”—just through being one of our 
customers. 

It also seems to me extremely important to have him 
feel that he knows us and likes us. This mean that our 
advertising must extend a friendly hand. Much money 
is wasted on advertising which is stiff and overly-digni- 
fed. During the past two years, one of the basic aims 
of our program has been to overcome the rather dry 
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overly formal approach which our former agency used. 
We have appeared to many people to have so much dig- 
nity that they have been frightened away. This threshold 
resistance is a real problem and we certainly do not want 
to buy more of it from the newspaper. In order to lessen 
it, we have tried to make our advertising as informal as 
possible, using frequent “wise-crack” headings and con- 
versational copy, in order to develop this all-important 
feeling of friendliness. 

If through advertising we can condition the attitude 
of our prospect in the ways outlined above, we have suc- 
ceeded temporarily. The rest now is up to the people he 
contacts when he visits our store. However, we, as adver- 
tisers, can’t forget about him. If the salesperson does his 
job well, the customer will probably come back when he 
needs something similar to the thing he bought. But we 
have the job of reminding him of all the things we carry 
which are not similar. This is one of the reasons it is so 
important to show merchandise in our ads—different 
kinds of merchandise. We won’t get direct results but we 
will make an impression which will, we hope, make him 
think of us at some future time. 

The job of making a customer of one part of the store 
into a customer of other parts of the store is one of the 
important functions of retail advertising. In the case of 
the corner drug store, it can be accomplished through 
suggestive displays, piled all over the counters. The 
jeweler has a somewhat more complicated problem. In 
the first place, he can’t count on his customer coming in 
frequently, as the druggist does; in the second place, the 
value and nature of his merchandise would make this 
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ADIO is doing a job for the retail 
jeweler just as it does and has been doing for almost any 
type of merchandising endeavor you could name. Radio 
has sold much more than just soap, cereal and cigarettes. 
Radio can sell anything and sell it at a lower cost per 
sale than any other advertising medium. However, the 
unique aspects of radio must be junderstood and the 
medium must be used intelligently by the advertiser. 
Broadcast advertising offers the retailer certain unique 
. advantages that no other advertising medium can claim— 
A f V 7 7 T S N t at least not at radio’s price. First, radio can deliver a 
specific, specialized audience. Do you want to reach the 
housewife, the teen-ager, the sports fan, the jazz devotee, 
small children? Radio programs are scaled to individual 
audiences that you are assured of reaching with but very 
little waste circulation. But if a radio station is to do a 
job for you it must know what audience you would like 
best to reach. 
Radio offers you exclusivity. When you buy radio 
advertising your advertisement does not fight for atten- 
tion on a page with many similar or other types of ads. 
by JOHN WILKOFF Your advertising message is your own, highlighted, 
dramatized and when it is being broadcast it is the 
single and sole center of attention. If you buy programs 
you of course receive the good will and gratitude that 
attends the sponsorship of any program. If you buy 
chain breaks (the announcement period between network 
programs) you get the hearing of the same audiences 
that listen to the big network programs. If you buy 








Broadcast Advertising Bureau, Inc. 
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RADIO: This advertising medium provides the jeweler with the oppor- 
tunity to capitalize quickly upon a new idea or selling promotion to a 
selected audience. Compiled by the Broadcast Advertising Bureau, this 
article tells of the many opportunities open to the jeweler by this medium; 
what can be expected of radio advertising as well as what other jewelers 
have accomplished in their communities. 


participation announcements within personality programs 
you receive personal, special attention. You get what in 
effect is the highly regarded, personal recommendation of 
a popular and well-known radio personality who has a 
large and loyal following. 

Radio offers you economy. Survey after survey has 
revealed that dollar for dollar radio delivers more traffic 
and volume than the printed media. And this is par- 
ticularly true with that advertiser who cannot afford to 
buy large blocks of newspaper space. In radio you 
don’t necessarily need half-hour programs or even 
quarter-hour programs to make your point. The spot 
announcement whether it’s one-minute or a half minute 
in length can be as effective as a full-page newspaper 
ad, provided it’s used intelligently and with sufficient 
regularity. 

Radio offers you flexibility and variety. Radio time is 
available in many forms. You can buy a 10-second time 
signal, a 30-second announcement, a 60-second announce- 
ment, an hour-long symphony broadcast or a two-hour 
long football game. And each of these offers you some- 
thing special and out of the ordinary. Think of what 
Bulova has done with the lowly time signal. Here is 
an example of constant, regular and reptitious use of radio 
that has promoted the name of Bulova as no other type 
of advertising could have done. And there is no reason 
why the time signal on a local level cannot be used 
just as effectively by local retailers. 

The sensible use of radio needn’t cost you fabulous 
sums of money. Too often the average person allows 
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the highly publicized salaries of the Jack Bennys and 
the Bing Crosbys to color their ideas of radio costs. Local 
retailers can buy highly popular programs created by 
nationally known personalities for ‘what amounts to a 
pittance, because these programs are syndicated and 
their costs are shared by advertisers all over the country. 
Check your local radio stations. Each of them can offer 
you the best in such radio entertainment at very little cost 
above your time costs. 

And by no means neglect the local talent. One of 
the best items any radio station can offer any local 
advertiser is the local radio personality. The disc jockeys, 
the news commentators, the women’s program conductors 
have created an audience of loyal fans, constant and 
highly susceptible to their recommendations. These 
personalities deliver a premium audience—to say nothing 
of what they offer an advertiser in merchandising and 
promotion potentials. Part of using radio intelligently is 
using these radio personalities—their photographs in your 
displays, their personal appearances at special sales and 
events. Too often the local advertiser buys radio time 
and lets it go at that. Radio offers you all the drama 
and glamour of show business and if you avail yourself 
of this radio ‘plus’ your sales picture becomes just that 
much brighter. 

Radio, naturally, is not a panacea for all advertising 
ills. It has certain limitations and certain qualifying 
factors that the advertiser must recognize. Radio stations 
know them and any jeweler with an interest in radio 

(Please turn to page 130F) 
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by DANIEL SHIFREN 


1 ay ‘ 
~* < . 4, 
[ ‘ , . . > aa 
fi , a” 2 ‘ 
ee ; vn i ye i . 
J ” al o> ih @ rg 7 
of We ee, ‘ the : ie , 
‘ye unt Pe oye ey ae. Eee 
4 . ~ he ee) <* ¥ o, 0 of ud 
J e . . 
eee Re Soa aeons 
= Py .’ ° ‘ af ; oe : 2¥p* > - 
ea° $ * aru 
» ¢ ‘ . 
+ 
> 
. 


N turning the inside pages of your news- 
paper, haven’t you often wondered, or been driven by 
envy to inquire glumly, why some business men rate 
precious space—some repeatedly—while your own yearn- 
ings in this direction rarely go beyond the realm of wish- 
ful thinking? : 

The chances are that you have. Publicity articles have 
appeared in almost every bailiwick of the press. You may 
have been disturbed by a sense of futility in the realiza- 
tion that the space allotted a merchant in your newspaper 
has been the work of a professional press agent, against 
whose specialized experience and relations of intimacy 
with newspaper editors you can never hope to compete. 

The professional press agent, of course, has built up 
a reservoir of acceptance by rarely flouting the rules and 
practices a newspaper necessarily imposes on all publicity 
seekers. But you can do the same. Newspapers today are 
hungry for business news. 

There is little mystery connected with getting into 
newspaper print. The entire operation is simplicity itself, 
based on a time-tested logical approach standardized over 
three decades and open to anyone. 

The first requirement is your own letterhead station- 
ery and envelopes printed with your return address. Be 
sure you include your phone number. Editors have often 
“spiked”—that is, consigned to oblivion—publicity items 
which failed to carry it. The editor might want to cor- 
roborate a phase of your release. Also, inclusion of the 
number is evidence of good faith. 
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PUBLICITY: Keeping your name before the public is not limited to 
the medium of paid advertising. The part you play in community affairs, 
whether it be sponsoring a bowling team, conducting a table setting 
contest, awarding prizes at local benefits, opening a new store or modern- 
izing your old one, is all news with a capital “N.” In this article a 
public relations expert tells how to capitalize upon your news possibilities, 
who to contact at your local paper, what constitutes “news” and how 
to present it so it has the best chance of being used. 


Only one other ingredient need be added, although it is 
optional. Have a short rubber stamp made with the words, 
“News Release.” This you will stamp into the lower left- 
hand corner of your outgoing envelopes. 

Use plain letter-size sheets for the second pages of your 
releases. Try to confine your story to one page or less, 
though; the shorter story has by far the greater chance 
of seeing print. 

Now here is the form your release should take. Under 
your letterhead, on the right, type the date. Then go 
down about four double spaces and on the left, flush with 
margin, type: TO THE EDITOR OF THE BIG CITY 
GAZETTE: FOR IMMEDIATE RELEASE: 

If your release is not being sent to any other paper. 
type “EXCLUSIVE” in parentheses at the end of the first 
line. It is occasionally useful to do this in order to help 
build your acceptance with the editor. You should, of 
course. vary the procedure to include all your local 
newspapers. 

The second line, “For Immediate Release,” should be 
used almost always, except when your story is to he 
printed to coincide with a future event your release de- 
scribes; in which case use the pertinent data on the sec- 
ond line, as, for example, “FOR RELEASE WEDNES- 
DAY, DEC. 19.” 

If your story runs to a second page, type “(More)” at 
the bottom of the first page and on top of the second, 
write the slug, your name and page number. A “slug” 
is newspaper parlance for title. Every story in a news- 
paper office is labeled thus until it is safely in print. 
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This practice prevents loss of sections of a story which 
often go to the linotype operators in separates “takes.” 
The slug should simply describe the content of your re- 
lease, as “contest,” “conference,” “grand opening,” etc. 

At the end of the release type, put these three char- 
acters: + # #. 

The law of averages will be in your corner if you send 
your release to as many newspapers as possible. Many of 
these may be community weeklies, in which case it is only 
necessary to mail them all carbon copies. Metropolitan 
dailies, however, may not take kindly to a carbon; they 
will feel you are feeding them something their competitors 
will carry word for word and will strongly hesitate to 
use it. 

A second reason why you should type out separate re- 
leases for the metropolitan newspaper is that each follows 
its own particular style and policy. For instance, one 
newspaper may print Jr. and another prefer the small 
letters, jr.; one may use figures for a street and another 
prefer it written out, etc. Also you will learn, by compari- 
son, the space and treatment accorded the same story. 
One paper may be prepared to give your release three 
times as much space as one of its competitors. It is well 
to know all these things in advance. 

At times, releases wind up in the wastebasket because 
they deal with that which is properly the province of a 
self-contained department. The city editor is a very busy 
man and you must not expect him to take the time to 
route your releases. Aside from this, you will be missing 

(Please turn to page 130H) 
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by VIRGINIA DIXON 
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EW is perhaps an overworked word in 
the retail salesman’s vocabulary, but no merchant expects 
to sell the same merchandise season after season, year 
after year. A quality of newness and freshness is essential 
in the goods he presents to the public. Yet frequently 
this new and attractive merchandise is shown season 
after season, year after year in practically identical 
fashion. The merchandise changes, but the presentation 
and promotion is often monotonously unchanged. Out- 
dated display methods lose sales just as surely as outdated 
buying and advertising methods do. 

Many new techniques and methods have been devel- 
oped in visual merchandise presentation in recent years 
soundly based on research and results. First of all, the 
merchandise is given first consideration in the planning 
of any type of display. There was a tendency in the past 
to regard display as a form of decorative art and back- 
ground fixtures were planned as a unit of themselves with 
little thought of their relationship to the merchandise. 
They frequently became so decorative and ornate that 
the merchandise was quite overshadowed. Either that 
or the merchandise was left so completely barren of sup- 
port that the window became a storage unit rather than 
a selling unit. 

Modern display is soundly designed. The selection and 
arrangement of decorative accessories conforms to proven 
principles of visual emphasis. It has been learned that in 
windows, as in merchandise, good design pays dividends, 
because it makes the customer see what you want her to 
see—the things that will make her want to buy! 
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DISPLAY: This is the jeweler’s day in and day out medium of greeting 
his prospective customers before he meets them over the counter at 
the point of sale. Here he “stages” his merchandise and projects the 
““nersonality’ of his store. Customer impression is a determining factor 
in whether he walks in or walks by and it is with his windows that the 
jeweler must instill that “buy” impulse at the time when the customer 
is in the best possible physical position to be sold by any of the store’s 


outside promotional efforts. 


Modern display is informative. It tells a selling story 
about the merchandise. It relates the merchandise to 
the lives of prospective customers. By means of copy 
cards, some of the questions about price, value, usage, 
materials and so forth that arise in the customer’s mind 
are answered. Your salesmen answer these questions in- 
side the store, but many people are too timid or indif- 
ferent to come in and ask these questions. Their know!- 
edge of the answer, especially regarding price, may make 
the sale. 

Modern display, even in the jewelry store, is not as 
preoccupied as formerly with dignity and formality, but 
is more interested in catching and exciting the attention 
of the passerby. This does not mean putting white mice 
in the window, but there is a definite departure from 
plush and walnut stuffiness. Bright colors, new textures 
in fabrics, paper, plastics and wood, fresh modern de- 
signs are now acceptable for the jeweler as long as they 
flatter the appearance of his merchandise and help to 
tell his selling story. 

Individual adaptations of modern display principles 
will of course vary widely, since each store must select 
and reject ideas and motifs in accordance with the 
personality of the store and the type of customer to 
whom they cater. The design of the store front and the 
arrangement of the displays in windows and cases tell 
the passing customer immediately whether or not she 
will feel at home in the store. These features express 
the store personality visually and therefore more force- 
fully than any other means. There obviously can be no 
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arbitrary rule about what degree of conventionality or 
modernity is good in any one store . . . no one degree ap- 
plies to all jewelry stores. It depends entirely on the clien- 
tele of the store. A happy medium must be struck between 
planning which is fresh and new enough to gain favor- 
able attention and interest and that which may be so 
out of key with the habits of the customers that they 
no longer feel at home and begin to take their business 
elsewhere. 

It requires shrewd judgment of customers’ reactions 
to establish the exact point where the store can do the 
sreatest amount of business, for such reactions are not 
stable. Consumer taste is constantly fluctuating and its 
changes should be sensed by the alert merchant not only 
at the time they occur, but when possible they must be 
anticipated! 

In a business built in general along as extremely 
conservative lines as is the jewelry business, it would seem 
that there is greater likelihood of underestimating the 
public’s acceptance of variety and novelty, than the 
reverse. Actual sales figures from stores which have 
installed the ultra modern “open” style fronts, stores 
carrying widely varied lines of merchandise, conclusively 
show that the general public welcomes such innovations 
in merchandising and support their liking with substan- 
tial increases in sales. 

No matter where in the range from conservative to 
modern any particular store sets its display policy, new 
display techniques and materials can be utilized to advan- 
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1952 Calendar of Promotion Events 


Hu: you any idea of the number of events throughout the year that 
offer opportunities for promotion tie-ins in your store? The answer’s literally 
hundreds of them; in fact, there are many more promotion events than there are days 


for them. Opportunities? You’ve got “a million of ’em, 


Durante. 


to paraphrase Jimmy 


To illustrate the scope of promotion possibilities and give the retail jeweler a 
handy calendar of 1952 events, JEWELERS, CIRCULAR-KEYSTONE presents the following 
month-by-month list of special days, weeks and events. Some are directly, some 
indirectly applicable to the promotion of jewelry store merchandise. Their value to 
you is in ratio to your ingenuity in applying them to your advertising and promotion. 


JANUARY 


| New Year's Day 

2 -31 March of Dimes 

7 -14 Universal Week of Prayer 

13-19 Printing Education Week 

14-21 Jaycee Week (Junior Chamber 
of Commerce} 

16-22 National Civil Service Week 

17-23 National Thrift Week 

19 Robert E. Lee's Birthday 

19-26 National Hobby Week 

27-Feb. 3 Youth Week 


FEBRUARY 


2 Ground Hog Day 

3 Four Chaplains Memorial Day 
5 Mardi Gras (Shrove Tuesday) 
& -12 Boy Scout Week 

11-18 American Heart Week 

12 —_ Lincoln's Birthday 

11-22 Americanism Week 

12-22 National Defense Week 

14 Valentine's Day 

17-23 Advertising Recognition Week 
17-24 Brotherhood Week 

22. Washington's Birthday 

27 Ash Wednesday 


MARCH 


| -31 American Red Cross Fund Drive 

1 - 9 National 4-H Club Week 

9 -15 National Smile Week 

16-22 Campfire Girl's Birthday Week 

16-22 National Salesmen's Week 

16-22 National Wildlife Restoration 
Week 

17 = St. Patrick's Day 

21 First Day of Spring 


APRIL 


i April Fools’ Day 

| - 7 National Conservation Week 

| - 8 Nationa! Laugh Week 

| - 8 National Leave Us Alone Week 
| -30 Cancer Control Month 

6 Palm Sunday 

if Good Friday 

13. Easter Sunday 
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13-19 Pan American Week 

16 Brand Names Day 

18-24 National Coin Week 

20-26 National Garden Week 

24-May 3 JIC 1952 SILVER PARADE 

26-May 3 Boys and Girls Week 

26-May 3 National Leather Goods 
Week 

27. Daylight Saving Time Begins 

27-May 3 National Baby Week 

27-May 3 U. S.-Canada Goodwill Week 


MAY 


| May Day 

4 - 9 National Cutlery Week 

4 -10 Be Kind to Animals Week 
4 -I1 National Family Week 


4-11 National and Inter-American 
Music Week 

6 -12 Goodwill Week 

8 V-E Day 


if Mother's Day 

15 Straw Hat Day 

17 Armed Forces Nay 

17-24 Let's Go Fishing Week 

17-24 National Luggage Week 

18 | Am an American Day 

18-24 World Trade Week 

21-30 V.F.W. "Buddy" Poppy Week 
30 Memorial Day 


JUNE 
Graduations—Weddings 


i Son's Day 

3 Jefferson Davis’ Birthday 

4 National Secretaries’ Day 

5 -14 JIC 1952 DIAMOND EXHIBIT 
8 Children's Day 

9 -15 National Flag Week 


14 Flag Day 

21 First Day of Summer 
JULY 

a Independence Day 


11-18 National Iced Tea Time 
15 St. Swithin's Day 
20-26 National Farm Safety Week 


AUGUST 
Vacations 


| -7 Cerebral Palsy Week 
3 Friendship Day 
1¢ V-J Day 


SEPTEMBER 
Back-to-School 


| Labor Day 

6 -16 National Tie Week 

11-20 JIC 1952 WATCH INSPECTION 
TIME 

15 Felt Hat Day 

14-20 National Doll Week 

17 Constitution Day 

20 Rosh Hashanah 

20 ~=National Kids Day 

23 ~—s First Day of Autumn 

21-27 National Business Women's Week 

22-27 National Sweater Week 

29 Yom Kippur 

30 Gold Star Mothers’ Day 


OCTOBER 


Red Feather Community Chest Month 

12. Columbus Day 

11-18 National Wine Week 

20 Sweetest Day 

24 United Nations Day 

30-Nov. 8 JIC 1952 WATCH FASHION 
PARADE 

30 Beggars’ Night (Tricks or Treats) 

31 Hallowe'en 


NOVEMBER 
Football Month 
| -7. American Art Week 
| -10 National 4-H Achievement Week 
2- 8 National Flower Week 
9 Sadie Hawkins’ Day 
VI Armistice Day 
9- 15 American Education Week 
16-22 Latin American Week 
20 ~=Thanksgiving Day 
24-29 National Prosperity Week 


DECEMBER 


!- 25 Pre-Christmas Promotion 
22. ~—s- First Day of Winter 
25 Christmas Day 
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Whether in Ronson cabinets, Ronson trays or your own showcase... 


Here’s why It’s important 
to fill in the GAPS now! 


There are two 
big reasons for 
replenishing 
and rounding 
stock of fp pel. 

Ronson Lighters 
















More than seven out of ten people say, 

“The lighter I want is a Ronson!” So don’t 
miss any sales and profits because you 
haven’t the particular Ronson model someone 
has seen advertised and is looking for! Place 
your order with your Ronson supplier now! 


Unlike many products you sell, Ronson 
Lighters suffer no off-seasons. 
Continuous Ronson advertising is creating 
this demand every month in the year... 
and is pointing out the overwhelming 
preference for Ronson. 





When you place your orders for Ronson Lighters, don’t forget to 
Bs include Ronson Accessories (Ronsonol Fuel and Ronson Redskin ‘Flints’), 
needed for the millions of Christmas gift lighters. 


WORLD’S 
GREATEST 
LIGHTER 


® Ronson Art Metal Works, Newark, N. J. 





Lighters shown TUNE IN RONSON'S ‘'STAR OF THE FAMILY'' WITH PETER LIND HAYES AND MARY HEALY 
in reduced size, ON CBS-TV NETWORK. FOR TIME AND STATION SEE YOUR LOCAL NEWSPAPER. 
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Mid-Season Fashions 


Point to 
— Spring Profits 











WINIFRED PARKER 
REPORTS ... 





1952 fashions show increased refinement. 


White is predominant color for spring - 
influences jewelry. 


Colored fabrics overlayed with white - 
for frosted effect. 


Jewelry is big, sparkling, but delicate. 
Prevalence of pearls and crystal. 
Multi-color jewels are important. 
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White cocktail suit is enhanced 
with pearl and diamond earrings 
and bracelet and Ballerina pin. 


Illustrations by Dorothy Burke 








Cape-sleeve coat in frosty white is 
sparked with rhinestone-set jewelry. 


N INETEEN Fifty Two Fashion says— 
make mine frosted! The midseason popularity of white, 
as it is being used for women’s clothes, is slated to become 
even more important as we move into spring, especially 
when it has a frosted look, or as a background for plaids 
and prints, or spread in an overlay over other pretty 
colors like filmy white ice. This predominance of white 
can be used as an immediate fashion theme to sell more 
jewelry, and can serve us as one basic trend well into 
spring merchandising. 

White is a fragile, impractical color, and its overwhelm- 
ing acceptance proclaims, as nothing else could, the 
continuance of the prevailing feminine fashion mood. 
There is an even greater feeling of refinement than there 
was in last year’s styles and the strongest impression one 
gets from this newest trend is of loveliness wearing 4 
sparkle. 

The promise that sparkle, through whited fabrics, will 
be one principal part of spring’s fashion theme is fine 
for our jewelry industry, for let them frost fabrics as 
they will, the most perfect radiance can only be achieved 
through beautiful jewelry. 

Although many major jewelry lines will not be shown 
until later in January, I’ve seen enough advance pieces 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Diamond 


Keep diamond sales 


coming your way 


Tie in your sales efforts with the diamond pro- 
motions that are working for you. They include: 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—“‘The Eternal Gem’’—to show in your 
town. Write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... Helpful FREE book- 
let, “More Dollars from Diamonds.” Order 
from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N. Y. 
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Booklet 





to help make sales 





Jewztens say the 3l-page booklet, “The Day 
You Buy a Diamond,” is one of the most helpful and 
interesting selling aids they’ve ever used. It tells the 
story of the diamond’s origin and significance, gives 
helpful factual pointers on choosing a diamond. Order a 
supply now to use as bill enclosures, and to keep on your 
counter to give to prospective customers. 


Cost is $6 per hundred. For your imprint, add $3.50 
for first hundred, and $1.25 for each additional hundred. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, 
New York 17, New York. 


De Beers Consolidated Mines, Ltd. 
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to report that designers and manufacturers are further- 
ing the feeling of refinement in jewelry, and while most 
pieces are proportionately big, they have an air of light- 
ness and delicacy. This is true also of the jewelry selected 
from resort lines to carry-over for spring selling. 

There is a tendency based upon sad experience, of 
course, for jewelers to become resigned to a slow selling 
period in January, a general let-down after the Christmas 
rush. But like the signs in beauty salons which remind 
women they'll get out of a mirror just what they put 
into it, we come along and say that fashion holds plenty 
of opportunity for midseason promotions if you'll just 
use it as a springboard for selling ideas. 

Right now, many of your women customers are actually 
searching for accessories to perk up their wardrobes for 
the rest of winter, and we should sell them the idea that 


Simulated stone jewelry combining 
blue pearls, deep blue sapphires 
and pale moonstones gives radiant 
sparkle to white cape-sleeve suit. 


new jewelry is far better than a new hat for giving g 
lift to a tired wardrobe—it will last longer too! Of 
course the hat people won't like us for this, they’re 
having a hard enough time now, combating the tendency 
among women to go bare-headed. but this again, jis , 
point for our side. However, the style idea of new 
jewelry for January will never happen unless we begin 
to work on it! Other women are assembling clothes fop 
mid-winter vacations, north or south. and need smart 
jewelry to accessorize it. You should find them par: 
ticularly susceptible when you appeal both to thei 
fashion sense and desire for value, by suggesting pieces 
that will enhance their midseason clothes and are also 
suaranteed to be equally chic for spring. Valentine’, 
Day is coming along too, and you can help your mascy. 
line customers make a better choice of jewelry gifts 
when you give them practical suggestions based upon 
the type of clothes women are wearing. 


COLOR RANGE OF FROSTED FABRICS 


I do not want to give you the impression that white 
is the only color women will wear this spring, although it 
almost seems so, from the present avalanche of white 
clothes in resorts, cities, and towns. White felt skirts 
and snow white sweaters are seen during all hours of 


(Please turn to page 123) 


Cultured pearl necklace and five- 
strand bracelet complement formal 
white evening gown. Pearls worn 
down the back focus attention on 
new bouffant,  bustle-back _ skirt. 
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A Valentine Display 


That Says “Gifts Are a Mutual Affair’ 





Wren a boy says “Be My Valentine” with 
a gift of jewelry, things are apt to be pretty serious and 
we think he deserves a Valentine remembrance too! 
Valentine promotions seem too often to stress gifts for 
the ladies and to neglect a thought for the gentlemen. [t 
may take time, but it is worth a try to make Valentine 
giving more a mutual affair. Here is a window display 
suggestion that will tell the story. 

Silhouette heads of boy and girl on heart shaped 
panels hang against the background. A giant heart 
covered in red satin or velvet displays choice gift sug- 
gestions with wide red ribbons extending from it carrying 
additional merchandise. Gift-boxed items are placed on 
the window floor. A paper copy ribbon which seems to 
run through the heart carries the double message— 
“Valentine Gifts for Her—Valentine Gifts for Him.” 

The units for this display are simple enough to make 
in the store yourself, making this an inexpensive display 
to start off the year. There will be more important pro- 
motions during the year on which you will want to 
splurge. 

For the silhouette panels, find patterns for the heads 
which you can copy or have an artist draw them for 
you. Trace the patterns on bright red fabric or paper 
and cut out. Make heart cut-outs the proper size for 
mounting the heads of heavy cardboard or beaver board. 
Cover these with fabric and edge with net or eyelet 
ruffling (from the dress trimming department of your 
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by VIRGINIA DIXON 


Gifts for Him" as well as "Her" 
is the theme of this suggested 
Valentine display. Silhouette 
heads of a boy and girl are used 
to background the display of gift 
suggestions appropriate for each, 














MATERIALS NEEDED tO ASSEMBLE THIS DISPLAY 
Material Source 


Silhouette cut-outs of heads Make in store 
Fabric covered heart cut- Make in store 
outs for mounting heads 
and displaying merchan- 
dise 
Ribbon Department store 
Copy scroll Show card writer 





local department store or yard goods store). Coat the 
backs of the silhouette heads heavily with rubber cement 
and mount on the hearts. Suspend against the back- 
ground with red ribbon. 

Make a larger heart cut-out and cover with red fabric 


for the display unit on the window floor. Raise this unit © 


at the back so that it tips forward slightly giving better — 
visibility for the merchandise. Make a big bow of red” 
ribbon and pin to one corner. Extend lengths of the © 
same ribbon from the heart across the window floor. | 
Arrange merchandise on the heart and on the ribbon ~ 
streamers. Have the copy ribbon lettered in two sections 7 
and place them so that they seem to be one piece extend- ~ 


ing through slits in the heart. 


Choice of materials for this display will depend on = 
the amount you want to spend on it. Red velvet for the = 
heart with red velvet ribbons and white satin and white | 


(Please turn to page 125) 
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A New Look at Zireons 





In recent months there has been a revival of popular interest in zircons. 


This article gives the jeweler a comprehensive background in these brilliant, 


semi-precious stones—their sources, characteristics and range of prices. 


= IS ACTUALLY a very ancient jewelry 
stone as is indicated by its name and numerous approxi- 
mate synonyms, like hyacinth, jacinth and jargoon. It 
will be recalled that all modern mineral names end in 
“ite,” hence any with an unusual suffix is surely an ancient 
name. From time to time we see these synonyms revived. 
though not, as a rule, with the intent of clarifying the 
stone’s identity for the buyer. 

Zircons are minerals, like the other natural jewelry 
stones; they are a silicate of zirconium. Zircon is a com- 
mon mineral in granitic rocks, tiny crystals are often 
seen in thin slices of rock when they are studied under 
the microscope. As the parent rocks decompose, in the 
surface breakdown known as weathering, the tiny zircon 
grains are freed and sometimes become important con- 
stituents of sand, associated with the more abundant and 
equally resistant quartz. The larger zircon crystals that 
more rarely grow in particular types of rocks are freed 
in exactly the same way, though, because of their size, 
they may not travel so far from their original source. 


INDO CHINA AND CEYLON MAIN SOURCES 


Zircon gem gravels of this type are most important in 
French Indo-China, near the Siam border. Apparently, at 
this locality there are few other associated minerals, for 
we obtain from the source of the zircons no other min- 
erals of commercial interest. The Ceylon gravels contain 
numerous valuable jewelry minerals, with zircon an im- 
portant constituent. They are different from those from 
Indo-China, however, in the important respect that heat 
does not notably change their color. 

The color change induced by heat in the Indo-Chinese 
zircons, a treatment that was discovered around the be- 
ginning of the century, gave zircons a new demand that 
brought them into a leading position in the colored stone 
field; a rank they have held until very recently. Now 
perhaps they will regain that position with the renewed 
interest. 

The natives of Indo-China and Siam found that heat- 
ing of the brown zircons in a particular type of stove had 
the effect of changing the color from brown to blue or 
white. At the beginning there were many fanciful ex- 
planations given; no less an authority than George F. 
Kunz was given to understand that the color change 
which was induced by the heat came about only when the 
stones were coated with some cyanide compound. This 
myth was long perpetuated, though experimenters found 
that the real answer seemed to be the atmosphere in which 
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by Dr. FREDERICK H. POUGH, Ph.D. 


Curator of Mineralogy and Gemology 
American Museum of Natural History 


the stones were heated. The native system of heating the 
stones in the flue of a charcoal burner could easily have 
the effect of placing them in a “reducing atmosphere,” 
This means air which is deficient in oxygen, but rich in 
carbon monoxide coming up the flue. Such gas, when 
hot, tends to take oxygen out of anything with which it 
comes in contact, to “reduce” the compounds in the 
zircon. It has always been hard to understand how any- 
thing as hard as stone could be so permeable to a gas. 
We have long known. that some zircons change radically 
on heating; they actually shrink in size and become 
denser. Apparently, oxygen can also move between the 
atoms that are all so tightly grouped together to form 
the crystal. It is hard to believe, and yet we know it 
must happen. A clue to this phenomenon has been gained 
hy the work under more rigidly controlled conditions of 
the heating of titania after it is manufactured. 

Titania comes from the furnace in dead black boules. 
These boules apparently contain some unoxidized tits. 
nium. The boules are then placed in a furnace that heats 
them to about 800° C. in an atmosphere rich in oxygen. 
After eight hours of heating in such a furnace the boules 
are found to have become almost white. Without actually 
melting, hard and compact as they are, the oxygen has 
been able to migrate wholly through the lattice and com- 
bine within the crystal with all the unattached titanium 
atoms. A similar migration undoubtedly takes place in 
the zircons. 


COLOR CHANGE NOT ALWAYS PERMANENT 


The lesser purity and greater chemical complexity of 
the naturally-occurring zircon, in contrast to the rigid 
purity of the man-made titania, make the story of what 
happens to zircon a more difficult matter. We are not 
exactly sure what causes the change. We do know by ex: 
perience, however, that the color change we induce with 
heat is not always permanent. In the early days, zircon: 
often received a bad name because of the reversion of 
heated stones to their original color. Not all zircons 
change back, and of those that do, there seems to be no 
predictability about how much or how fast they will 
change. It may be that the return is caused by a sell- 
irradiation, that is, that the mineral contains a little im- 

(Please turn to page 118) 
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diamonds 





unlimited... 


gee You can confidently count on the House of Winston to precisely 


, a fulfill your stipulated requirements as to weight, quantity, 





quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 


—7Ty TT 


HARRY WINSTON. 


’ 7 EAST Sis: STREET, NEW YORK 




















OWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
oe ON REQUEST BY FINE JEWELERS IN YOUR CITY. 




















Courtesy Parking Plan 
Builds Goodwill and Sales for Community Stores 





W ues a better parking plan brings more 
out-of-town buyers, that plan deserves wide publicity. 
H. C. Baugh of Baugh Jewelry, Logan, Utah, is one of the 
retail stores of that town who is benefiting from such a 
plan. Baugh is a member of the board of directors of the 
Logan Chamber of Commerce, and it was this organiza- 
tion that perfected the “Courtesy Nickel Parking Pro- 
gram.” 

Local retail merchants raised a fund of $25 and turned 
it over to the local police department. They then had 
Courtesy Nickel Envelopes printed. When a motorist 
over-parks, the traffic officer takes a nickel and places it 
in the parking meter, thus giving the motorist an addi- 
tional hour’s parking. A Courtesy Nickel Envelope is 
placed on the windshield. This envelope calls attention to 
the fact that the nickel was “loaned” and came from a 
fund raised by the local retail merchants. It also asks the 
motorist to please return the nickel by placing it in the 
envelope and dropping the envelope in one of the Courtesy 
Nickel Envelope boxes conveniently located on parking 
meter boxes in the downtown shopping district. 

“The Courtesy Parking Plan,” Baugh says, “has 
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by LON FANALD 


A local police officer places 
a “Courtesy Nickel Envelope" 
on the windshield of an over- 
parked motorist. Motorist then 
puts a nickel in envelope and 
‘mails’ it in box provided on 
parking meters placed at nu- 
merous spots throughout the 
town. Below: text on envelope 
gives motorist full instructions. 





A COURTESY NICKEL 
Patrolman No. ........ found your vehicle, License No. —— 


overparked at this meter at a.m. p.m. On seve 

Realizing that you may have been inadvertently detained, he has placed a 
nickel in the meter for you from a fund supplied by the Retail Division of the 
Cache Chamber of Commerce. This protects you for one hour only. 

Please present this envelope along with your violation ticket and Se to 
Police Headquarters and the customary fine will be omitted. If violation ticket 
and 5c are not presented to Police Department, mailed or deposited in 
Courtesy Nickel Box, within 48 hours violator is subject to a fine not 
than one dollar nor more $50.00. This envelope is also for your con- 
venience in reimbursing our Courtesy Fund if you so 

Meters speed turnover, thereby giving you a convenient place to park. 
By observing the parking limit, you help your neighbor and yourself. 

Logan Appreciates Your Patronage and Invites You to Come Again 


Logan City Police Department 


























brought a lot of goodwill for Logan business firms, pat- 
ticularly with out-of-town buyers. 

“Another thing we have noticed is that since the plan 
was put into effect, buyers feel freer to remain in the 
store and shop. There is none of this rushing out to look 
at the meter and worrying if they have overparked.” 

Logan is the hub for a large rural trade area with some 
50.000 people. Baugh says that the courtesy parking plan 
is bringing more of these people to Logan to shop. “They 
don’t have the parking meter trouble here which they find 
in other nearby cities.” 
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Finer Selections 


TOGETHER: A sure step toward extra sales 


To meet unexpected demand more and more jewelers 
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everywhere rely on Kionka service to provide thoughtful 


selections, varied to meet every taste and every purse— 


teamwork that scores on selling. Try Kionka:and prove 


it for yourself. 


H. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 
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Discount Competition 
Can Be Offset by Using Jewelers’ Advantages 


The jeweler has two strong talking points over the Post Exchange that are 


appreciated by any customer in uniform or “civvies.’’ Using these advantages 


to their fullest extent more than offsets the one of saving a few dollars. 


— of throwing up his hands in despair 
at the prospect of trying to meet “discount competition” 
from Post Exchanges or discount houses, the jeweler who 
takes a careful look at the jewelry selling methods of 
these outlets will find that he has two powerful advan- 
tages. These are the angles of a jeweler’s wider and more 
selective inventory as well as his policy of being in a posi- 
tion of guaranteeing service on all purchases made in his 
store. ) 

Taken on the broad scale, the Post Exchange apparently 
represent insuperable competition, inasmuch as all are 
limited by military regulations to a tiny profit margin of 
from 2 to 10 per cent. Upon closer examination, how- 
ever, the jeweler will find several opportunities to surpass 
the familiar Post Exchange store in “buy appeal.” First, 
if the jeweler will take the trouble to visit a Post Ex- 
change, he will find that the selection of jewelry offered 
while undeniably far less expensive, is greatly limited. 
Second, he will usually find that the Post Exchange is 
staffed by young girls who know little or nothing about 
the merchandise they are selling. Third, and most impor- 
tant, the average Post Exchange makes no attempt to 
carry out warranties, to offer service or repairs, on 
jewelry items sold. 


PX COMPETITION GROWING 


Undeniably, the problem of Post Exchange competition 
is once again becoming a serious problem to jewelers in 
many cities as the current military expansion program 
continues to grow. One jeweler who should know at first- 
hand the effects of Post Exchange competition is Al 
Knower, head of Peacock Jewelers, of Biloxi, Miss. Pea- 
cock Jewelers is located only a few blocks away from the 
main entrance to Keesler Air Force Base, one of the 
nation’s largest bases with some 30,000 men stationed 
there. Since this base has been in practically continuous 
operation since the end of World War II, Mr. Knower has 
had plenty of opportunity to study the influences of Post 
Exchange competition and to develop practical “offsets.” 

“One of the most important things that the jeweler 
should keep in mind is the fact that these young men, 
either drafted or voluntarily enlisted into military service, 
are the same who would normally be buying engagement 
and wedding rings, jewelry gifts, etc., from jewelers in 
their own communities,” Knower pointed out. “The mere 
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fact that they are in uniform, of course, represents some- 
thing of a loss. However, the jeweler who is located near 
a large military installation can make up for this through 
a specific appeal to the uniformed customer. In other 
words, while he may have lost the opportunity to sell 
many local young men, due to their going into military 
service, there are vastly larger numbers of young men 
already in service, who can be sold to balance the scale.” 


JEWELER ATTRACTS UNIFORMED CUSTOMERS 


The steps which Knower has taken to insure that his 
smart jewelry store attracts plenty of uniformed cus. 
tomers are these: 

First, putting extra emphasis on a really complete in. 
ventory. Almost every serviceman was recently a civilian, 
and thus, of course, places a lot of faith in well-advertised, 
reliable brands. Because the usual PX does not emphasize 
brands heavily, and because it is primarily “bargain 
appeal” which makes sales, a large percentage of service 
men will pass up the Post Exchange’s attractive bargains 
through mistrust of the brands shown or a desire for some 
brand which is not represented. Peacock Jewelers carries 
a stock remarkable for the number of nationally-known 
brands involved, utilizes identifying trademarks and 
brand names in every window and interior display, and 
in all advertising. The net result has been that the Air 
Force soldier who might buy a similarly jeweled watch 
at $30, for example, in his Post Exchange, will never- 
theless spend $50 or more for a watch of a trusted 
brand, bought at the jewelry store. Similarly, Peacock 
Jewelers emphasize brands in costume jewelry, in foun- 
tain pens, clocks, men’s jewelry, gift items, and through 
out their entire inventory. “All of our servicemen cus- 
tomers, of course, realize that they can ‘buy cheap’ a 
the Post Exchange,” Knower said. “But where brands 
are involved, the chances are that he will come to us.” 

Secondly, “know-how,” experience and selling skill— 
all three are applied by Peacock’s in dealing with service 
men. A lot of emphasis is put on the fact that every sales- 
person in the jewelry store is able to answer any and 
questions about the merchandise sold, and to thus help 
the customer make a better selection, to feel more proud 

(Please turn to page 126) 
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Individual treasures available on 


consignment for vour special requirements. 
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platinum and gold jewelry, precious 


colored stones and loose diamonds. 
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$2,500 to $25,000 keystone. 
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by W. B. STODDARD 





~~ Duvals of Miami emphasized 
sterling flatware and hol. 
_lowware, along with quality 
> 7 ... aan chinaware, as appropriate 
in gegen ~ ny gory eames Gifts “For Her Valentine.” 





alentine Displays 
That Majored in Gifts of Lasting Pleasure 


S. VALENTINE’S DAY, February 14th, is be- ting of high grade china, crystal and silver. Back of it 
coming more and more a day of presenting gifts as a was a. panel card with the photo of A. R. Meeks. The 
token of affection, and this is true of all ages. Since the card was lettered “Before you decide on your Valentine 
heart is the recognized symbol of the day it generally gift visit Duval’s china, silver and crystal department. 
forms the focal point of all advertising and window dis- Expert advice by our Mr. A. R. Meeks. 
play for this occasion. Barrys, Glendale, Calif., majored in silver, but likewise 

; An interesting display, offering suggestions for presen- highlighted all the settings of a beautiful table. Their 
tations to wives, sisters and mothers, was arranged last window featured silver, both hollow and flatware. On the 
year by Duvals, Miami, Florida. The window was backed white wall were two large red satin hearts, bordered with 
with black velvet, on which in frosted letters were the white lace. The floor was covered with white satin. In 
words “For St. Valentine’s Day.” At the end of the dis- the center was a low heart-shaped table covered with red 
play was a big white satin heart edged with lace, on which (Please turn to page 127) 


were frosted words completing the sentence “Give Last- 
ing Gifts.” The window was floored with robin’s egg blue 
velvet, on which sterling flatware and hollowware and 
quality china were shown. On a pink satin heart were 
items of sterling flatware and near them a pink quiver 
filled with arrows. A card suggested “For Her Valentine.” 
A small window near the entrance had a one place set- 








In order that men would not be overlooked, 
Finleys of Compton, Cal., devoted a display 
of men's gifts “For Your King of Hearts.” 


A variety of silver flatware patterns, as 
well as hollowware, was highlighted in the 
Valentine window display at Barry's, Cal. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


IAMONDS— 


Emerald Cut and Marquise 7 
STAR SAPPHIRES 


RUBIES > EMERALDS: STAR RUBIES 
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We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 

cooperate with you on your special calls. 
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Quality is the Theme 


But Advertising Misses No Selling Points 


by MARIE GRANT 


a of Tacoma, Wash., through | 


clever wording and well spaced advertisements has 
achieved the desirable end of obtaining attention-com- 
pelling, distinctive advertising with a modest appropria- 
tion. This formula, combined with their basic concept of 
display, is largely responsible for the success of this 
prestige operation. | 

The keynote of the entire Gunderson operation is one 
of dignity. They have placed this stamp on advertising 
without jeopardizing any selling point. Each service 
offered by the “dollar down and dollar a week” jeweler 
is presented without violating the psychological appeal 
of pride in ownership. 

Weekly newspaper advertisements are run each Sunday. 
This has proven the one day when most people have the 
leisure and inclination to peruse the paper at length. The 
placement in the Society Section ties in with the prestige 
appeal of the store. The usual advertisement is no more 
than 3 in. x 5 in. in space, but through bordering and of- 
fering an expanse of clear space on each side, insures that 
each person glancing at the page will find his eyes riveted 
to the Gunderson message. Each ad is devoted to one 
particular phase of the operation, is well illustrated, and 
informative. Gunderson’s has found it advantageous to 
not simply reproduce mats proffered by manufacturers, 
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Example of Gunderson's dignified approach in its advertising was 
this photograph, just as it appears, which was used in the program 
of the Junior League Follies. Ad won award as most outstanding, 


but invariably modify or inter-change for the nonconven- 
tional approach. 

One example of the Gunderson formula is the follow: 
ing advertisement which offered five customer services: 
Bride’s Registry; Credit; Telephone Order Filling; Gift 
Wrapping; and Free Delivery. It also presented the very 
important fact that the advertised gift items were fair 
traded and cost the same irrespective of place of purchase. 

(Please turn to page 130F) 


The old world charm of antique 
mirrors, chairs and chandeliers 
is combined with modern display 
fixtures in the Gundetson store. 
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Increased pearl restringing 
volume at Carbert's has been 
largely attributed to the ex. 
pert female touch of Mrs. Ruth 
Koepp, who specializes in this 
work at this Maryland store. 


by BEATRICE MILLER 


Customer Satisfaction is Best Advertising 


In Building a Profitable Repair Operation 


a JEWELRY STORE of Bethesda, 
Maryland, has increased its pearl restringing volume five 
times in the last two years. Jewelry repair, a department 
with negligible volume three years ago, is now doing a 
highly flourishing and profitable business in special orders 
which has ultimately led to increased sales in every other 
department. 

“Have qualified persons who can do repairs put in full- 
time at the repair desk,” is co-partner Robert W. Mitchell’s 
first recommendation to any jeweler who wishes to dupli- 
cate Carbert’s success, “and you will have a steady stream 
of people bringing in repairs all day long.” 

Mitchell estimates that Carbert’s handles somewhere be- 
tween 40 to 50 repair jobs a day, many of which are 
minor and at small charge, but the best promotion that 
any store can give itself. 

The little jobs—a baby’s locket with a link pulled open, 
a clasp on a string of pearls that won’t work, a twisted 
link in a bracelet—build goodwill and future volume as 
nothing else does. Dollar volume has doubled and trebled 
from such small jobs as these. 

The current vogue for pearls has contributed to Car- 
bert’s repair department an enormous volume of pearl 
restringing. This is done entirely by a woman. 

“We believe women make the best pearl restringers,” 
stated Mitchell who attributes the quintupled volume in 
pearl restringing in large measure to the skill and talent 


106 


of Mrs. Ruth Koepp. “A woman enjoys talking about 

pearls much more than a man, and is better at imparting 

confidence in another woman customer by showing en- 

thusiasm over how the strand hangs and how it ties in 

with her entire ensemble. Women have the patience and 
(Please turn to page 129) 





Co-partner Robert W. Mitchell of Carbert's, here examining a cameo 
pin a customer has brought in for repair, recommends having qual- 
ified personnel at the repair desk who do this work full-time. 
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A large and aggressive 
advertiser, Gerber's spends 
considerable amounts on TV 
and newspaper advertising. 
Newspaper ads announce re- 
opening of a_ store, left, 
and two television shows. 












By 





TELEVIMON ... 


by MILDRED SULLIVAN 


al bh —— | 
ELEVISION advertising is direct selling at 
its best”, says George Gerber, president, Gerber’s jewel- 
ers. “It is a new and coming medium that will be increas- 
ingly important to the jewelry business. Our experience 
is that featured products receive a sales increase of about 
10 times in addition to increases in sales in all depart- 
ments. It is a highly productive medium because people 
see the products and hear the sales message without con- 
fusion and without distraction from competitive adver- 
tising. Each television show produces an immediate 
response in telephone inquiries followed by a gratifying 
increase in store traffic.” 

The television show consists of a 15-minute live show 
“Headliners” over WJAR-TV, Providence, every Friday 
evening at 7:15, featuring headliners of the entertainment 
world who are in this area on top floor shows. The com- 
mercial runs 214-3 minutes, with the major sales talk 
scheduled for about the middle of the show. One specific 
product is featured on each show, the most popular being 
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A Second Point of Sale 


Bes = 


Television's most lovable sleuth! 








a $39.95 watch, a $15 stone ring and a diamond ring re 
tailing at less than $100. 

A typical watch commercial is the following: “Again 
this week, in response to popular demand, Gerber’s is 
making this special exclusive offer. Remember, you'll find 
this offer at Gerber’s only—this is a Gerber’ s exclusive. 
It’s one of the most beautiful watches you've ever seen. 
It’s water-tight, shock-resistant. It’s anti-magnetic. It’s 
dust-proof. It’s as durable and dependable a watch as 
you'll find—and it’s priced at only $39.75 Federal tax 
included. What do you think of that? Here—look at it 
again. Look at the matching expansion band with the 

(Please turn to page 144) 
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Social Security for the Self-Employed 





This year, along with his income tax, the jewelry store owner will be obliged 


to report his own earnings and pay his own tax for Social Security purposes. 


This article explains to the self-employed his duties and rights under the Act. 


J ANUARY 1, 1952, is a significant date to the 
country’s 4,600,000 self-employed. It represents the anni- 
versary of their first year of coverage under the amended 
Social Security Act. It also brings the sole owner or 
partner in an unincorporated business, face to face with 
the requirement to report his net self-employment income 
earned in 1951, on or before March 15, 1952. 

Unlike other workers covered by the Social Security 
law, the retail jeweler who works for himself does not 
have his earnings reported by someone else. He does not 
share the tax obligation with an employer, or have his 
report submitted for him. The self-employed jeweler will 
be required to report his own earnings and pay his, 
own tax for Social Security purposes. This will be done 
when he files his 1951 income tax on or before March 
15, 1952. 

Income from self-employment, subject to certain excep- 
tions, means net earnings derived from a trade or business 
covered by Social Security. The retail jeweler or whole- 
saler who works for himself must report and pay the tax 
on all such earnings over $400 and up to $3,600 in every 
taxable year after 1950. These net earnings may be from 
full or part-time self-employment. If, in addition, he has 
wage earnings from a job covered by Social Security, he 
reports only that part of his self-employment net earn- 
ings which, added to his wages, total $3,600 for that year. 
If his wages are as much as $3,600 he will not need to 
report his self-employment earnings. All reports are filed 
with the local Collector of Internal Revenue. 


ALL TRADE AND BUSINESS COVERED 


All types of self-employment in a trade or business are 
covered by this new law. The few occupations that do not 
count toward social security protection are farm owners 
or operators, physicians, dentists, osteopaths, chiroprac- 
tors, naturopaths, veterinarians, public accountants, fu- 
neral directors, architects, professional engineers who 
work for themselves, and a few others. 

Before filing the 1951 income tax return, every covered 
self-employed person will need a Social Security account 
number. If he never had a card, or has lost his card, he 
should get in touch with the nearest Social Security office. 
Blanks can be obtained at any Post Office and mailed to 
the Social Security office. 

Since may self-employed persons have never before 
been covered by Social Security (as employees) it will 
be purposeful to present an explanation of the old-age 
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by EDWARD R. GOLDSTEIN, C.P.A. 


and survivors insurance system encompassed by Social 
Security. In general, Social Security provides: 

A—Monthly retirement benefits to workers (hereafter 
used synonymously with self-employed) at age 65, 
Benefits are also payable to workers’ wives over 65 
and workers children under 18 (at the time he 
becomes 65). 

B—Monthly survivors’ benefits to dependents (widow 
over 65, widow with children under 18, parents 
over 65, etc.) upon death of worker, whether or 
not he has attained the age of 65. 

C—Lump-sum death benefits to workers’ survivors. 


It is very important to note that retirement benefits are 
not payable if the retired individual receives in excess 
of $50.00 a month in wages or self-employment income. 
This provision also applies to recipients of survivors’ 
benefits. In other words, should a covered worker die, 
his widow would not be entitled to any survivors’ benefits 
if, because of inadequate life insurance, savings, etc., she 
were forced to seek employment and earn in excess of 
$50.00 per month. This statement cannot be overempha- 
sized. 

The amount of benefits payable to any particular in- 
dividual must be determined by calculating his average 
monthly wage. This can best be done with the assistance 
of the nearest Social Security Field Office. Benefits pay- 
able under the Social Security Act are tax-free. 

In connection with benefits, it is important to under- 
stand that claims must be filed for all benefit payments 
and that benefits do not commence upon the death or 
attainment of 65 years of age unless claim therefore is 
made by the insured or his survivors. 


MUST FILE ANNUAL REPORT 


So much for the rights and benefits of the self-em- 
ployed. As to his duties, the self-employed individual 
will have to file an annual self-employment income tax 
return. It is expected that the information will be fur- 
nished on a special schedule attached to the individual’s 
income tax return to be filed on or before March 15. 
1952 (in the case of a calendar year taxpayer). A tax of 
214% of the individual’s 1951 self-employment income is 
to be paid in full at that time. Income from dividends, 
capital gains, annuities, etc., is not considered self-em- 


(Please turn to page 117) 
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Electric Housewares Industry 


Plans Expanded Gift Campaign for 1952 


A highly intensified campaign emphasizing electric 


housewares as gifts for all occasions has been mapped 


out for 1952. Jewelry stores, it has been revealed, 


are one of the largest distributors of such items. 


A PREVIEW of the 1952 Electric Housewares 
Gift Campaign and a review of the 1951 campaign were 
presented recently to industry officials at a meeting spon- 
sored by the NEMA Electric Housewares Section at the 
Hotel Roosevelt in New York. 

In outlining the program for 1952, it was explained 
that the widened scope of the campaign was based on the 
great dealer acceptance of one basic selling idea: give 
electric housewares as gifts for all occasions. Five ways 
in which the program will be intensified are through (1) 
a larger and more widely circulated retail merchandising 
plan book, (2) a greater mass distribution of the indus- 
try’s new campaign poster, (3) a larger display kit, (4) 
an expanded trade paper campaign, and (5) a newly- 
added 20-city research study. 

The importance of electric housewares merchandise 
to retail jewelers can be seen in a survey conducted by 
This Week magazine. Here it was revealed that jewelers 
ranked third in the sale of electric housewares. Based on 
information supplied by manufacturers and distributors 
of electric housewares, this study provides the first prac- 
tical answers to the questions: “What are the wholesale 


SUMMARY OF ELECTRIC HOUSEWARES MANUFACTURERS SALES 
BY CLASS OF WHOLESALE TRADE 


96%, of Manufacturers’ Electric Housewares soles are made 
56.7 %. through 10 Classes of Trade. 


78%, of volume is through distributors (Group *A’’) whose sales to 
dealers are virtually all in the distributor's immediate trading area. 


18% of volume is through specialty trade classes (Group ‘'B"’) 
whose retail or consumer sales are relatively untraceable. 


14.7% 

6.8% 7.4%. 
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An analysis of a recent survey reveals that jewelry stores con- 
stitute one of the most important outlets for electric housewares. 
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The 1952 campaign poster stresses the 
gift aspect of electric houseware items. 


sales potentials of the important electric, housewares 
markets and what retail areas do these markets cover?” 

This Week approached the electric housewares study 
with the realizgtion that this industry’s sales have in- 
creased 466.6 per cent since 1940. As a result of this 
phenomenal growth, the industry felt a critical need for a 
guide to sales planning more realistic than any of the 
indices previously used. 

For the first part of the study, 14 representative manv- 
facturers, eager to improve their sales plans, cooperated 
with This Week in developing an electric housewares in- 
dex based on their composite 1949 sales figures. (1949 
was chosen as a year of relative normalcy.) 

Participating manufacturers included: Arvin Indus- 
tries, Inc., Camfield Mfg. Co., Chicago Electric Mfg. Co., 
Dominion Electric Corp., General Mills, Inc., Interna- 
tional Appliance Corp., Landers, Frary & Clark, Popex. 
Inc., Proctor Electric Co., Seth Thomas Clocks, Silex 
Company, Sperti-Faraday, Inc., Telechron (Dept. of Gen- 
eral Electric), Westinghouse Electric Co. 

Each of these manufacturers furnished This Week with 
their dollar volume for every city in the U. S. to which 
they shipped merchandise, broken down into a list of 10 
classes of wholesale trade submitted by This Week. This 
information, in composite form, showing a_ percentage 
sales potential value for each of the 10 wholesale classes 

(Please turn to page 128) 
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NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 





Diagrams and explanations of the many methods 
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of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 
selling points on karat quality, rolled gold plate and $6.00 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
IN RICH BLUE CLOTH 
In one comprehensive volume, THE JEWELERS’ DIC- , 
TIONARY contains an invaluable wealth of information— a ctatiatiaenet pene 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information ORDER TOD AY 
pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 
ee ee ae 7 
AUTHORS ! : ! 
| ©THE JEWELERS’ CIRCULAR-KEYSTONE 
Dr. Frederick H. Pough | 100 E. 42nd St., 
Curator of Gems and Minerals of the | New York 17, N. Y. 
American Museum of Natural History , r 
a Please send me a copy of the revised JEWELERS’ 1 
acs of ; DICTIONARY. Enclosed find $6.00 
Bowman Technical School 
—— sso cc dwhoadeuden is enclosed 
. M. Hoke ' t 
Consulting Chemist Money order .......... is enclosed 
Jewelers’ Technical Advice Co. 
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“Neither Snow Nor Rain” 


(From page 79) 


tain to choose only those items that can be re-ordered. 
Maintain your stock control by illustrating items which 
are selling to your regular clientele. The mailing piece 
will bring new customers to you primarily when you pre- 
sent items which are in demand. You can obtain addi- 
tional volume on the “winners” unless the purpose of 
the mailing is to move goods at a reduced price. 

Always make certain, too, that you select merchandise 
which is appropriate for the event. It must also be suit- 
able in design, in price and for all types of people. Try 
to offer a wide selection of items at different prices. 


4. YOUR MAILING LIST 

It isn’t only what you say or how you say it but to 
whom you say it that can determine the success of a 
promotion. The purpose of a mailing piece is to gain new 
friends and always have the old customers keep you in 
mind. The mailing list will determine the quantity you 
order. First, consider your active customer list. These 
people should receive a mailing piece and having bought 
in your store before may confidently order by mail or 
telephone. However, since the cost per thousand de- 
creases considerably when your quantity increases, it 
may be wise to get greater distribution and not only cover 
your inactive lists, but seek new customers by going 
after those prospects who do not buy from you now. 
These lists are available to you, and you may be surprised 
at the small cost required to bring your store to the atten- 
tion of a wider audience. Be sure to check these new lists 
carefully and determine if they duplicate your own to 
avoid one customer getting two copies. Make certain 
that any and all address changes are corrected in any list 
you use. 


5. COST 

If your advertising budget is limited, it will not be pos- 
sible to cover every meaningful occasion throughout the 
year with a direct mail piece. Select the most productive 
events, take advantage of the savings by buying syndi- 
cated mailings, and use the brochures that manufacturers 
offer at little cost. The extended time coverage of direct 
mail as that compared with newspaper advertising is an 
important consideration to jewelers. Most jeweler’s items 
are purchased after considerable thought by the entire 
family. Therefore, a mailing piece which goes into the 
home and makes a favorable impression will inevitably 
stimulate sales and build good will. 

Accordingly, jewelers should spend a large portion of 
their advertising expenditures for direct mail. Based 
upon an anticipated month by month volume, most jewel- 
ers spend approximately 5% of their gross volume for 
advertising. A good guide to follow is 45% of this should 
be apportioned for newspaper advertising, 45% for di- 
rect mail and 10% for display. Of course, the direct mail 
outlay should include all personalized letters and mailing 
costs 

If you use a self-mailer, it will spare you the expense 
of purchasing envelopes. Enclosures with statements save 
you postage, too. Take advantage of every opportunity 
to stretch your direct mail dollars. The more friends you 
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The important work they are doing is sup- 
ported solely by voluntary contributions .. . 


‘THE JEWELERS’ CIRCULAR-KEYSTONB 








Read what the Vigilance Committee has done for the Jewelry 


Industry —read what it is doing NOW... 


Taxes 

Every tax fight in our Industry since 1917 has been 
spear-headed by The Jewelers Vigilance Committee 
which organized, sponsored and financed the Jewelry 
Industry Tax Committee during the last tax fight 
and is standing by to do whatever is necessary when 
it is possible to take action. 


Smuggling 

A standing committee of The Jewelers Vigilance 
Committee composed of representative diamond, 
recious stone and watch importers is constantly at 
work to help control this evil so costly to our legiti- 
mate trade. 


Regulations 


Under present conditions, it is especially necessary 
to watch the thinking, planning and actions of our 
legislators and bureaus to make sure our Industry 
is not needlessly discriminated against. 

Through P. Irving Grinberg, Executive Vice-Chair- 
man, who served as Administrator of the Jewelry 
Section of the Consumer Durable Goods Division of 
the War Production Board during the last war, The 
Committee is keeping in close touch with affairs. 
Two or three visits to Washington are made each 
month. 

The Jewelers Vigilance Committee was called into 
consultation by the Office of Price Stabilization and 
as a result precious stones and jewelry mounted with 
same are exempted from price control. The Com- 
mittee has, in addition, gone on record requesting 
exemption of all jewelry items. 


Trade Standards 


The Jewelers Vigilance Committee is responsible for 
the establishment of practically every Commercial 
Standard now in use in our Industry. In addition: 
It participated in conferences out of which came the 
following Trade Practice Rules—for the Wholesale 
Jewelry Industry in 1938; for the Catalog Jewelry 
and Giftware Industry in 1943, covering the terms 
“Waterproof”, “Shockproof” and ‘‘Non-Magnetic” 
as applied to watches in 1947; for the Watchcase 
Industry in 1948; and for the Fountain Pen and 
Mechanical Pencil Industry in 1949. 

It has pending proposed rules for karat gold articles; 
for pearls, cultured pearls and imitation pearls; for 
watch bracelets and attachments; and one covering 
palladium which is in contemplation. 
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False Stamping and Advertising 


The Jewelers Vigilance Committee has made com- 
plete investigation of more than 3,000 cases, includ- 
ing complaints to the Federal Trade Commission 
and other enforcement agencies. 

Its Counsel, Byron L. Shinn, has disposed of at least 
8,500 additional matters by letter, telephone or per- 
sonal visit, including inquiries from those who came 
for assistance as to whether or not descriptions in 
advertisements were proper, questions of correct 
marking, interpretation of Federal Trade Commis- 
sion or court rulings, advices as to ordinances re- 
specting auctions, sidewalk sales, etc. 

The Jewelers Vigilance Committee, when restric- 
tions were placed on the use of copper, obtained the 
right to use copper for alloying gold and silver with- 
out limitation. 

The Jewelers Vigilance Committee obtained the 
right to use the nickel in manufacturers’ inventories 
for the continued production of white gold. 

The Jewelers Vigilance Committee and its Trade 
Committee were instrumental in securing permission 
for manufacturers to use their platinum inventories 
and the right to have jewelry now set in platinum 
remounted in that metal. 


Auctions 


Until 1950, auctioneers could sell privately owned 
jewelry without the 20% Excise Tax. The Jewelers 
Vigilance Committee fought until Congress made 
these sales taxable. 


Suppose there were no 
Jewelers Vigilance Committee .. . 


Some of the things being done by it would prob- 
ably be done by others. How much and how well 
would remain to be seen. But there are some 
things that only “know how” and experience can 
do. Unfair trade practices and competition, false 
stamping and advertising problems can best be 
handled through experience. For 38 years 
The Jewelers Vigilance Committee has had this 
experience. 

Leadership and prestige built over the years can- 
not be replaced easily. 


Send your contribution NOW! 


THE JEWELERS VIGILANCE COMMITTEE 
45 West 45th Street 
NEW YORK 19, NEW YORK 
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Insurance Company 





in paper... 
it’s SAFER! 


Absurd? No, there is a piece of paper that 
gives you more protection than a‘‘burglar- 
proof’? safe—the St. Paul Companies’ 
JEWELERS’ BLOCK POLIC Y—the 
most inclusive jewelers’ insurance protec- 
tion available. 


The St. Paul Companies have pioneered this 
broader coverage which gives you more 
protection. Your St. Paul Companies’ 
JEWELERS’ BLOCK POLICY is indi- 
vidually written and tailor-made for your 
particular operation. 





Why worry about several policies for lim- 
ited amounts? Get the most inclusive 
protection all in ONE—the St. Paul Com- 
panies JEWELERS’ BLOCK POLICY. 


SEE YOUR ST. PAUL AGENT OR BROKER 


Mercury 


EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Mills Building 
New York 38, N. Y. St. Paul 2, Minn. San Francisco 6 











greet by mail, the larger your sales possibilities will 
become. 


BASIC SALES POINTERS 


Following are a few basic sales pointers that wil] help 
you build a niche for yourself in the community: 

1. Prepare a sales-worthy letter to old customers wh, 
haven’t visited your store for a long time. Call their at. 
tention to your unique facilities and perhaps new jp. 
provements since their last visit. 

2. Review the papers and assemble a weekly list of any 
new arrivals in your town. Write a friendly letter askino 
them to visit your store for their gift requirements, : 

3. Always send your congratulations to the parents 
of new babies. A special little card with a dainty design 
and a clever greeting will please your old customers and 
make new ones. An annual birthday card not only calk 
your name to their attention but builds good will, too, 

4. A letter directed to engaged girls inviting them to 
visit your bridal display and register their preferences jy 
designs for silver, china, glassware, etc., is a good way 
to attract prospective customers. This idea has proved 
successful in many department stores and, if properly 
handled, can do an effective job for you, too. Store and 
window displays should tie-in with this idea. 

5. Be sure to greet the new Mr. and Mrs. as soon as you 
can locate their address. Offer to exchange duplicates o1 
patterns that do not match. Build good will with this new 
family. Have them consider your store their headquarters 
for all their new home needs. 

6. Keep a record of new customers and write them a 
letter explaining your charge account or delayed payment 
facilities. Try to transform a first-time customer into a 
long-time buyer. 

7. Collection letters should always be written most tact- 
fully. It is good public relations to prepare just the right 
letter for different types of customers. Most people are 
careless rather than dishonest. 

Every letter you write should be considered a part of 
your direct mail campaign to build good will for yourself 
and your store. Whether it’s an answer to a complaint, 
an inquiry or acknowledgment of an order, be sure to 
solidify your friendship with your customer. Very often 
the smallest jeweler can ‘make the biggest impression if 
he conveys his sincerity, honesty and efficiency in his let- 
ters and his direct-by-mail pieces. Remember, it is the 
customer's confidence in you that plays a vital part in 
his making purchases at your store. 

Every direct mail piece you release is your “silent sales- 
man.” It must present your story quickly, effectively and 
dramatically to make your sales barometer soar higher. 

Always remember this—the size of your store does not 
matter. Whether it is large or small, each has its place in 
the community. The important thing is to present your 
advertising story in the right manner. The small business 
with a limited budget that spends its money properly fot 
the right kind of mailing has a distinct advantage ovet 
his larger competitor down the street who has a huge 
appropriation but distributes an ineffective mailing piece. 





Sales Tip—Always be neat and tidy. Everyone likes the 
neat, tidy and attractive individual. People expect sales 
men to look that way; avoid them or are suspicious ¥j 
they are not. 
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New Year’s Season Ideal Period streams of crepe paper, and a scattering of confetti and 
Birthst p ti tinsel add to the festive New Year’s party atmosphere of 
For Birthstone Promotion aenaateaiiinne 


The period between Christmas Day and New Year’s A single small sign, on a square of parchment torn 
fve is ideal for the promotion of birthstones, according from the sheet, indicates “Here are your birthstones for 
to Klein & Son, jewelers of Montgomery, Alabama, who 1951.” A group of rings, with the appropriate stone for 
have featured unique window displays on this subject each month in the year, is neatly spaced out through the 
each season for many years. window, with small cards identifying the month with 


which they are associated. 

Experience has shown this Alabama jewelry store that 
even though most Christmas buying ends December 24th, 
there will always be a worth-while flow of birthstone 
ring customers during the days preceding New Year’s Eve. 











Social Security 
(From page 110) 





ployment income. Provision is made that there must be a 
minimum of $400.00 and a maximum of $3,600.00 of 
such income. The maximum self-employment tax for 1951 
is therefore $81.00 (214% of $3,600.00). Beginning with 
1954, the tax rates rise to 3% and thereafter rise gradu- 
ally to 474% after 1969. 

It has not been the intention of the author to present 








As shown, the window display is built around a “Happy a comprehensive study of the 1950 Social Security Act, 
New Year!” theme, with the salutation reproduced on a but merely to supply to the self-employed an outline as to 
poster in the hand of an evening-gowned manikin. The his rights, duties and benefits under the Act. It is recom. 
manikin wears a black domino mask, and a banjo wall mended that all questions pertaining to a respective in- 
clock shows the hands set at 12 midnight. Instead of the dividual’s account be directed to the nearest Social Secur- 


usual heavy cloth drapes and display backgrounds, ity Field Office. 
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Com prehensive Selections 


of fine 
PB. rectous _ 


a ¥ 


Extensive stock of Rubies, Star Rubies, 
Sapphires, Star Sapphires, Emeralds, 
Catseyes . . . Loose or in distinctive 
Platinum Diamond mountings of ex- 


clusive design. 


33 Years of Service to Leading Jewelers 





610 FIFTH AVE., Rockefeller Center, New York 
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New Look at Zircons 
(From page 96) 


purity of radio-active thorium, and the thorium is break- 
ing down, like uranium, give off rays which bring about 
a color change. We do know that artificial irradiation of 
zircons can cause them to go back to brown. Exposure 
to sunlight also seems to hasten the process (moral, don’t 
put your zircons in the window!). However, such changes 
plague the jeweler far less frequently today, because now 
the wholesalers have learned to keep their stones for 
some time and to expose them for a time to light so that 
the stones which are most likely to revert will do so before 
they get into a jeweler’s stock. 


HARDNESS VARIABLE 

A second caution should also be mentioned in respect 
to the use ef zircons, and this refers to their durability. 
The hardness of zircon varies widely, along with its 
other physical properties. Softest are the “low” zircons. 
[hese stones are common in Ceylon; they are usually 
greenish in color and are not wholly clear and sparkling, 
but they appear somewhat cloudy. They are low in re- 
fractive index (1.80 to 1.89, which is low for a zircon) 
and are known as alpha-zircons. They do not change 
much on heating. Their hardness is also less than that of 
the beta-zircon, which has a refractive index of 1.92 to 
1.99. Gammo-zircon is intermediate between the two, but 
on heating, gamma-zircon becomes beta-zircon and 
changes in color. Heated gamma-zircon and beta-zircon 


have a hardness slightly greater than that of quartz 
about 742. They are brittle, however, and, consequently 
can wear rather badly when they are abused. Nearly M 
zircons that have been worn for a while will show sma} 
nicks along the facet corners, resulting from rather light 
blows, blows that would not harm slightly softer but Jeg 
brittle stones like amethyst. The customer should |, 
warned not to abuse any jewelry, and it is particularly 
important that zircons be treated with respect. 

The specific gravity of zircon varies from 4.00 to 47 
the double refraction ranges from slight in low zircons to 
.06 in beta-zircon, and the dispersion ranges from rathe, 
weak to an approach to that of diamond. The strong 
double refraction which characterizes the white, heated 
stones is the easiest guide to the distinction between zj;. 
cons and the singly refracting diamond. Loupe examina. 
tion of the back facet edges will show a doubling of mog 
of the lines that is characteristic of strongly doubly te. 
fracting stones. 

Most zircons are brown, though the brown may var, 
from the rich chestnut that is characteristic of the Queens. 
land, Australia, pebbles, to an unattractive mud-browy 
of Ceylon. On the other hand, we find attractive rich 
orange-browns and yellows among the natural colors, 
and rarely, rich garnet-reds. The Ceylon greens arg 
usually dull and cloudy and are much less desirable thay 
the brilliant clear yellow-greens that have recently come 
in very small numbers from Minas Gerais, Brazil. Al] 
of these colors are natural; none is of great commercial 
importance, the stones are either too rare or unattractive, 

The great sale of zircons is not represented by any of 








CAT'S EYE _ 
RING | 


The strange beauty and allure of the feline eye 
has been realistically captured in this Honey 
Quartz Cats Eye. This “different” stone, with 
a diamond sparkling on either side, is set in a 
10 Kt. white gold ring resulting in a typically 
smart Church creation. 

The same ring is also available set with Quartz 
Hawk Eye or Synthetic Sapphire. 
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the normal zircon colors. The bulk of the stones which 
mass 60 large in the import figures are the Siam-Indo- 
China whites and blues. In nature these stones are brown 
amma-zircons, much like those of several other localli- 
ties, but upon heating a percentage of them change to 
colorless or blue. Since the locality is rather remote and 
ince most of the heating seems to be done back in the 
interior, it has not been possible up to now to gather 
much information which would tell why the stones change 
blue or white, and which tint is likely to go in which 
direction. It is to be hoped that some day this informa- 
tion will be published, it would be of interest to mineralo- 
gists as well as gemologists. 

Zircons, which actually resemble a diamond more than 
titania does, because they are both whiter and closer in 
dispersion to diamond that the new compound, have sev- 
eral other virtues to commend them. They are naturally 
occurring stones; a factor which many people look for in 
all jewelry, and which makes it psychologically difficult 
for them to find much beauty in a man-made jewel. 
Secondly, zircons, too, like most of our traditional gem- 
stones, have a long history of use in jewelry. Jargoons 
(smoky yellow) and jacinth (reddish brown) have long 
been set in oriental jewelry. Hyacinth is mentioned by 
Pliny, but probably referred to another (violet sapphire) 
stone. 

Small zircons are more abundant than large ones 
and the price of large zircons is fairly high. Completely 
white stones in small sizes (1-3 carats) sell for $4.00 per 
carat, 3-10 carats for $7.00 a carat. while large ones, 10 
to 20 carats or so, will retail at $18.00 a carat. Blue 








zircons depend for their value upon two factors, depth 
of color as well as size; assuming that all stones that 
are marketed are relatively clean. Light blue stones are 
worth very little, 1-3 carats, $3.00; 3-10 carats, $6.00 
a carat; 10-20 carats, $10.00 a carat; medium blue 
$5.00, $8.00, $15.00, respectively, some sizes should sell 
for $12.00, $20.00 and $25.00-$30.00 a carat. The larg- 
est blue zircon in the country is probably the 208 carat 
brilliant cut stone recently acquired by The American 
Museum of Natural History. The British Geological Sur- 
vey Museum has a brown one of 60 carats, and a blue 
one of 45 carats. 

Though not a birthstone, zircon has many traditions 
of the birthstone type. It was known in the days of the 
Romans, and engraved and kept in collections in the 
temples with amethyst, carnelian and chalcedony. Mar- 
bodeus, in the 12th Century, thought that the wearing 
of a zircon would permit the traveler to go safely through 
foreign lands and even to go safely through epidemic- 
ridden regions. A German, Konrad von Megenberg, 
wrote in the 14th and 15th Centuries, that the hyacinth 
(which he called a blue stone, possibly our sapphire) 
gave strength to the bearer, kept him from getting tired, 
protected him from disease and assaults, from poisoning 
and snakes. 





Sales Tip—Avoid too obvious slang. A litile slang is an 
important part of the modern American language. On the 
other hand the use of slang in about every third word 
leaves our customers gasping in misunderstanding. 
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F The Sign of a 
‘Distinctive Store 














The outstanding store is always known by the 
outstanding character of its offerings. There is 
nothing more unusual, more perfectly in keeping with 
discriminating modes of living than the ageless 
beauty, superb distinction, and captivating chimes 
of a Herschede Floor Clock. Create and maintain 
trade winning store prestige by featuring these 


masterpieces of American craftsmanship. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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No. 215 (illustrated) 
is 7934,” high. 
Either Westminster 
or Westminster, 
Canterbury and 
Whittington 
Chimes. 





Cathedral 
Chimes on 
Tubular Bells 
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“Read All About It!” 


(From page 81) 


sort of presentation both hazardous and unappealing. 
Thus it becomes necessary for him to use his advertising to 
spread his customer’s patronage to all parts of his store. 

For this reason we have not just one story to tell about 
ourselves, but a series of stories to tell about the differeni 
types of merchandise we handle. These cannot be prop- 
erly developed along purely departmental lines. A depart- 
ment is an administrative unit arranged for the con- 
venience of management. It does not represent the think- 
ing of the customer, and departmental lines should be 
crossed freely in advertising. Thus the wedding-giver 
may be a prospect for silver or for china. She will be 
sold largely on the basis of how appropriate a gift a 
particular item will make, whether the bride already has 
it, how its price fits her intentions, and how well it will 
be boxed, wrapped, etc. But to have this woman as a hand- 
bag customer, we may have to sell her an entirely differ- 
ent set of ideas, because she will be motivated by entirely 
different interests. This is another reason for preferring 
several small ads to a few larger ones. We have different 
groups of ideas to sell. Each one needs emphasis and 
frequent repetition. They cannot all be mixed together 
in one ad. Therefore, a fairly large number of ads is 
necessary. 

Briefly, the ideas we have been trying to sell for dif- 
ferent types of merchandise are as follows: 


DIAMONDS 


Explain factors of quality and their effect upon beauty 
and value. Emphasize the advantages of dealing with 2 
jeweler who has the equipment, knowledge and ethics 
represented by the titles of Registered Jeweler and Certi- 
fied Gemologist. Use positive approach, showing how 
Broer-Freeman diamonds are superior to diamonds which 
most jewelers consider good quality. This is preferable 
to starting with our quality and implying that mog 
others are inferior. Such a negative approach is too often 
used. It is easily torn down by a good salesman who 
convinces the customer that his diamonds are of the fine 
quality which we have already made him want. We mug 
convince him that our diamonds have something extra, 
as we know they have, and that this something extra 
makes them more beautiful and more valuable. The best 
way of doing this is by taking the mystery out of diamond 
quality. 

The approach described above is aimed at the diamond 
shopper—the person who is going to want a diamond 
(usually an engagement ring) and is likely to be “looking 
around.” We have a different story to tell the person— 
probably already our customer—who does not have a 
particular reason for wanting a piece of jewelry, but has 
an appreciation of fine things and the means to buy them, 
He is the pin, earring, bracelet or fancy ring prospect, 
Our job is to stimulate his interest, to develop a desire 
which either is latent or does not yet exist. Describing 
and emphasizing the beauty of colored stones is part of 
this job. 














VALUES 


un 


Shrine Buttons 





Six distinctive palladium buttons 
illustrated include three partially 
paved with fine diamonds and three 
set with single diamonds. 


These Shrine buttons (and all your 
other emblematic jewelry needs) 
feature the indelible stamp of quality 
craftsmanship when made by . . . 
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THE NAME THAT MEANS 
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8 ROSE STREET, NEWARK 6B, N. J. 
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wATCHES 

Emphasize style, particularly for women, and appeal- 
ing features, such as accuracy and the automatic wind 
for men. Stimulate interest in the lines which are our 
exclusives. (Since most of these lines offer cooperative 
advertising plans, we have a double reason for giving 
them a large share of our space. ) Of course it is equally 
important that we identify ourselves with other lines 
which have a wide public acceptance and account for an 
important part of our watch business. We want to adver- 
tise low-priced watches enough to sell the idea that we 
have them. However, we seldom attempt low-priced watch 
romotions, because we have little to gain from them. 
We want people to think of us for fine watches and we 
are neither anxious nor able to sell large quantities of 
cheap ones. Our opportunity for an expanded watch 
business lies in the same medium and upper price ranges 
where most of our present volume is being done. 


SILVER 

Our silver advertising must take into account the ex- 
clusive arrangement which we have with one manufac- 
turer. Naturally we want to emphasize his product in our 
ads. However, the very emphasis which we give him 
necessitates our selling the idea that we also have the pat- 
terns of most of the other fine silver companies. We have 
attained a very desirable position as the silver center of 
the city. Maintaining this position requires frequent re- 
minders to the public that we can furnish them almost 
any pattern they want. In addition, we must do justice 
to hollowware, of which we can boast a really extensive 
assortment and unusual facilities for display. 


ACCESSORIES 

Concentrate on smartness and the availability of attrac- 
tive merchandise at low prices. Until the past three years 
we had an unfortunate reputation for being lacking in 
both of these. Perhaps this is the only phase of our mer- 
chandising in which we are definitely the underdog. We 
are fighting an uphill battle and it requires aggressive 
tactics. It gives us an excellent opportunity to use punch 
headings and snappy copy, which will do so much te 
achieve an atmosphere of friendly informality. 


STATIONERY 


This is the one portion of advertising which almost 
always pays off in direct results. We confine it to the rela- 
tively inexpensive morning paper, in which we pay a 
slight premium for an excellent reserved space in the 
front page of the special Thursday Society Section. We 
use this space for inexpensive items, well adapted to 
phone and mail orders. When we use it for stationery 
(about every other week), we seldom fail to get enough 
business at least to equal, and usually to double, the 
money we spend on it. In addition, these ads are remind- 
ing the public that we have a stationery department and 
that we carry low priced merchandise. 


CHINA, GLASS AND GIFTWARE 

One of our jobs is simply to let the public know we 
have a second floor. By featuring unusual merchandise 
and stressing quality, we are attempting to increase its 
clientele. The potential here is vast, and our advertising 
should continually bring in new faées. The aim is to make 
people think of our second floor as an always fertile source 
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Since 1890 .. . Leaders 
in Sports and Industry 


have relied on Racine 
for fine TIMERS 
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Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for 


every industrial and scientific use. 


% GUINAND and GALLET TIMERS 
® GALLET CHRONOGRAPHS 





JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Tes latest JC-K report on the silverware buying 
habits of American women is ready for you and your 
sales people now. This is the up-to-date counterpart 
of the previous analysis which has served as the 
guidepost of the jewelry trade for the past ten years. 
JC-K’s latest survey shows the changing buying pat- 
terns ... the new trends ... the reasons why women 
buy sterling and plated silver, both flatware and 
hollowware—and what they plan to buy within the 
next few years. 












These facts, assembled in a 12 page 844” x 1]” 
booklet, recently reported in JC-K, are presented 
in an easy-to-understand manner, fully illustrated 
with diagrammatic explanations. 


Order copies of “MRS. AMERICA AND HER 
SILVER—1950” for your own study and for the 
benefit of every one of your sales people. Their 
better knowledge of the customer means quicker, 
easier, larger silverware sales for you. 


SEND FOR 
COPIES 
TODAY 


Just mail this coupon . . . with 25¢ 
to cover printing and mailing costs. 
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for appealing additions to their home—things which are 
not likely to be found elsewhere. We are just scratching 
the surface. With capable advertising and alert buying 
working hand-in-hand, we could eventually develop some. 
thing which would be unique and would add greatly to 
the popularity of the entire store. 

Another aim of our advertising is economy. Too many 
advertisers think results are proportional to money spent, 
They are not. Wasteful advertising defeats its own pur: 
pose. Advertising is meant to increase volume and, in 
turn, profits. Since money spent unnecessarily cuts into 
profits, it has the same effect as reducing volume. The 
amount of space we are using at the present time is suff. 
cient to develop the program I have outlined above. The 
only circumstances in which I would favor increasing it, 
would be the development of a special campaign for 
specific purposes. It would have to have immediate, mea. 
surable results. It would be intended to give us a definite 
advantage —in military terms it would be considered 
“tactical.” 


National Valentine’s Day Council Sets 


1952 Program 


Remember the ones you love on 


(Voloatines 


THURSDAY. FEBRUARY 14 





The official program for Valentine’s Day, 1952, has 
been set by the National Valentine’s Day Council. The 
1952 poster shows three central figures of father, mother, 
and child in a lace edged heart device. The inscription 
reads: “Remember The Ones You Love on Valentine’s 
Day, Thursday, February 14.” 

In the opinion of the National Valentine’s Day Council, 
this holiday is the biggest gift season between Christmas 
and Easter. Furthermore, it is a sentimental holiday 
and gives every merchant an opportunity to create extra 
sales at a needed time. 

A free brochure on the 1952 program may be obtained 
by writing to National Valentine’s Day Council, 350 
Fifth Ave., New York 1, New York. 





Sales Tip—Ridicule is out. There’s a great temptation 
to ridicule some party not present in discussions with 
customers. When such occasions arise the wise salesman 
steers the conversation into other channels. 
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Mid-Season Fashions 


(From page 92) 


the day. White jersey dresses and heavy-piled white 
coats are appearing for streetwear, and drifts of cloud- 
like white tulle are seen everywhere for formal dancing. 
There are other important spring colors, as always, but 
they are newest when frosted with white, and the white 
phase makes a strong selling story for us. 

White, besides being used as a basic color, is played 
upon for varied effects. There are fade-aways from white : 
into oyster white, and white shaded into palest tints 
giving a shadowy cast to a basically white color. _ 

Blue is unusually strong for spring, but blue with => | 
more dash than for several seasons. New blues range - fL 4 ———— - 
from light in darker Wedgwood blue, and on into SS  SSSaeeee 
Gentian. Navy blue is lightened until it is almost a deep 
royal. 

Beige and tans step forward to outpace the gray pro- oo 
motions of last spring, but again, in whited tones which : ; There bone 
stay away from a heavy brownish cast. These are whited eee 
beiges and tans, from very light shades to a coffee and 
cream color. 

Reds come in a pinkish cast, almost a whited American 
Beauty shade that grows in density. 

Gold is important from palest banana to citron and 
on into a shade of tarnished gold. 

Greens enter fashion again in pale, golden tones 


E 
& 
PS 
& 

























field for added 











ranging from light bronzy green to a deep moss shade. — . — _ high, swith Westin | 
a is best in whited platinum or silvery-looking . a ger = i 
shades. c |. | | 





Oriental colors show exotic vibrancy in blues, reds, and 
greens including vivid peacock colors. Also lemon and 
lime yellows, golden tone mossy greens, and sharp 
Siamese pink graduating into intense rosy red. 

From fashion’s point-of-view these fabric colors are 
perfect for encompassing all the jewels in your store. 
An aura of brilliance is given basic white by diamonds, 
pearls, crystal or rhinestones. While these jewels also 
enhance all the other colors mentioned, an intensity of 
beauty can be achieved by colored stone jewelry in 
which the basic color of the fabric is repeated in the 
jewelry. 

Texture is still an important feature in fabrics and 
materials in which little nubbles give a somewhat rough 
effect are of first interest. This is true in nubbly cottons, 
rough shantungs, woven linen, and tweeds. Silks are 
notable for stiffened, rustly characteristics and there is 
firmness in the whole fabric picture. In fact, fabrics 
for spring have a definite quality of independence, and 
in relation to jewelry this means we need the bigness in _ 
design that marks the season’s fashions, even though | Westminster Chimes, retalis for $47, plus fax. 

fn a rKS e se ns » eve £ estminster Chimes, retails for $47, plus 
the overall effect is delicate. Following is a listing of 
some especially lovely pieces of jewelry that caught my 
attention is several of the leading jewelry houses. 


PREVALENCE OF PEARLS FOR SPRING 


With white, as a color, wafting its pretty way around 
the clothes clock, it is natural that pearls should be more 
prevalent than ever—creating loveliness by themselves and 
in combination with diamonds, crystal, and multi-color 
jewels. 

Imperial Pearl Syndicate is noted for prestige crea- 
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CULTURED 
PEARLS 


ee Our 

~ Trade Mark has 
become a Hall Mark 
in the Cultured 

Pearl Field. 


Integrity and Dependability for 
over a Quarter of a Century. 


FER 2ANTE-RIVIECCIO Co. 
542 Figg H AVENUE, NEWYORK 19, N.Y. 
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For the BASKETBALL ARMY 


 Bisher 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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tions in cultured pearls and precious jewels, and indica. 
tive of the beauty of this entire collection are meticulously 
graduated pearl necklaces of rare quality, with platinum 
and diamond clasps; and perfectly matched cultured 
pearl earrings, in 14K white gold settings, with diamonds 
firmly fixed below each pearl like bright period points, 
There’s an interesting choice of unique ballerina ping 
in settings of 14K yellow gold, like antique lace, with 
skirts strewn with large pearls while smaller pearls cinch 
the waist. Others are brilliant with blue sapphires and 
red rubies trimming the skirts. Following in this same 
mood are a Hindu Musician pin, a pink-gold Balloon 
Man holding tiny pearl balloons, Oriental Dancers, and 
so on. 

(Imperial cultured pearl bracelet, pearl and diamond 
earrings, and colorful Ballerina pin are shown on model 
wearing the balloon-sleeved cocktail suit. ) 

Neptune Cultured Pearl Syndicate is bringing fine 
pearl jewelry within reach of women with only average 
pocketbooks, by fashioning handsome designs of cultured 
pearls in gold-filled settings. A feeling of gossamer 
lightness runs through this entire line in lacy patterns, 
airy open-work designs, and delicate filigree. Many of 
the pins selected for carry-over have fresh leaf effects, 
intertwining spirals and fragile flower arrangements, with 
settings so light the pearls actually seem suspended in 
space. Pendant length necklaces which are growing in 
popularity, probably partly due to the long torso silhou- 
ette, are smartly versatile, and 18- and 22-inch graduated 
strands of glowing pearls are shown with separate clasps 
like little safety pins. These alter the style of the neck- 
laces by drawing them together for a shortened effect or 
changing the line of drape. A seemingly conventional 
two strand choker, with a brilliant diamond clasp, 
transforms to a drop necklace with the claps forming a 
center pendant. (A Neptune cultured pearl necklace 
and 5 strand bracelet is shown on model wearing the 
evening gown. The necklace is draped down the back 
for a pretty way of wearing it, and to draw interest to 


the bustle-back skirt.) 


RESORT LINES CARRY-OVER DELICATE DESIGNS 


Marvella’s resort line, designed by Michael Paul, and 
which will carry-over for spring, almost in entirety, is 
definitely intended for enchantment. Color is used with 
assured understanding of current trends and the entire 
series is brushed with romantic lavishness. 

Crystal is combined with chalk white beads, or with 
simulated pearls in baroque shapes, to form elegant bibs, 
pendant drops and cluster earrings; one series looks 
as though it had been designed from clusters of shining 
icicles. Jet and rhinestones create a brilliant display 
called night fireworks; and radiant blue effects are 
accomplished by combining simulated stones, such as 
pale moonstones, deep blue sapphires and shimmering 
blue pearls. Green, amethyst, pale topaz, turquoise 
sprayed with gold, coral and a variety of color combina- 
tions form other delightful jewelry. The pins are some- 
what breathtaking, extending in six to nine-inch sprays, 
and look like exotic flowers. (A Marvella choker and 
spray pin is shown on model wearing the cape-sleeved 
suit. ) 

Ledo presents a new feeling of refinement in their 
magnificent rhinestone jewelry, and are expressing it 
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in pins of more modified size, graceful bib collars and 
gnely flexible chokers and bracelets. There is a feeling 
of exquisiteness in this entire line, and brilliantly paveed 
pins, earrings, and bracelet charms are discreetly smaller 
‘, size—but they’re by no means tiny! Color is given 
an interesting fillip by attaching gay, colored, little bugs 
to glittering rhinestone leaf pins. A sophisticated French 
touch is evident in a series of grayed rhinestones set 
handsomely in rhodium antique finish. (A Ledo pin and 
bracelet with matching drop charm and earrings is 
shown on model wearing the cape-sleeved coat. ) 





“Front Row, Center” 
(From page 87) 


tage. Whether the jeweler chooses to show a few pieces 
of merchandise in a simple setting or finds it necessary 
to display a quantity of merchandise at one time, the 
display can and should have dramatic appeal. And no 
matter how much merchandise it is necessary to show—- 
and in many stores where customers like to window shop 
thoroughly before entering any store, it is necessary to 
show a complete selection—the arrangement need never 
look cluttered and disorderly. 

Dramatic appeal for the window is gained with the 
use of decorative accessories which carry out a selling 
story about the merchandise and relate its use to the 
customer herself . . . table settings with harmonious 
sroupings of silver, china and glassware . . . fashion notes 
tying in with the wearing of jewelry . . . gift suggestions 


for the many occasions during the year when jewelry 
merchandise is suitable. Accessories may be simple or 
elaborate, but they must point up the merchandise—not 
drown it out and they must help to tell the selling story. 
Whether four rings or forty are being shown in one win- 
dow, the same design principles apply to their arrange- 
ment. Forty rings can be shown so that each one can 
be as readily seen as four rings in another window. 
Orderly arrangement in a simple pattern of graceful 
curves and parallel lines does the trick. 





Valentine Display 


(From page 94) 
net for the hearts on the background would probably 
be the most luxurious choice and the richest-looking 
combination. 

Red satin for heart and ribbons with white crepe and 
white eyelet edging would be less costly and still effec- 
tive. The whole job can be done with velour paper in 
white and red with red ribbon. A very pale blue back- 
ground would set off the red and white color scheme. 
White or ivory or pale gray background would be equally 
as effective. 





Sales Tip—Use an honest smile. Nothing is more dis- 
gusting than a 100 per cent manufactured smile and it’s 
obvious to everyone but the wearer. A forced or mechani- 
cal smile or laugh is irritating. Genuine good humor and 
friendliness are always winners. 

















ARE YOU BURNT UP 


ABOUT YOUR REFINING YIELDS 





You won’t be if you use our Modern Plant for 


the burning and crushing of your sweeps. 


Send in Your Sweeps, Filings, 
Scraps, Etc. We Have a Rep- 
utation For Giving The Highest 


REFINING COMPANY 
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Returns in The Trade. 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation of “The 


Antique Jewelry House.” 
All work is completed in our own workshop. 
¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


0. Schneider 


manufacturing jewelers and 
traders In antique jewelry 


New York 19, N. Y. 
Est. 1918 


‘ é; SHEE e 
- ogg gee” 


74 West 46 St. 











Discount Competition 


(From page 100) 


of the gift he has purchased, etc. Knower has found that 
invariably Post Exchange jewelry departments are staffed 
by young girls, soldier wives, etc., who are generally yn. 
familiar with the jewelry they handle, and usually so busy 
with customers that they have no time to discuss a watch, 
ring, etc., being sold. Where the low-paid Air Force 
private, for example, is making a purchase which involves 
more than his entire month’s pay, he is chary of merely 
seeing it handed over the counter without a word of 
explanation or discussion. In the jewelry store, of course, 
an intelligent discussion of the choice, a detailed pointing 
out of the advantages of the jewelry item shown, and 
reassurance as to its appeal, goes a long way toward 
making the customer feel more sure of himself. This js 
particularly true where expensive items such as diamond 
rings, better-quality watches, expensive gold and sterling 
jewelry are concerned, Knower pointed out. “Price isn’t 
everything in selling the uniformed customer,” he says. 
“Therefore, we have doubled our efforts to make sure 
that every salesperson knows all there is to know about 


the stock she handles.” 


SERVICE IS MOST IMPORTANT CONSIDERATION 


Third is probably one of the most important considera- 
tions—service. While some of the PX’s lease space on a 
“concession basis” to watchmakers who likewise may 
effect a few small repairs to jewelry items, far and away 
the majority of them have no service facilities available 
whatsoever, on jewelry items. Thus, even though the 
serviceman may buy a watch which incorporates a guar- 
antee certificate, there is no means by which the Post 
Exchange can back up the guarantee. All sales are final, 
and the young customer is forced to conclude that he is 
buying “without recourse” where all jewelry items are 
involved. There is no means at hand of cutting down the 
size of the ring, removing links in a wristwatch bracelet, 
no engraving service, or facilities for repairing fountain 
pens, or, in other words, no service whatsoever, in the 
average PX store. If the customer must pay to have any 
such service performed outside, in a jewelry store, the 
chances are that the accumulative price will be actually 
more than if he had bought the jewelry item at the retail 
store, and found these adjustments or repairs carried out 
free. For this reason, at every turn, Peacock Jewelers 
emphasizes its well-equipped service department, with 
two watchmakers, expert craftsmen in carrying out any 
type of jewelry repair, engraving, monogramming, etc. 

Operation of the jewelry store to emphasize these three 
major points will make the retail store a powerful con- 
tender against the Post Exchange, Knower summed up. 
“Naturally, every person, whether he is an Air Force 
corporal or a retired businessman is interested in saving 
money,” he said. “But where the purchase of personal 
jewelry, or gift items are concerned, the knowledge of the 
salesperson showing it, the backing up of the sale with 
readily available service, and a much wider inventory to 
choose from, will more than offset the consideration of 
saving a few dollars at the time of purchase, if these facts 
are used to their best advantage by the jeweler.” 
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Valentine Windows 
(From page 102) 


velvet, on which were lace paper mats showing six pat- 
terns of silver flatware. A Valentine card on which was 
written “To Mother and Dad with love,” was placed in 
the center. At each side were large silver salvers, a cordial 
set on a Silver tray, a coffee service, and several silver 
vases. In the middle of the salesroom were two tables 
spread with white linen cloths, one set with imported, 
the other with domestic china, in both displays Fostoria 
crystal being used. A silver bowl filled with red roses was 
fanked by a pair of silver candlesticks holding red 
tapers; and little red hearts were strewn all over the table. 
Another window on lace-bordered mats showed four 
place settings using International silver, Fostoria crystal, 
and gold decorated service plates, with the card “The 
Valentine Supreme—a lovely start of a lovely set for a 
lovely woman.” 

An interesting pair of windows was arranged by Fin- 
leys, Compton, California, last year. The first showed a 
red satin heart, with white center, upon which was lettered 
“For Your King of Hearts.” A king of hearts playing 
card attached to the upper corner. Red ribbons ran from 
the heart to men’s gold gifts scattered through the win- 
dow. Also shown were pipes, gold pens, gold watchbands, 
desk clocks and small leather items. Perched on a wooden 
fixture in the center was a grotesue red and white striped 
horse with a Valentine card in his teeth saying “A 
Valentine For Him.” The second window displayed a 
similar red heart, with the queen of hearts in the corner, 
and the wording “For Your Queen of Hearts.” Diamond 
and birthstone rings were featured. 

Clocks are not often thought of as Valentine gifts, but 
for that very reason they would appeal to those seeking 
an unusual and at the same time practical gift. They were 
suggested last year by J. Jessop & Sons, San Diego, Cali- 
fornia. The stepped-up window was floored with white 
satin, and in the center was a big red velvet heart bor- 
dered with white lace, and attached to the center was 4 
miniature gold watch. Clocks bound in red leather, sev- 
eral small traveling clocks, watches for men, and gold and 
silver watchbands were displayed. An ad showing a num- 
ber of small clocks had in the center an outline heart on 
which was printed “I love you all the TIME.” 

The amethyst, the February birthstone, was featured 
by Hausmann’s, New Orleans, Louisiana, as a very appro- 
priate Valentine gift. They came out with a newspaper ad 
using abundant white space, and showing two amethyst 
pendants. The ad was captioned “The color of the ame- 
thyst is a spring color.” An entire case, lined with white 
satin was filled with amethyst jewelry—rings, bracelets, 
earrings, pendants and hair ornaments. Little red hearts 
were scattered all through the display and a card lettered 
in amethyst tint advised “Give an Amethyst—the gift of 
love time.” 

The children should not be forgotten at this season, and 
Alberts, Ventura, California, called attention to “Juvenile 
Valentines that last.” An ad featuring a bracelet for a 
little girl said: “What shall you give a sweet little girl 
for a Valentine? If you want to make her dreams come 
true give her a gold bracelet set with a heart in which is 
her birthstone. The perfect gift for any little girl from 
eight days to eight years.” 
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#780L— 14K Heart 
pin set with genuine 
sapphires or rubies 
— available in vari- 
Ous Sizes. 


#R20—14K Cul- 
tured pearl and 
sapphire ring— 
available in two 
sizes. 
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oe tN es £139 —14K Mor- 
: racas set with gen- 
vine colored stones 


and cultured pearls. 


$21—14K Heart 
clasp set with gen- 
vine rubies or sap- 
phires — available 
in various sizes. 


$134-—14K Bee 
Hive Charms— 
Shitlefel=to mmr ai ismmae) (oli 
stone bees. 


charles | Wu JEWELRY CO. 


62 WEST 471TH STREET 
NEW YORK 19,N. Y. 
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a NEW stock of 


- tured | | 5 


at new low prices 


e NECKLACES 
All Sizes and Grades From 
$15 to $5,000, Keystone 


Memorandum selections sent on request 


e LOOSE PEARLS 
From 3 to 10MM., All Qualities 


¢ CULTURED PEARL JEWELRY 
1/20—12K gold filled: smartly 
styled to retail from $5 to $25. 


Orders accepted from wholesalers, job- 
bers, manufacturers and importers. 


Immediate delivery from one of the largest 
and most complete stocks in the country. 


NEPTUNE 


CULTURED PEARL SYNDICATE 
550 FIFTH AVE., N. Y. 17 PLaza 7-0769 














ascinating... 


Next month will usher in 
the most fabulous jewelry 
development in a decade! 


Superior CHAIN COMPANY 


7 West 45th Street, New York 19, N. Y. 
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Electric Housewares 


(From page 112) 


of trade by city, has been copyrighted by This Week 
magazine’s E.H.I. (Electric Housewares Index). 

Complete details of the EHI are available through the 
Marketing and Plans Department of This Week. As re. 
leased to JEWELERS’ CiRCULAR-KEYsTONE, the following 
charts and information show the significant implications 
of this information. 

The analysis indicates: (1) That over 96 per cent of 
electric housewares sales are made through 10 classes of 
trade. (2) That three of these—electrical, hardware and 
jewelry—total 78 per cent of that business and represent 
“traceable” distribution. (3) That 94 per cent of this 
traceable distribution is through 153 cities. 

In planning this part of the study, Richard Ney, man. 
ager of the Marketing and Plans Department of This 
Week magazine, which is distributed through the nation’s 
leading Sunday newspapers, thoroughly discussed the 
matter with industry. From talks in the field, it was 
learned that the electrical, hardware and jewelry dis. 
tributors are more and more constricting their distribu- 
tion areas. Shipping costs have influenced the trend. 

On the basis of the data received from distributors, to- 
gether with the market potential information from their 
electric housewares index, This Week developed a com- 
posite map, “118 Principal Markets with Marginal Coun- 
ties for Distributors’ Electrical Housewares Sales to Re. 
tailers.”’ 

In returning to the electric housewares plans for ex- 
panded gift campaign for 1952 as laid down in the New 
York meeting, a new Spring 32-page Plan Book, which 
will be available free to dealers at a later date, was pre- 
sented at the meeting. Figures that were released show 
that the Plan Book will go to approximately 68,000 re- 
tailers. The remainder will be distributed to manufactur- 
ers, distributors, area committees, etc. 

It was pointed out that the Plan Book places a greater 
emphasis on visual merchandising aids, giving dealers a 
large choice of display ideas which can be set up at little 
cost without the need of special material. 

A new approach to electrical dealer advertising, which 
is included in the Plan Book, was also explained at the 
meeting. The book contains three pages of reduced-size 
advertising layouts, six pages of matted headings and six 
pages of matted product illustration. Through the Bureau 
of Advertising, any daily newspaper can obtain a com- 
plete set of mats which would then be available for 
dealer use. 

Mass distribution of the industry’s new three-color 
poster will be obtained by making it a physical part of 
the Plan Book. The poster is stitched into the center 
fold of the Plan Book together with instructions on its use. 

A 72-piece display kit, the largest ever offered by the 
Electric Housewares Section, was also presented at the 
meeting. It will cost the dealer $3.95. 

The 1952 Gift Campaign will also be expanded through 
the trade press, it was announced. The benefits to the 
dealer in tying in with the campaign will be set forth in 
both advertising and trade paper articles. 

January marks the one-year anniversary of the current 
Gift Campaign which was inaugurated at the 1951 Chi- 
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| entirely new Bag taa mae, 


New look of grandeur for store and commercial wrapping—new 
economy in use! This totally new line is made with the new 
gossamer-fine rayon yarn. It is MORE LUSTROUS. It is SOFTER, 
MORE PLIABLE. it CURLS. It makes more KINDS of bows and makes 
them EASIER, QUICKER, at LESS COST. 
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~ _ here’s how to be really \N r 


Offered in %, %, Ya, % and 1% inch widths, 19 colors all with 
the same handsome texture and finish on BOTH sides. Use the 


For profit and good-will reasons every Store Manager coupon for samples, put this new glamour to work making friends 


should know about Gift Wrapping—the big and booming and profits for you! 


retail opportunity. This complete and factual folder eet the-enpeionne at tnteiahiet Ue tame one. 
shows how to install and operate a traffic-building, pared for you bow-making jigs, and time-studied 
| POR ARETE ar aS ANT PEREns Service. bow-making instructions, as well as personalized 
It's at here, from layouts for appropriate in-your-store package-styling instruction . . . 
departments to techniques and materials— all to insure economy of material, uniformity of 
all backed by experience gained nation-wide oe eee results, low-cost production of bows. 
by Chicago Printed String Company . . eee, ae oy 
pioneers and leaders in this tield. Mai) = 
coupon for your copy—be informed! 












cago Housewares Show. Slides depicting the achieve- 
ments of the campaign were shown in a review of the 
program at the meeting. : ; | 
These slides revealed that in 1951, 225,000 copies of 
the original four-page Fact Sheet were distributed to re- 
tailers through manufacturer mailings, distributors, area 
sommittees, etc. They also showed that 24,846 display 
kits offered during the Spring phase of the campaign 


were distributed to dealers in answer to requests and 


through distributors. 
Presentations of the 1952 Campaign to dealers and dis- 


tributors will take place at the January Housewares Show 


jn Chicago. 





Customer Satisfaction 


(From page 106) 


exacting skill in carrying out a beautiful job on a string 
of pearls which a woman customer appreciates.” 

Pearl restringing has upped clasp volume about eight 
to ten times what it was three years ago. Carbert’s now 
buy pearl clasps by the gross which yields a good profit. 
A large sales volume in the $20 to $30 clasp is felt to be a 
result of the current interest in pearls. 

Mitchell emphasized that an important factor in build- 
ing up the large special order volume was “doing all work 
on the premises.” This again was made possible by a 
highly qualified manufacturing jeweler and stone-setter, 
and pearl stringer handling repairs. 

Carbert’s use “We Do All Work on the Premises” in 
their newspaper ads in two local weeklies and in two 
Shoppers’ News. The sentence is repeated in the spot an- 
nouncements on their radio program of news and music 
which are put on in conjunction with other merchants. 
Their most gratifying promotion, however, has come from 
satisfied customers by word-of-mouth. 

Carbert’s repair department also does a large engrav- 
ing volume in personalized items like crest rings which 
the recent interest in family history and family trees has 
stimulated. This suburban neighborhood also turns to 
Carbert’s for engraving silver and brass plates on trophies 
and presentation gifts like silver chests, clocks, pen sets 
bought in the store, while local organizations turn to them 
for group pins and rings. 





Sweets and Jewelry for the Sweetheart 


Valentine’s Day. comes but once a year and Lee 
| Jewelers of Denver prefers to make the most of it. Last 
year, for example, the store made special arrangements 
with a local candy retailer. The store used a special win- 
dow to display Valentine candy along with watches, 
compacts, and other items for the “little woman” or 
sweetheart. 

With every purchase made a week prior to Valentine’s 
Day, and totaling at least $10, Lee Jewelers presented a 
box of candy as their Valentine’s gift to the purchaser. 

In addition, this Denver firm invited all persons who 
had a birthday or anniversary falling on Valentine’s Day 
to come to the store and register. In return, these people 
received a Valentine certificate worth $.50 on purchases 
of $5 or over (excepting fair trade items) purchased 
within 30 days following St. Valentine’s Day. 
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i : -DAnecrarr’s® s : 
_ VOGUE 
_ pulling profits for you ! 3 


Danecroft fine sterling is skillfully designed to - 
_  @ppeal to fashion-minded customers. Now 
Danecraft adds powerful promotion tools to help 
you sell...advertising in top fashion publications: 
Vogue, Harper's, Mademoiselle, Glamour... pre-selling 
your customers before they reach your 
counter. See the Danecraft line for 1952. 
Call, write or wire for our new : 
catalog—right off the press. And | 
get set for new profits with | 
the top sterling li | 


Vogue Philodendron promotion : 
Pin. ....3993 .. $18 per dox. 
Earrings. . 3993E .. 18 per doz. 
Bracelet .. 39938 .. 24 per doz. 
Necklace . 3993N .. 48 per dox. 
Place your orders through the follow- 
ing representatives, or write directly 
to factory : e 
LOUIS LEIGHT 
392 Fifth Avenve, New York City 
SAM FREED 
36 South State Street, Chicago 
ARTHUR WEINGARTEN 
«704 Market Street, San Francisco : 
- Preferred f . by the stores wome n pr efer. : 


FELCH & CO., INC., Craftsmen in sterling, Providence 7, R. |. 
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A year ago we presented the first of 
these economic studies looking to the 
coming year. So well was it received 
by the trade and so well were its im- 
plications borne out by the events of 
the past twelve months that we are 
encouraged to again present our 
analysis as a contribution toward clar- 
ifying the many factors that have a 
bearing on the jewelry business as it 


is now and as it is likely to be in 1952. 
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ANNUAL ANALYSIS OF BUSINESS 





= year, in considering the economic cli- 
mate that was indicated for the year °51, we analyzed 
I. THE DESIRE OF PEOPLE TO BUY; II. THE ABILITY oF 
PEOPLE TO BUY AND, IIJ. THE SUPPLY OF MERCHANDISE 
AVAILABLE FOR PEOPLE TO BUY. The ever-changing bal- 
ance (or imbalance) of these three fundamental factors 
produces the business conditions which are either normal 
or of varying degrees of “good” or “bad.” 

This year we will again consider the same three factors, 
but in a different order. In fact, we will just reverse them. 
Last year it was obviously easy to analyze the people’s 
desire to buy. They were then competing with each other 
at the counters; that’s why we quickly disposed of that 
factor first. Then we analyzed the ability of the people to 
buy, because that was clouded by the confusion of the 
Government’s rearmament program. The third factor, the 
supply of merchandise, was considered last, because that 
was the then current concern of retailers, many of whom 
rated it as the key consideration to their anticipated 
volume during 1951. Therefore, “supply of merchandise” 
occupied an important closing position in our economic 
study last year. This year, however, we shall consider it 
first, because conditions during the past twelve months 
have impressed upon retailers some fundamental truths 
regarding the natural laws of supply and demand. At the 
moment, the question of future supply is a relatively 
academic one. 


1. The SUPPLY of Merchandise 


Compared with a year ago today most jewelers are 
reasonably well informed on market conditions as they 
apply to most jewelry lines. The air has been cleared on 
this subject and the future is easier to see. This time last 
year there was much confusion on this question because 
the basic Government regulations and requirements were 
still being issued and no manufacturer, wholesaler or 
retailer could anticipate to any degree of accuracy how 
much effect rearmament needs would have on consumer 
goods. Although there remain uncertainties today because 
of the reduced limitations on materials, the degree of those 
uncertainties is not as great as we look into 1952. For 
example, last year the retailer knew that there was 8 
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PROSPECTS FOR THE YEAR AHEAD 
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limitation on the use of copper in jewelry, but he didn’t 
know to what extent that limitation would affect his sup- 
ply of such jewelry during 1952. Could the jewelry manu- 
facturers who used copper produce enough in the early 
months to take care of the jeweler’s needs for the year? 
Would the Government clamp down on the completing of 
partly finished goods? No one could be sure. Today, the 
picture is clear on jewelry copper usage during the imme- 
diate future. For the first quarter of 1952 the CMP limits 
jewelry manufacturers to a usage of only 10% of their 
pre-Korean base-period consumption. That leaves small 
doubt about the supply picture on copper-based jewelry 
during the coming year. But it doesn’t mean there will be 
no medium or lower priced jewelry. Silver-based lines will 
be available. Manufacturers are also making substantial 
progress in their research on cheap metals and alloys 
which will be available in quantity and suitable as a base 
for low priced jewelry. 

As the suppliers’ salesmen have kept retail jewelers 
up-to-date on prospects for the 1952 supply of watches, 
clocks, diamonds, pearls, precious and semi-precious 
stones, silverware, china and glassware, we shall not go 
into detail on the prospects here. 

Furthermore, as is usually the case, manufacturers will 
probably demonstrate characteristic ingenuity during 
1952 in stretching their limited supplies of important 
metals by the use of substitute methods of design, manu- 
facture and materials. It is safe to say there will be a 
sufficient supply of satisfactory merchandise of one kind 
or another suitable for sale by retail jewelry stores of the 
country during 1952. 

So, let us look at the figures and indicated trends 
affecting: 


II. The ABILITY of the People to Buy 


There are three distinct methods of payment for 
jewelry purchases by the consumer: 

I. With surplus from his weekly earnings. 2. 
With cash taken from his savings, and 3. With 
extended credit. 

Let us first consider the prospects of the people’s ability 
to buy during 1952, 
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(1) WITH SURPLUS FROM WEEKLY EARNINGS: 


In considering the public’s ability to buy from weekly 
earnings we should look at the prospects for employment 
—wages—and disposable and discretionary surpluses. 


EMPLOYMENT: 


There are more people employed now than any time 
in our history, and there are only a million and a half 
unemployed, close to the minimum. There are, of course, 
areas (such as Detroit) where there are dominant indus- 
tries which have been dislocated due to conversion where 
unemployment is high, while other areas (like Philadel- 
phia) with diversified industries benefiting from war 
work where total employment is at a postwar peak. 

Deliveries of Government military materiel increased 
from $1 billion in the first quarter of *51 to around $4 
billion in the fourth quarter, and they are expected to hit 
$12 billion in the first quarter of 1953. Orders have been 
placed for $52 billion out of the $100 billion pro- 
grammed. Therefore, military production should increase 
during the period when such increases will offset any 
slackening of expenditures currently being made for plant 
expansions; though these will continue through 52. 

By the end of 1952 it is estimated that almost 25% of 
the gross national product will be attributable to military 
production. It is expected that by then the gross national 
product will be $350 billion. This compares with an 
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annual rate of $300 billion at the time of the Korean 


outbreak. 


It, therefore, appears that employment will hold just as 


high as it is now during the year 1952. 
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Compiled by the Guaranty Trust Company 
WAGES: 


Personal income during the past year increased 11% 
over 1950; wages and salaries running at an annual rate 
of $253 billion showed the greatest increase of any sec- 
tion, 15%. There were higher taxes but these did not cut 
into the gain seriously, because increases applied only to 
part of the year’s income. 

Private wages and salaries in 1951 were $16 billion 
(before taxes) above those for 1950. 

How that was made up can be seen from the accom- 
panying chart of “Factors on the Expansion of Wages 
and Salaries, Private non-agricultural industries 1950 to 


1951.” 


FACTORS ON EXPANSION OF WAGES AND SALARIES 
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Although the increased taxes will be applicable to all 
of the earnings of 1952—and they will have their effect 
on the net income—the gross income will probably be 
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increased by longer overtime during 1952 (which, it will 
be noted, was a minor 1951 factor in the above chart) 
and also by inevitable hourly wage rate increases to be 
won by some labor unions during the early months of ’52. 
With probably still more women going to work and 
higher wage rates and longer work weeks, family incomes 
should be maintained at their present high level in spite 
of increased taxes. 


DISPOSABLE INCOME: 


So we have established that people should be working 
and that the family “disposable” (after taxes) income 
should be approximately the same in 1952 as in 195]. 
But we are in the jewelry business and we want to know 
if people will have anything left out of their disposable 
income for the purchase of jewelry store items after they 
have paid for food, clothing, rent, housefurnishings, and 
the miscellaneous items necessary to their established 
standards of living. 

Now, let us assume that they had all those necessities 
during 1951. This we can do because the rate of sav- 
ings (which we shall discuss later) shows that these 
necessities were generally taken care of. On that reason- 
able assumption then let us see how the “discretionary” 
surplus of 1952 will be likely to compare with that of 
1951. (Discretionary surplus is that money which a 
family has left after buying the necessities mentioned 
above. ) 

Nuw, assuming that next year’s family incomes after 
taxes will be the same as in 1951, all we need do, to find 
out if the “discretionary” surplus is likely to be as great 
in °52 as ’51, is to anticipate how the 1952 “cost of 
living” index is likely to compare with that of 1951. 
Thus, if family incomes are as good in ‘52 as they were 
in ’51, then the “discretionary surplus” of families will 
be the same during the next twelve months as it was 
during the past twelve IF the “cost of living” index is 
no higher. 

To anticipate where it might be, let us look at the 
recent activity in the “Consumers Price Index” of the 


U. S. Dept. of Labor. 


CONSUMERS PRICE INDEX 
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This is the composite index of current prices on all 
the family necessities we mentioned above. It shows that, 
while the index figure went up 10 points during the six 
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months from Sept. 1950 to March 1951, it only increased 
2 points during the next six months from March to 
Sept. 19951. Food only increased 1 point (from 226 to 
997 during those six months) and there are more posi- 
tive than negative reasons to believe that the prices of 
many important food products (meat in particular) will 
go down during the early months of the year 1952. Al- 
though there will be strong pressures to decontrol many 
food items in the next few months, and some probably 
will be, this does not mean higher prices, but could per- 
haps result in lower prices. 

Therefore, the “cost of living” should not increase to 
any important degree during 1952 and the public should 
have just about as much “discretionary surplus” in 1952 
as it had to spend in 1951. 

BUT—will they spend it? In 1951 they spent over 
a billion and a quarter dollars in the jewelry stores of 
America. Incidentally, while they were doing that they 
were saving at an unprecedented peacetime rate, dollar- 
wise and percentage-wise, which brings us to a considera- 
tion of the number 2 method of payment by consumers 
for jewelry store purchases: 


(2) WITH CASH TAKEN FROM SAVINGS: 


An obvious reservoir of payment for merchandise is 
the vast amount of savings possessed by individuals. 
This is the accumulation of unused “discretionary sur- 
plus” put away over the years by the public; money 
they preferred to save rather than spend for this-or-that. 
Today those consumer holdings of liquid assets (savings 
and loan shares, currency, checking and savings accounts 
and U. S. Government securities) amount to better than 
$240 billion. 

This represents in itself a tremendous ability to buy, 
but equally important it represents a fortress of security 
which enables the individual to feel free about spend- 
ing more of his currently earned income. The present 
size of this individually owned “reserve” therefore exerts 
an important economic influence. Inasmuch as this pub- 
lic nest-egg grew to such great size during the past year 
we can expect that its very existence will tend to increase 
the spending of a larger portion of the weekly surpluses 
during 1952. There are, of course, some people who don’t 
have savings and there are those who prefer to leave their 
savings undisturbed who will purchase by the third 
method of payment, 


(3) WITH EXTENDED CREDIT: 


Consumer-wise, the same factors apply here as ap- 
plied to our consideration of conditions affecting pur- 
chase by cash from current earnings (No. 1). 

Actually the only difference is an additional psycho- 
logical one; the people (and the merchant) must consider 
the possible economic condition of employment during 
the future; the term of the payment contract. So, confi- 
dence in the future condition of business is a more 
important psychological factor in the purchase by credit 
than in purchase for cash. However, with current good 
prospects of continued substantial wage earnings, it is 
logical for workers to take advantage of credit offers. 
Merchants are also encouraged to be liberal by the exist- 
ing picture of steady workers’ earnings. 

Actually, there are no unhealthy prospects in even 2 
substantial increase in consumer credit. For the ratio 
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of private consumer debt (both long and short term) to 
“disposable” income is now favorable to expansion. 


Comparison of Individual Savings to Long and Short Term Debt 
Billions af Dollars 1930-1951 
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From statistics compiled by The Economic Almanac, 1951-1952. 


Note, too, in the above chart that both short and long 
term debts are very low in relation to the strikingly high 
individual savings. Actually, the ratio between the three 
which existed ten years ago was considered healthy. 
Today it is even better than it was then. 

Therefore, continuing—even additional—credit obliga- 
tions could safely be assumed by consumers. 


So, on the basis of the above, it is indicated that: 
I. There will be jewelry store merchandise in supply. 
II. People will have the ability to buy it because they 
should have the money to spend. They will spend as 
much or more of it in 1952 as they did in 1951. Also, 
they can, if they wish, buy as much jewelry store mer- 
chandise during the next twelve months as they did dur- 
ing the past twelve. You will note we said “can if they 
wish,” which brings us to the number III factor deter- 
mining the economic climate which will surround the 
retail jeweler in 1952, 


lil. The DESIRE of the People to Buy 


This time last year retailers were concerned over the 
possible shortage of merchandise. At that time con- 
sumers were fighting to stock up on items they thought 
would be hard to get later on. Probably the last thought 
the retailer had at that time was the possibility that the 
public would stop buying in the immediate future. Yet, 
stop he did, after two buying sprees indulged in during 
the nine months preceding May 1951. 

Factors in the slowing of retail sales were logical ones 
which most businessmen were too busy to note until 
later. First of all, people were stockpiling in anticipation 
of shortages and price increases. Now, inasmuch as the 
factories (not yet ready for war work) proved capable of 
producing staggering amounts of merchandise, the pub- 
lic found itself in a heavy inventory position—and no 
great shortage existing in their local stores. Embarrassed 
by its bad judgment in loading up, the public assumed 
a hard-to-get attitude and cynically laughed at any sug- 
gestion by merchants that they had “better buy now.” 
With the slowing up of consumer purchases and the 
continuing high rate of civilian production came accumu- 
lating business inventories, which, with the imposition 
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of government controls, led to a stabilization of prices; 
then a softening. The public, naturally, started looking 
for lower—and waiting for still lower prices. Then came 
the price wars to emphasize the possibility of further 
price reductions. 

Now, it is to be noted that the consumer had stockpiled 
his hoards of merchandise on top of an already adequate 
supply. For he had, during the three previous years, been 
progressively eliminating his deferred needs stemming 
from the shortages of World War II. 

Then, too, government credit restrictions had a ten- 
dency to accelerate the decline. Also, government cur- 
tailment of home construction through Regulation X 
slowed up retail volume in home furnishing items. 

In addition to these influences retarding retail activity 
there was another important and perfectly normal in- 
fluence. This was the psychological hang-over which the 
public had after its unrestrained buying sprees. It found 
itself loaded with inventories, short on cash, reduced in 
savings and strained in credit; facing higher prices for 
weekly necessities. 

The public tightened its belt during the Spring of 1951 
and merchants checked loaded warehouses and looked at 
quiet stores. What had happened to the money? What 
were people doing with it? 

A look at the savings banks, new insurance policies 
and government bond sales provided part of the answer. 
A restoration of savings was apparently more attractive 
to the public than was the possession of more merchandise. 

Because of the complex situation at the time of the 
Korean outbreak most manufacturers concentrated upon 
maximum production. Few gave consideration to changes 
in style or design or to improvement of products; such 
would only slow down their output. The public was buy- 
ing all that was available without any added attractions. 
As a result, the retailers in the Spring of ’51 were loaded 
with merchandise that was largely just more of the same 
stuff so many people already had. 


"NEW' APPEAL WAS LACKING 


Confronted with a public that had plenty of all kinds 
of things, the merchant had little to offer. There was not 
sufficient “newness” about it to induce the consumer to 
part with his money. Why buy a new car when the 
three-year-old one looked exactly the same except for a 
few new pieces of chrome decoration? Why buy a new 
television set when the new ones have no better quality 
of picture and no finer design of cabinet? Why replace 
the old vacuum cleaner when the new one offers no addi- 
tional service—or a new refrigerator—or a new washer 
when the only difference was the price—and that higher? 

By comparison, the savings banks looked like a good 
place to put the weekly surplus from the pay envelope. 
So it was that in the Spring of ’51 the people began to 
convert their “excess cash” into liquid savings at an 
unprecedented peace-time rate. At the present time the 
rate of savings is double the average! Nine to ten percent 
of disposable income is currently being saved. 

In addition to such savings, the people also increased 
their non-liquid savings. In life insurance alone they are 
currently saving $8 billion a year in premiums; last year 
increased the face value of their policy holdings by $20 
billion. 

These tendencies continue today and it is up to the 
manufacturers and retailers to provide more attractive 
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merchandise and services if it is to be different during 
1952. 

We have reviewed the public’s psychological changes 
during the past year to establish the fact that people do 
not spend their money just because they have it—unless 
merchandise is made “irresistible” to them—and they are 
confident of the future. Today they are confused about 
the future, next week they may be encouraged, the next 
confounded, the next depressed, the next encouraged 
again. World-wide uncertainties breed this psychological 
kaleidoscope which will probably continue to be charac. 
teristic of the public attitude for some time yet. 

It is, therefore, more than desirable, it is essential that 
merchants keep their courage, assume the proper cheerful 
attitude, and maintain the freshest possible stocks of new, 
novel and attractive merchandise. It is important, too, 
that they merchandise their own names and businesses, 
They must capitalize on, but stop depending on manufac. 
turers’ national advertising, leaning on it for more than 
it can do for them. (Some national advertising campaigns 
don’t even do a good job for the manufacturer. “National 
advertising” is not yet synonymous with “successful ad. 
vertising.’’ ) 

So in closing we repeat—the retail jewelers must pro- 
mote their community, promote their store, promote 
their services, promote their merchandise, promote the 
values which every jeweler can offer as the sources they 
are for a fuller, finer, richer, more enjoyable life for his 
customers. Maintenance of such a steady program of 
romancing his business will find him ever ready, as the 
public, during 1952, reaches those recurring crests of 
optimism where the merchants’ promotional efforts will 
pay off. 





The Money Is There— 
Plan Your Merchandising 


DISPOSABLE PERSONAL INCOME 
1930-1951 


U. S. Population 
Millions of Persons 


Disposable Personal Income 
Billions of Dollars 
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In order to get the most from your merchandising, ad- 
vertising, and promotional efforts they must be planned 
in advance. To assist jewelers in organizing their efforts 
and capitalizing to the fullest extent on their advertising 
expenditures, JEWELERS’ CIRCULAR-KEYSTONE presents in 
this issue a series of articles on the various phases of 
advertising. In addition there is a calendar of promotion 
events which lend themselves to retail promotion. Every 
store owner, operator, department head, and sales and 
advertising manager should read these articles. (See 
pages 77 through 88 in this issue.) 
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Patterned on National Programs, 


Jeweler’s Local Quiz Pulls Store Traffic 





Abe Pevsner, left, distributes a mimeographed copy of the current riddle 
on his Hattiesburg radio quiz show "What Is It?", heard three times weekly. 


A QUIZ program with a local twist broadcast 
over the local radio station has become the greatest trafhic- 
puller in the history of the Diamond Shop, in Hatties- 
burg, Mississippi, according to Abe Pevsner, owner and 
manager. 

Located in the heart of the city at 130 West Pine 
Street, the Diamond Shop has built its radio program, 
“What Is It?” around a riddle and jackpot motif. It has 
been in operation now during alternate six-month periods 
for more than three years and, according to both Pevsner 
and Ed Jenkins, WFOR account executive who produces 
the program, is the most popular radio show on the air in 
Hattiesburg. 

Heart of the program is a riddle full of clues to a 
Hattiesburg area, person, place or thing. It is broadcast 
over the air during a fifteen-minute program of clues, 
phone calls, and recorded music over WFOR three times 
weekly, every Monday, Wednesday, and Friday from 
6:15 to 6:30 p. m. 

A fifty-dollar jackpot is the prize for guessing the 
answer—if the answer is guessed during the second pro- 
gram. If not, five dollars is added to the jackpot for each 
broadcast day that the riddle remains unanswered. 
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by FLORA BAER 


Here’s the way the radio copy explains the quiz in an 
actual kick-off program introducing a new riddle: 

“Here’s how the ‘What Is It?’ contest works: The riddle 
will be broadcast twice more tonight and every Monday, 
Wednesday and Friday night thereafter until it is an- 
swered. We will make the first calls Monday evening, 
May twenty-eighth. Each night thereafter two calls will 
be made. The numbers will be selected at random by a 
disinterested person from the Hattiesburg telephone 
directory. Each contestant who receives a telephone call 
will be allowed one answer, which he will be asked to 
repeat. Employees of the Diamond Shop and WFOR and 
their families will not be eligible for the jackpot and 
their numbers will not be called. The jackpot begins with 
fifty dollars . . . fifty silver dollars you may see in the 
Diamond Shop show window. Each broadcast day that 
the riddle remains unanswered, five more silver dollars 
will be added to the original jackpot after Monday, or 
after the first calls Monday night. There is no limit to 
how large the jackpot will grow, but definite clues will be 

(Please turn to page 130G) 


130E 























he 1 


“Youre On the Air!” 


(From page 83) 


can get full cooperation and support from his local 
radio stations. But before you bring your problems to a 
radio station try to have clear in your own mind a few 
of these factors. 

Radio’s most brilliant successes have come from repeti- 
tion and saturation. Don’t buy 3 one-minute announce- 
ments on Thursday and Friday and expect to have the 
biggest Saturday in your history. It can’t be done! 
Radio can build you a reputation, can give you prestige, 
can make you the jewelry store in town, can sell your 
merchandise for you—but all this takes time and con- 
stant hammering home of your message. 

Now what kind of radio should you use? Here is 
where you yourself must bring some assistance to your 
local radio station. Try to be as concise as possible as 
to exactly what your requirements are. Are you going to 
promote your prestige, location, a particular line of 
merchandise (and incidentally radio has always done 
better when it is used to promote in-demand, good 
merchandise) a credit plan, diamonds, an optical depart- 
ment, costume jewelry? You can’t promote them all 
at one time effectively. And unless you have some clear- 
cut idea of exactly what your basic objectives are, it is 
dificult to advise you as to exactly what type of radio 
advertising to buy. If you think about it you will realize 
that this is another example of radio’s superiority. In 
the printed media you can catalog an entire list of items. 
And it will interest only those people who are already 
in the market for those items. Radio has drama, person- 
ality, it can move people and above all, it can create a 
desire for merchandise. By the proper use of radio you 
can move specific merchandise, you can build prestige, 
you can hammer home your location. But each of 
these facets of advertising requires a slightly different 
radio approach. And it is here, once your objectives are 
clear, that the advice of your local radio stations can 
prove of invaluable service to you. 


EXAMPLES OF SUCCESSFUL PROGRAMS 


Here are two specific examples of how radio has been 
successfully used by jewelers in two different sections 
of the country to accomplish two different sets of 
objectives. 

The first jewelry store is out in Winona, Minnesota. 
It uses radio regularly on a sort of irregular basis. The 
company holds some 15 sales annually. To promote each 
sale it buys an average of ten 1-minute transcribed an- 
nouncements daily for a period of 7 days. The announce- 
ments use the unique dramatic quality of radio in an in- 
teresting manner. At each sale some small item, usually 
a musical item, is offered free to anyone opening an ac- 
count of, say, $25 or to anyone making a purchase in 
that amount. The announcements then use sound effects 
calling attention to this item. For example, the January 
sale item was a ukulele which was worked into the an- 
nouncement. The February sale gimmick was a small 
electric organ. This company started this plan in Novem- 
ber of 1950 and for the first time in its history had to 
add two additional clerks during the sale to handle the 
increased traffic which exceeded the previous year’s traffic 
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by an estimated 50%. This is radio selling! 

The second example is a jewelry firm in Wheeling, Weg 
Virginia. This company uses radio regularly throughout 
the year in what amounts to a saturation of the marke 
It buys a complete schedule of local high school foothajj 
and basketball games as well as a half schedule of the 
Cleveland Indian baseball games. It has used U, ¢, 
Weather reports, News, a musical quiz program. It has 
been using radio in this manner for the past two years, 
Is it successful? The store manager in a letter to the 
station says, “The results we have obtained here have heey, 
more than highly satisfactory . . . It may interest you to 
know that we have sold approximately 1250 AM-FM gets 
in the 1949-50 season. As these retail at a minimum of 
$49.95 each you can understand that it has been a source 
of considerable revenue to our company.” 

One final word for those of you who are in a television 
market. The National Broadcasting Company in its re. 
cent, highly extensive study made of TV in the New York 
market shows that heads of families still spend more time 
with radio than with TV—90 minutes daily for radio 
compared to 73 daily for TV. And this in the nation’s 
strongest TV market with TV sets in more than 51% 
of the homes! And you might ask yourself whether you 
watch TV while shaving, while eating breakfast. How 
many housewives have a TV set in their kitchen. Where 
do you still get your latest news, weather, time, sports 
bulletins—from radio or TV? 





Quality is the Theme 


(From page 104) 


Even individualized promotions and sales follow the 
same pattern, avoiding the blatant and gross. The store 
is crowded, however, following placement of an adver- 
tisement of this type, proving conclusively that Gunder- 
son advertisements are read. ; 

While the newspaper advertising plan of Gunderson’s 
plays a large part, it is not the entire promotional story. 
Institutional advertising plays its part, as well as intel- 
ligently conceived radio advertising. 

An example of their institutional plan is the advertis- 
ing placed in the Junior League Follies program recently. 
The advertisement was entirely discreet. It is Arthur N. 
Gunderson’s belief that the intent of institutional adver- 
tising is, after all, simply that of placing the firm name 
before the public. This was done by photographing a 
picture of the program itself, partially opened, and show 
ing the name “Gunderson’s, Original Jewelry.” The firm 
won the award for the most outstanding advertisement 
and promptly contributed the prize money to the organi- 
zation. 

For the greatest possible coverage a “newscast” type 
program was chosen for the radio advertising. Survey 
has indicated that the program tested an amazingly high 
40 per cent listening audience. The 15-minute program 
is sponsored each day of the week by a different, local 
firm. Sponsorship of this program one day a week has 
proven infinitely more effective than a comparable number 
of spot commercials, with customer comment indicating 
the true effectiveness of this media. 

The immaculate store combines the old world charm of 
antique mirrors, chairs, and chandeliers with the most 


THE JEWELERS’ CIRCULAR-KEYSTONE 








modern in display cases and lighting. This is considered 
essential in lieu of the display technique employed. 
Definite room demarcations have been created for indi- 
vidual displays of jewelry, silver, china, crystal, and gift- 
wares. 

The basic concept of display at Gunderson’s varies from 
the usual in their complete belief in coordination. Ex- 
terior windows are always combined with interior dis- 
play for coordinated effect. Concentration of effort for 
interior displays is equally great with that given to win- 
dow displays. 

Gunderson believes there are no hard and fast rules 
regarding display. The approach in each instance must 
be made without any preconceived idea. To develop a 
principal or motif for store-wide usage would prove ef- 
fective with some merchandise and disastrous in the pre- 
sentation of other items. It is believed that display should 
tend toward showing merchandise as it is used; in its 
natural environment. This not only extends to displaying 
china, glassware, and silver on a dining room table, but 
to choosing a table for the basis which ties in with the 
theme presented. 

In the jewelry room, for instance, original, antique 
jewelry is given a specialized setting. While there is some 
merchandise which will not lend itself to this treatment, 
the basic rule of this store is one of providing a display 
setting which will highlight some strong selling feature 
of the merchandise. If the display does not add to the 
importance of the merchandise it introduces, it is felt, 
it is poorly conceived and ineffectual. 

Concentration on detail, combined with a psychologi- 
cal approach in advertising and display, has established 
a reputation for Gunderson’s of prestige plus value 
received. 





Quiz Program 
(From page 130E) 


given throughout the ‘What Is It?’ contest to help you 


solve the riddle . . . so be at your radio every Monday, 
Wednesday and Friday at 6:15.” 


The radio announcer does not make any phone calls 
for the answer during the introductory program when 
the new riddle is first announced. Instead, he repeats the 
riddle at least three times. He also urges listeners to go 
to the Diamond Shop to pick up mimeographed copies 
of the riddle as a help in attempting to solve it. He also 
urges the radio audience to go down to the Diamond 
Shop to look at the fifty-dollar jackpot in a glass con- 
tainer on view in the store’s window. 


After a riddle has been on the air for about two weeks, 
. . 

‘What Is It?” becomes the most popular thing on the air 
in Hattiesburg, according to Pevsner. 

“It’s the best business help we’ve ever had because it 
brings a lot of traffic into the store, many of them new 
faces,” he said. 

The traffic, of course, is composed of the people who 
stop by to pick up a mimeographed copy of the current 


riddle. The added traffic is reflected in the number of new: 


customers and reactivated previous customers making 
purchases during subsequent peak buying periods. Get- 
ting people into his store so they can see his merchandise 
and getting them to think of the Diamond Shop when 
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they are in the market for jewelry, silverware and gifts is 
Pevsner’s aim. 

No riddle is allowed to run beyond a seventh week. 
This is a precaution against lagging interest. If the answer 
is not guessed during the sixth week after the riddle has 
been introduced, Jenkins tells Pevsner the answer. From 
then on broad hints are dropped and, with the enthusiasm 
the program has created, it doesn’t take too long for 
interested listeners to learn the answer. Then the answer 
is guessed during the seventh week. 

New sound effects clues to the answer are broadcast 
each night the program is on the air. To date, the highest 
jackpot paid was $240 during the seventh week after the 
riddle was first introduced. 

Telephone calls during the program are made to resi- 
dents of Hattiesburg and all of its trading area in south- 
east Mississippi. Phone calls are not duplicated during 
one series. 

In order to prevent interest in the show from ebbing 
and to preclude the idea of the jackpot show from becom- 
ing routinized in the minds of listeners, Pevsner takes the 
show off the air at the end of six months and for the next 
half year concentrates on other forms of advertising. 
Then he returns to the air again for another six months 
with “What Is It?” He finds that this helps to keep the 
idea fresh with the listening public. 

Copy from a recent quiz riddle was as follows: 

“My nails are unpolished, I’m not too tall, 
But I’m always near whenever you call. 
Surrounded by kin more loved than me, 
Don’t pass me by, I have the key. 
My sum is the century minus one, 
Sometimes there’s plenty, and sometimes none. 
The great men said of me, beware, 
I’m not the boss, he’s found elsewhere.” 


After reciting the riddle, the announcer may say some- 
thing like this: 

“What is it? There it is, folks. It’s a person, a place or 
a thing with which most of you listeners in Hattiesburg 
and south Mississippi should be familiar. We might add 
that there are ten different clues in the riddle, and every 
sentence has a bearing on the solution. If it’s a person, 
you may know him, or know of him . . . if it’s a place, 
you may have been there. If it’s a thing, you might know 
all about it, or be a part of it.” 

Stressed on the program is the fact that nobody needs 
to purchase anything, and that all interested persons may 
have the mimeographed riddle for just the asking. 





Valentine Card Exhibit Draws Crowds 


Joseph Goalstone Jewelers, Denver, promoted Valen- 
tine’s Day in 1951 by holding what can best be described 
as an “Amateur Art Exhibition for Young Romeos and 
Juliets.” 

This Colorado jewelry firm invited all school students, 
with no age or grade restrictions, to submit their own 
Valentine creations for display in the store. For the 
best hand made Valentine cards submitted by the 
romantically inclined small fry, 25 tickets to cartoon 
shows were distributed. 

Parents, as well as children of all ages, were attracted 
to the store to see the Valentine exhibit. 
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JEWELERS... 
RO CES sun or 
a ee YOUR TRADE! 








EF X.: SEND US YOUR 
i ~~ WATCHES FOR REPAIR 


@ Efficient, accurate, ethical workmanship 


@ No requirement too difficult. Every make, 
Foreign or Domestic, can be handled 


@ Only genuine parts are used 


@ Rapid Delivery—work started same day 
your order is received 


@ Fully bonded and insured 
VERY REASONABLE RATES! 





Send your watches to us with Confidence! 


UR SHOP 


The Jewelers’ Watchmakers 


40 W. 66th St., New York 23, N. Y. 
ENdicott 2-7985 


“The Difficult Takes a Little Time. 

















The Impossible Takes a Little Longer.’’ 
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10 Diamond Set 


| FULL CUT CENTER 
OF GOOD 
QUALITY, 
9 fine, white 

% matched diamonds 
in marquise motif 


cot $22.75 





Rings enlarged 
to show detail 











305 East 47th Street eee 


New York 17, N. Y. 
MUrray Hill 8-2750 
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“Out of Sight .. .” 


(From page 85) 


out on a good thing. Let us say a prominent sports figure 
dropped in to your place of business and something took 
place that provides a perfect “hook” for a news release 
You type it up and mail it to the city desks of the local 
papers. An editor may give it a grudging inch, some. 
times two. But, had you sent it instead to the sports de. 
partment, that editor might have splurged with half q 
column and a big headline. Weigh your story, then, 
for its basic interest and send it to the editor who is apt 
to be most receptive. 

About half of your releases will go to the city desk 
though, because it is unlikely you will have occasion more 
often to get up a story of other than general interest. Ad. 
dress your envelope, however, not to the city editor, but 
to the City Desk. It will receive quicker attention. 

I have left for last, in this section, any reference to the 
kind of English to use in order to de-emphasize its seem. 
ing importance. If it doesn’t concern you too much, you 
are on safe ground. Your English should be the kind 
you would use, without thinking, in speaking with an 
average customer. The greatest pitfall of “fancy English,” 
aside from the fact it will rub anyone who reads it the 
wrong way, is the danger of ambiguity. Have your say 
as simply as possible; then stop. Read a few newspaper 
stories with this in mind and you will have acquired the 
correct usage in short order. 


NO ADVERTISING 'MESSAGES' 


The most skillful advertising in the world still has to 
overcome a native resistance of readers built up by dec- 
ades of indiscriminate subjection to advertising “mes- 
sages.” On the other hand, people have a comparable 
un-resistance to what appears in straight print; they be- 
lieve what they read. The implication of this simple dis- 
tinction is of enormous value, regarded from the view- 
point of a long-range publicity plan. 

There are releases and releases, though, by the truck- 
loads. Big corporations devote millions to “public rela- 
tions.” simply a highbrow name for publicity. There 
isn’t a half-way important enterprise in this country that 
has not made provisions for capitalizing on publicity. 

A great deal of all this material is used, moreover. 
Why? 

The reason will be apparent if you have an eye for 
distinguishing the origin of all stories appearing in a 
single issue of your newspaper. Sometimes as much as 
50 per cent of the reading matter has had its beginnings 
in some press agent’s or public relations counselor’s mind. 
In short, newspaper are interested in news. News here 
means just as it does to the newspaper editor, the whole 
range of human foibles and activities from the most trifling 
to those which reflect involvement of millions of dollars 
or millions of persons. 

The review of these facts is calculated to encourage you 
to undertake your own personal publicity program for 
your business; to show you that your own offerings will 
not be squeezed out; that there is welcome room for them. 
But also, it is calculated to warn you that a slipshod or 
haphazard approach will foredoom you to failure. 

All the publicity activity referred to has the same 
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common denominator, one which yours must be measured 
by as well. There are publicity releases that succeed and 
also those that fail. = 

For the most part, failure results when the publicity 
seeker does not adhere to a proven set of rules. F urther 
on, I will list the most prevalent reasons for failure, 
but first, I should like to call your attention to the most 
obnoxious of them all—one which you will have to learn 
to foreswear like the plague, and that is: indiscriminate 
promotional matter disguised as news. 

Promotion includes anything that makes an outright 
bid for customer support, such as an advertisement. If 

our release reveals itself as an actual advertisement, you 
would do well to pay a fee to have it inserted as such. 
Don’t send it to the city desk as a release. The city editor 
may never forgive you. 

But, you object, that is the purpose of a release, isn’t 
it? Yes, of course. But you must train yourself to re- 
move your heavy hand; subtlety and indirection is the 
answer to this important problem. Think for a moment 
of the corporations mentional previously. Do you realize 
that they are content to lavish huge sums for the residual 
benefit, in many instances, of achieving no other mention 
in print than an oblique reference to their names? 

That little oblique reference, however, left to feed upon 
itself, grows to sizable proportions of direct influence. 
Have no fear; they consider their money well spent. 

Another important dereliction is too-long copy. When 
you consider that the city editor sometimes apportions 
only an inch of space to an incident involving the loss of 
many lives, imagine how he is struck by three or four 
pages of your copy that would fill out to a full column. 


There will be times when the possibility of your com- 
manding that much space deservedly will arise, but we 
will deal with that later on in its proper place. Send only 
a few compressed lines that will tell the whole story. 


The next danger is garbled or dirty copy or copy not 
typed. Practically every business and organization in the 
land owns a typewriter, yet every day editors receive re- 
leases scrawled in ink or pencil. He does not trouble to 
read most of these missives; nor would you, in his place. 
We all value our eyesight. Furthermore, agreements with 
printers’ unions specify that no linotype operator shall be 
obliged to cast from other than typewritten copy. Never 
break this rule. 


Another thing to watch is journalistic style. Tell your 
story in the accepted manner and be so clear about it that 
even the most illiterate will not have to wrinkle their 
brows to understand. Don’t bother to study from a book 
of journalism. It can become largely a waste of time 
unless you would like to give up your present business to 
compete with a long line of youngsters who hit the editor 
up for a job every day of the year. 


Just memorize this easy aid. Tell who did what, when, 
where, how and why. The answers to these fragments 
always comprise the first paragraph, or “lead,” of the 
release. In the succeeding ones go into greater detail. 


To sum up the most important consideration in the 
second section: Keep clear of any tendency to cast your 
releases in promotional language. Trying to think of 
yourself as a reporter ex-officio of your local newspaper 
is the ideal attitude. 

(The second half of this article will be published next month.) 
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One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 





Write for full particulars 


CHINESE JADE CORP. 


lane West 47th St. © New York 19, N. ¥. ©@ JUdson 6-1666 oe 











ascinating... 


Next month will usher in 
the most fabulous jewelry 
development in a decade! 


Superior CHAIN COMPANY 


7 West 45th Street, New York 19, N. Y. 
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You Don’t Have to Sacrifice Prestige 





To Bring Your Store Up-to-Date 
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Thorpe's familiar facade and 
interior was completely mod- 
ernized recently to the ad- | ” a 
miration of its many custom- : i | — 
ers. Store officials believe . i _. , 

that the face-lifting did not 
detract from this 50-year old 
firm's prestige or dignity. 
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able as that familiarity was as an advertisement—still 
progress had to be recognized. But then, would business 
fall off during alterations? How would people feel about 
a change? Would a face-lifting job attract more people, 
or would folks be disappointed by any change in the 
familiar, friendly store layout? 

In time, opinions on these all-important questions were 
met ies | thrashed out and contemplation gave way to action. Con- 
Ll es .. struction workers descended upon the store in July, 1950. 


(Please turn to page 146) 


= you under the clock at Thorpe’s” is 
a common phrase among residents of Sioux City, Iowa. 
The large friendly clock in front of Thorpe and Company, 
said to be the oldest jewelry store in the city, has been a 
familiar sight to three generations and has served as a 
focal point for appointments for more than 50 years. To- 
day, the firm has become a landmark. 

However, within the store in recent years all was not 
serene. Wilson T. Clark, president, and his son, Thorpe 
Clark, vice-president, seriously debated the question of 
modernizing their half-century-old store and the problems 
that might be created by doing so. Since its founding in 
1900 by Mr. George Thorpe under the name of Thorpe 
and Hoberg, the interior of the store had remained vir- 
tually unchanged. 

Mr. Clark and his son were confronted by a score of 
problems, from a sentimental as well as a business point 
of view. They felt the store had to keep abreast of the A view of the china and crystal room decorated in mahogany finished 
; o_ . woodwork and a gray wall-to-wall carpet. The tables at the left and 
times and, familiar as the store’s facade was—and valu- right are used to display the pattern selections of the brides-to-be. 
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BOOKS.... 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘in print'' at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 


























GEMS AND GEM MATERIALS $5.00 STORY OF DIAMONDS $1.85 GEM CUTTING $3.56 
Drs. Kraus & Slawson A. C. Austin and Marion Mercer ). Daniel Willems 
T ' 
. a 7 — — $3.50 FAMOUS DIAMONDS OF THE WORLD $1.25 POPULAR GEMOLOGY $4.00 
GETTING ACQUAINTED WITH MINERALS $3.75 Robert M. Shipley R. M. Pearl 
George L. Englis INTRODUCTORY GEMOLOGY $3.95 GEM IDENTIFICATION CARDS $7.50 
—_ or HANDBOOK $3.00 Robert Webster Wilburt M. Draisin 
. 1. howar 
STORY OF THE GEMS $4.00 GEM TESTING $5.00 THE ART OF THE LAPIDARY $6.58 
H. P. Whitlock B. W. Andersen, B.Sc., F.G.A. Francis J. Sperisen 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY MAKING & DESIGN $8.95 METALCRAFT AND JEWELRY $3.95 3,033 RETAILING IDEAS $3.50 
Rose & Cirino Emil F. Kronquist Emanuel Lyons 
, ; HAND-MADE JEWELRY $2.75 
= | oreo —_— $1.25 PRINCIPLES OF ELECTRO PLATING AND Louis Weiner 
JEWELRY DESIGN AND APPLIED DESIGN $25.00 ELECTRO FORMING $6.00 JEWELRY GEM CUTTING & METALCRAFT $4.00 
C. A. Jakobb Blum & Hogaboom W. T. Baxter 
JEWELRY AND ENAMELING $3.95 TESTING PRECIOUS METALS $2.50 ENAMELLING ON METAL $3.00 
G. Pack CM. Hoke Louis & Elie Millenet 
REFINING PRECIOUS METAL WASTES $6.00 THE PREPARATION OF PRECIOUS AND 
C. M. Hoke THE JEWELERS’ DICTIONARY $6.00 OTHER METAL WORK FOR ENAMELLING $3.00 
ART oO AND LETTERING (New Second Edition) H. de Koningh 
J. M. Bergling THE TRADE MARKS OF THE JEWELRY & 
(Special 16th Edition—Paper Cover) $2.50 GEMS AND JEWELRY TODAY $10.00 : 
ith Edition—104 fenee-stiead Cover $5.50 Marcus Baerwald and Tom Mahoney KINDRED TRADES (New 6th Edition) $7.50 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
PRACTICAL BALANCE AND HAIRSPRING HOROLOGY $4.50 KNOW THE ESCAPEMENT (New Edition) $5.00 
WORK J. Eric Haswell, F.B.H.1. Barkus Watchmakers 
W. J. Kleinlein THE MODERN CLOCK $4.95 MODERN WATCH REPAIRING & ADJUSTING $3.00 
— — ADJUSTING WATCHES $3.50 Ward L. Goodrich Bowman & Borer 
o & einiein 
PRACTICAL NOTES FOR THE WATCHMAXER $3.50 MODERN METHODS IN HOROLOGY $2.50 
PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 (French-English Edition) satiy or 
Louis and Samuel Levin G. A. Berner 
vs THE WATCH REPAIRER’S MANUAL 6.00 
a $6.00 PRACTICAL WATCH REPAIRING $5.00 leary B. Fried ; 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 Donald De Carle CHRONOGRAPH WATCH REPAIRING— 
WATCH ESCAPEMENTS $3.50 PRACTICAL COURSE IN HOROLOGY $2.75 ESEM-BL-0-GRAF LIBRARY OF 24 FULLY 
Dr. James C. Pellaton | Harold C. Kelly ILLUSTRATED BOOKS ...... List Price $150.00 
THE SCIENCE OF CLOCKS AND WATCHES $5.00 WATCH AND CLOCKMAKERS’ HANDBOOK, Five per cent discount for cash. Also sold on 
(2nd Edition) DICTIONARY AND GUIDE $6.00 Monthly Payment Plan. Write for further details 
A. L. Rawlings, Ph.D. F. J. Britten and 15 days free examination offer. 


On Silver for the Jeweler, Collector and Antiquarian 








THE SILVERSMITH’S MANUAL $4.50 THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 | THE STERLING FLATWARE PATTERN INDEX 
Bernard Cuzner Edward Wenham 1951 Edition 

ENGLISH SILVER (1675-1825) sso | —— eerie Without Binder $15.00 
Stephen G. C. Enske and Edward Wenham 5. B. Wyler With Leather Binder $20.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 


Prices subject to change without notice. No books sent on approve. 
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Miss Karen Keys, student at the 
Eastman School of Music, per- 
forming at the first Rondo" Silver 
Concert in Rochester, New York, 
in E. J. Scheer jewelry store. 





Jewelry Store Recital 


Launches Pianist and New Silver Pattern 


M USIC CONCERTS, for the most part, are gen- watches, rings, and other jewelry items, Miss Keys played 
erally restricted to certain establishments, such as music selections by Von Weber, Chopin and Bach. 
halls. However, E. J. Scheer, Inc., of Rochester, one of In addition to regular Scheer customers, who were 
New York’s oldest jewelers, broke with tradition when invited to the unique program by special invitation, 
it staged a piano recital in its store on November 17. potential customers who had heard about the concert 
Nearly 500 persons crowded the aisles of the Scheer store through radio, TV and newspaper publicity, were also 
to hear 19-year-old Karen Keys, a scholarship student at present, as were Rochester civic leaders and music critics. 
Rochester’s famed Eastman School of Music, perform a It’s all very impressive, but what’s the gimmick, you 
program of classical music. Surrounded by silverware, (Please turn to page 142) 
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Posters announcing the concert were displayed in the city's rail- After the Silver Concert in the E. J. Scheer store, many shoppers 
road station, at the airlines terminal, and other prominent spots. remained to view Gorham's music-inspired "Rondo" flatware pattern. 
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Saga me eeeweeweweewmweeaseHhkesegeFtesehEHeEeeEee@FweEaeEHee@gBmweE HF F&F F&F & = 
For display cards, mounted with February issue advertisements you want to feature, . 
check any or all of the products listed below. For a mat, in which brand names can easily be inserted, check the I 
square indicated. Fill in your name and mailing address, mail to: Merchandising Division, House Beautiful Magazine, 5 
572 Madison Avenue, New York 22, N. Y. : 

1. ALVIN STERLING 
2. BLUE RIDGE SKYLINE DINNERWARE j 
3. FRANCISCAN FINE CHINA : 
4. HAEGER CERAMICS NAME 
5. METLOX PEACH BLOSSOM DINNERWARE ' 
6. TOWLE STERLING 1 
7. WEST VIRGINIA CRYSTAL HOSTESS SET So , 
8. WILL & BAUMER TWISTOLITE CANDLES 
87. SENAK ORANGE BLOSSOM SILVERPLATE ery 3 
[_] “Seen in House Beautiful Mat jCK—FeB. Of 
-~ 


Me: 





No two ways about it, House Beautiful is the influence to use to draw “buy 
now’ customers into your store... draw sales out of “just looking, thank 
you” shoppers! 

Creating steady sales activity for home furnishings retailers is a habit of 
House Beautiful’s. That’s because it’s the leading magazine in the country 
dedicated to better homes and better living and is edited specifically to 
families whose desire and ability to buy are synonymous. 


Better plan now to capitalize on these progressive presentations in your 
tableware and accessories displays . . . in your promotions and local 
advertising ! 


Pre-selling quality brand names to able-to-buy families is second nature 
to House Beautiful. Just like using House Beautiful as a regular home 
planning guide is second nature to your best prospects. 


Getter flan “OM to push those brands. Plan promotions, 
for example, of the names appearing in the February issue . . . 
names like the typical best-sellers whose helpful trade messages 
appear below: 


TWISTOLITE CANDLES — Will 
& Baumer’s classic twist-style, 
offers fast turnover and custo- 
mer satisfaction with two popu- 
lar lengths and the 15 most- 
wanted colors established by 
Rahr’s national survey of con- 
sumer preferences. Sturdy two- 
pack cello-wrap package saves 
clerk’s time, protects stock, 
makes attractive displays for 
impulse sales. Dealer aids 
available. 


FRANCISCAN FINE CHINA 
in the Encanto shape is featured 
in the February House Beau- 
tiful. Effectively displayed are 
Mesa, Olympic, Canton and 
Gold or Platinum Band. Selec- 
ted by the Museum of Modern 
Art for its ‘‘Good Design 1951” 
collection, the Encanto shape is 
a favorite throughout the 
country. 


The February TOWLE ad points 
up Towle’s Sterling signature as 
the answer to its headline, 
“What Tells the World Your 
Taste is Good?’ Pictured are 
an Old Master Serving Fork, 
French Provincial Cream Ladle, 
Craftsman Flat Server, Contour 
Lemon Fork, and luncheon forks 
in Rambler Rose, King Richard, 
and Madeira. 


Getler flan #0 to use House Beautiful’s drawing power 
prominently in your displays and local advertising. Send today 
for free ‘Right from House Beautiful” counter cards... for free 


tie-in newspaper mats. 
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The “little dinner beside the fire’, 
a practical new addition to House 
Beautiful’s series of editorials on 
American Style entertaining, is fea- 
tured in the forthcoming February 
issue ... provides you with another 
fresh display theme for silverware, 
china, etc. The china pictured is 
Royal Doulton “Tintern” pattern 
by Doulton & Co., New York, 
N. Y., the “Rondo” sterling flat- 
ware by The Gorham Co., New 
York, N. Y., and the platter by The 
Dirilyte Co. of America, Kokomo, 


Ind. 


Send for your 


FREE DISPLAY 
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A typical Anderson Bros. dis- 
play featuring extra pieces 
available in sterling flatware 
and hollowware. Customers are 
thus made aware of the wider 
range of items available jn 
the pattern of their choice. 


by ROGER LONG 


Extra-Piece Emphasis 


Sets Apart Jeweler’s Sterling Windows 


Texas jeweler provides a novel twist in window promotion of sterling 


by displaying extra serving pieces. Accessory pieces, unknown to many 


people, give ideas to prospective customers and promote additional sales. 


A NEW POLICY on window promotion of 
sterling flatware by displaying the extra serving pieces, 
rather than standard place settings, is a unique twist 
which has built sterling flatware sales for Anderson Bros., 
jewelers, of Lubbock, Texas. 

Gordon A. Anderson, the firm’s advertising manager, 
took a strong view against using a display window which 
was in any way similar to those in other stores. This was 
difficult to do, of course, with sterling flatware, until he hit 
upon the “extra-piece method.” Then windows caught the 
eyes of passersby and have been constantly attracting at- 
tention since, bringing in many additional new customers 
each month. 

“The idea is simply this,” Anderson said. “Nearly 
everyone is familiar with pattern after pattern of sterling 
flatware displayed in windows, hung on velvet-lined panels, 
or otherwise shown. Usually, they will find a mass dis- 
play of many patterns, or place settings, with a plate in 
the center, designed to promote one or two patterns. Thus, 
unless a display has some particular appeal to an individ- 
ual customer, it doesn’t get full attention-value . . . people 
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are likely to pass it by, because it is just another display 
of sterling flatware. 

“On the other hand, all women, and many men, are 
vastly interested in the accessory pieces of flatware which 
go to make up a complete table setting. Most women, we 
have found, are unaware of the exact breadth of the addi- 
tional pieces which may be added to their pattern, and 
once a display is set up which gives some idea of the range 
and the big variety of additional items which complement 
the pattern, they are bound to give it more attention. 
Therefore, while we occasionally resort to the stereotyped, 
simple display of standard open-stock flatware pieces, we 
much prefer to ‘glamorize’ our window displays with a 
highly educational, attention-capturing window, which 
teaches anybody who stops to look at the display a lot 
about the extra serving pieces.” 

Thus, a typical display window on the right side of the 
Anderson store, which has an unusually deep arcade en- 
trace, will display exclusively, various patterns in extra 
serving pieces, and a ‘few open-stock china pieces. At 

(Please turn to page 143) 
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After 30 years of selling diamond rings 
throughout the U.S.A., it is quite ob- 
_ vious that | have gained unequalled 
' experience and accumulated a wealth 
poof ideas to enable me to fully under- 
_ Stand the retail jeweler’s diamond ring 
problems. Whether it’s diamond ring 
buying, diamond ring merchandising 
| or diamond ring financing, our new 
organization has unlimited resources 
| {0 cooperate with any jeweler, large 
or small, to help him plan a more 


_ profitable diamond ring business. 





OFFICE: 
FACTODY:- 


38 WEST 48th, NEW YORK 19, N.Y. 
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1. New cultured pearl bracelet, 14K gold, with either 
genuine rubies or sapphires. The bracelet retails at $450 
Keystone. Frorn Imperial Pearl Syndicate, New York. 


2. Designed to appeal to the masculine set is the new 
"Bastion" expansion watch bracelet by Marvel Jewelry 
Mfg. Co., Providence, R.I. Bastion" is 34" wide and 
is gold-filled. The bracelet retails for about $10.95. 


3. This new ring style is available in complete birth- 
stone assortments, as well as with fraternal emblems, 
initials, cameos, and cabachons. From the Falcon Stone 
Ring Mfg. Co., a subsidiary of Karlan & Bleicher, Inc. 


4. A natural for Valentine's Day promotions is this 
10K gold double-heart locket. Designed to appeal to 
the teen-age market, the locket is hand engraved and 
engine-turned. From Philips Mfg. Co., Brooklyn, N. Y. 


5. The flexibility of this multi-stretch watch band 
gives a feeling of lightness and comfort. Four num- 
bers in the line retail at $8.95 F.T.Il. One stainless 
steel band sells at $5.95. From Foster Metal Products. 


6. New in men's jewelry is this embossed cuff links 
and tie bar set. Cuff links retail at $20.55, tie bar 
at $26.85; both prices Keystone. From Philips Mfg. Co. 


7. A new line of stone-tipped loop earrings in gold- 
filled quality and made with optical wire loops is now 
being presented by Cheever, Tweedy & Co., Inc., North 
Attleboro, Mass. An attractive six pair counter mer- 
chandiser is available at prices as low as $45 Keystone. 
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That young 
woman 
in her teens 
















She’s spending .. . giving, getting gifts 
like mad. The gifts she gets cost family and 
friends a fortune every year. And-what she 
buys takes billions more! ($3,700,000,000 
her own money in 1950) 


She’s open-minded . . . on products, 
brands and patterns. But satisfy her once 
and you start a chain reaction. She'll keep 
coming back for more throughout her life. 


She’s older than you think... . buying 
and receiving most things jewelers sell. And 
when she matries—more girls do at 18 than 
at any other age—she becomes the purchas- 
ing agent for a brand new buying group. 


—— Seas 


Jus? one magazine reaches the 
spending power and molds the 
buying habits of the 7,400,000 
young women in their teens 


seventeen — 
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|. This new, streamlined Lectric Cook grills, fries 
and toasts, and can be quickly converted to an auto- 
matic waffle baker by the insertion of four aluminum 
waffle grids. Designed to retail at $29.95 complete 
with removable waffle grids. By Arvin Industries Inc. 


2. One of the new trophies added to the extensive line 
of Trophy-Craft Co. This line now includes a complete 
coverage for all sports in trophies, medals, gifts, 
and ball charms. Address inquiries to Dept. E. Trophy- 
Craft Co., 249 North Reno St., Los Angeles, Calif. 


3. A new slim-line ball point pen containing Mag-Ink, 
a color-fast ink that will not blot or transfer. Re- 
tails at $1. From Flo-Ball Pen, North Hollywood, Cal. 


4. A new model in Arvin's five-tube group radios is 
the 450T-Jet, a modern table set. Retailing at $19.95, 
this specially priced promotion item is offered in a 
solid jet black case with a contrasting ivory face. 


5. An all electric clock with self-starting movement. 
Ball-like pendulum rotates rhythmically as clock tells 
time. All trimmings and base finished in highly pol- 
ished brass. Enclosed under a glass dome and retails 
at $26.95 plus tax. From Mastercrafters, Chicago, Ill. 


6. Free form hand-wrought sterling silver bowl which 
was recenty introduced by Revere Silversmiths, Inc. 
Bowl is versatile and may be used for many purposes: 
salad bowl, fruit bowl, etc. Approximate retail: $350. 
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here’s a book that ¢ 
makes money 


for you 


READ HOW IT TURNS 
EVERYDAY QUESTIONS INTO SALES 


Again and again, knowing quickly who made a 
silver pattern, where to get replacement parts for a 
watch, or how to fill in a prized piece of fine china is 
the first step to making a sale—and making a steady 
customer. 


And you can have the answers . . . quick as the 
flip of a page .. . in the new, revised 1950 edition 
of TRADE MARKS OF THE JEWELRY AND 
KINDRED TRADES. 


This standard reference, the only book of its 
kind, and a sales-maker for jewelers for half a century, 
is now completely revised for the first time in seven 
years. It is packed with more trade marks and trade 
names than ever before—new addresses—all handily 
cross-indexed for easy finding. 


When customers ask questions, they expect you 
to have the answers. You are the authority, on silver, 
watches, jewelry and giftware of all kinds ... and you 
want to keep that authority, by having all the facts of 
the field at your fingertips. 





TRADE-MARKS 
OF THE JEWELRY 
AND KINDRED TRADES 


YOUR 
COPY 
NOW 


new sixth edition 


$7730 


postage prepaid 











Money back if you do not 
TRIAL OFFER . « e believe this book is 


essential to your business. 


FOR JANUARY, 1952 


ORDER ,¢” 


a THE JEWELERS’ CIRCULAR-KEYSTONE 


, TRADE-, MARKS 


Of the Jewelry 
diy d Kind, I ed lrad, e¢ 





In this new edition of TRADE MARKS OF 
THE JEWELRY AND KINDRED TRADES, you'll 
have 388 pages of important information . . . illustra- 
tions and lists of more than 4200 trade marks and 
names; about 3650 watch names; 3300 sterling silver 
and plated ware pattern names — all with current 
addresses of manufacturers and distributors. In addi- 
tion, you'll have reference data on giftwares, whole- 
salers’ names and addresses, and the current state and 
national Trade Mark and Stamping Laws as they affect 
your business . . . the result of two years of work by 
THE JEWELERS’ CIRCULAR-KEYSTONE, primary 


source of data for the jewelry field. 


As more and more people buy by trade-mark, 
and more and more manufacturers clearly identify 
their products, this book becomes an increasingly valu- 
able basic tool of your trade. At a mere $7.50, it can 
pay for itself over and over by closing sales you might 
have lost with an “I don’t know.” Order it today, and 
be sure every salesman uses it daily. 


nl re 
= a 
oe 


=a, 


100 East 42nd Street, New York !7, N. We 


Enclosed find... check . . . money order for my 
copy. It is understood that if | am not completely 
satisfied, | may return it after 10 days trial, and 


receive my full money back. 


NAME - scsesitiaaniitiinans Ee 
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YOU CAN STAKE YOUR REPUTATION ON 


port, amyalon/ 


BLADES! ~~ 


— 












Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and tllustrations ed a in 7 

' and craftsmanship in 
gladly furnished forged stainless steel 
blades 





Prices 








NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 











ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


| Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


— MADISON AVE. MEMPHIS 1, TENN. WA 
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Jewelry Store Recital 
(From page 134) 


ask? Well, Russell J. Scheer, president of the store, js 
a promotion-minded executive with a keen sense of imagi. 
nation. After seeing and talking to Gorham Company 
about its new sterling pattern, “Rondo,” a few notes Teg. 
istered in his mind. (Incidentally, a “rondo,” musically 
speaking, is “a work or movement, often the last move. 
ment of a sonata, having one principal subject which jg 
stated at least three times in the same key and to which 
return is made after the introduction of each subordinate 
theme.” —W ebster. ) 

Rochester, Mr. Scheer realized, is a musically-minded 
city. It is the home of the Rochester Symphony Orches. 
tra, one of the finest in the world, and the noted Eastmay 
School of Music. 

Working in close cooperation with the Gorham Com. 
pany, a grand piano was moved into the Scheer’s silver 
department where the first Gorham Rondo Silver Concert 
was held. 

As one can imagine, the event was phenomenal. The 
young pianist, Miss Keys, was warmly praised by Eric 
Leinsdorf, world famous conductor of the Rochester 
Symphony Orchestra. He congratulated the talented pia. 
nist for her fine performance and hailed Scheer’s and 
the Gorham Company for enabling young musicians to 
bring music closer to the people. 


LISTENERS BECOME SHOPPERS 
After the brief half-hour during which Miss Keys trans- 


formed the busy jewelry store into a concert hall, the 
Thursday night shoppers—including the music critics— 
who had been listeners, became shoppers once again and 
remained in the store to view Gorham’s “Rondo” pattern, 
which is designed after the classical music form for which 
it is named. 

The outcome of this promotion was nothing short of 
sensational. Scheer’s made many new friends and re- 
ceived heavy institutional publicity for itself and Gorham 
because of the unique idea of a jewelry store concert. 

Prior to the concert, the promotion received consider- 
able free publicity through radio and television inter- 
views of Miss Keys. Posters featuring the concert at 
Scheer’s were given space in the city’s railroad station, at 
the airlines terminal, in hotels, Y’s, and other conspicuous 
places. 

To exemplify the power of this unique promotion, the 
review of the Rondo Silver Concert received larger space 
in the Rochester newspaper than that given the Phila- 
harmonic, which opened its winter season the same 
evening. 

Russell Scheer, president of the store, called it “one of 
our most successful promotions.” 

“We appreciated the excellent comments of the shop- 
pers who attended and who praised the store for an un- 
usual event that they enjoyed and appreciated,” Scheer 
declared. 

The results of this unique jewelry store concert have 
been most gratifying to both Scheer’s and the Gorham 
Company. Consequently, Gorham is planning to cooper- 
ate with jewelry stores in other cities in the promotion 
of the “Rondo”’ pattern. 
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Extra-Piece Emphasis 


(From page 136) 


first glance, the display appears to be quite mixed up and 
‘umbled, but upon closer inspection, the passerby will find 
that all of the pieces shown are accessory pieces to popu- 
lar patterns carried by the store, and that they are spaced 
widely apart, each accompanied with a small sign, which 
explains what the item is, what it does, and gives its price. 
“As nearly as possible, we try to show at least a dozen 
accessory pieces at a time,” Anderson said, “elevated at 
various levels, by means of boxes, stands, etc., underneath 
the display cloth.” 

One typical window dieplayed 18 additional serving 
pieces, representing three patterns, which were favorites 
in the store’s sales during the year. Included in the extra 
pieces were such items as gravy ladles, sugar tongs, ice 
tongs, ice teaspoons, poultry shears, punch ladles, fish- 
serving forks, jelly servers, cold-cut server, silver corn 
picks, nut crackers, and many other such items. Each was 
identified by a tiny strip sign which is laid at the base of 
the item it identifies. Probably the identifying signs are 
one of the most important features of the window, accord- 
ing to Anderson, inasmuch as they give a housewife who 
often plays hostess an opportunity to identify each serv- 
ing piece, and to keep it in mind. “Formerly, when we dis- 
played the extra serving pieces without identifying infor- 
mation, numerous women would come into ask what the 
name of a particular item was. Now, however, by placing 
these small title strips under each, the customer can learn 


a lot about extra pieces without entering the store, and the 
chances are that whenever her own table setting needs 
rounding out, we will get the call.” 

Mixed in with the dozen odd extra serving pieces which 
cover the floor of the window are a few samples of matched 
pattern hollowware, and here and there, a plate, cup and 
saucer to lend additional interest to the window. Very 
seldom are more than three open-stock patterns of china, 
and of sterling flatware shown amid the extra serving 
pieces, but these serve to “break up” the gleaming sterling 
atmosphere produced by such items. 

Behind each of these displays, promoting the ideal gift 
appeal of such patterned serving pieces, is the Anderson 
slogan, lettered on a sign to read “Anderson’s name on 
the box costs no more—but means so much.” This type 
of window, repeated continuously at various locations in 
the store front, through the year, has given Anderson’s an 
unusually worthy reputation in the merchandising of 
sterling silver. 





Once a year, usually some time during February, mer- 
chants of Urbana, Ill., through the Association of Com- 
merce, put on a community sale which is held on Main 
Street. Persons with articles to sell, including farm imple- 
ments, autos, tractors, trucks, livestock, pets, household 
goods and miscellaneous (except clothing) are asked to 
list their items at the association and bring their goods to 
Main Street on sale day. The event attracts thousands of 
people from near and far, and part of the crowd goes into 
stores and buys new merchandise, too. 
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Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader's Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS. 


Weavers of fine Sanne, Rayons, Worsteds and Woolens 


FOR JANUARY, 1952 


Millions read these facts in the 
December Reader’s Digest 
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eee 
essen oe 





PACIFIC MILLS, Dept. 1R, 1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps , chests . 
hollow-ware bags , place- setting rolls packets 


made with Pacific Silver Cloth. Send me names of sources. 

















Name 


Dept. 





Position 








Store 





Street Address 


Zone State 











City 
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TEDDY SAYS 
ae AB BEAR us in 
se. is” | Watch Repairs! 


(From page 108) 


sterling silver identification plaque engraved with your 
name and address by Gerber’s at no extra cost. This jg 
truly a new idea in watch design. You'll find it only at 
Gerber’s. Remember, to make this the most outstanding 
watch value you've ever seen, Gerber’s will engrave the 
identification plaque at no extra cost. At all Gerber stores. 
And remember it’s easy to pay the Gerber way—$1,00 












Pe Ms. SEND US YOUR down and $1.00 a week. Buy it tomorrow.” 
“= = “ WATCHES FOR REPAIR Gerber’s is a 10-store jewelry chain with executive of. 
fices in Providence, R. I., with two stores in Providence, 
@ Efficient, accurate, ethical workmanship and one each in Pawtucket and Woonsocket, R. I., and 
@ No requirement too difficult. Every make, Fall River, New Bedford, Springfield, Worcester, Holy. 
Foreign or Domestic, can be handled oke and Framingham, Mass. It was established after 


World War I when Mr. Gerber returned from military 
service and started in business in one room with a $12 
; : monthly rental. It was not long before he had outgrown 
your order is received 

that space and opened a jewelry store at 55 Weybosset 
@ Fully bonded and insured St., Providence. In the years following, other units were 
VERY REASONABLE RATES! opened in the cities mentioned and by 1938 he had 10 
stores established. All stores are modernized in turn and 
the company adopts the newest in store design for each 


unit. 
U R 5 hi O - Gerber’s is a large and aggressive advertiser. In 1950 


@ Only genuine parts are used 
@ Rapid Delivery—work started same day 





Send your watches to us with Confidence! 











The Jewelers’ Watchmakers it spent more than $200,000. And in several cities, in- 
40 W. 66th St., New York 23, N. Y. cluding Providence, its newspaper lineage is more than 
ENdicott 2-7985 that of any other jewelry business of its kind. 


“The Difficult Takes a Little Time. 
The Impossible Takes a Little Longer.’’ AD BUDGET SIX PER CENT OF GROSS 

“Our advertising expenditures is generally about six 
per cent of our total sales volume,” explains Gerber, “al- 
though in actual operation it is determined by the pro- 
portion of sales volume to overhead costs. For example, 


ii U L 0 V A if we were figuring on and reached a half million dollar 


Staff and Stem C abinet No 9 annual sales volume, on a 40 per cent basis, we would 


have our overhead costs already established and obtained. 

A COMPLETE SERVICING UNIT Having reached the anticipated volume, our policy is to 

FOR ONLY $29.50 boost the advertising budget, having found that addi- 

: tional advertising pressure can produce an additional 

: $100,000 in sales volume, with a proportionately larger 

| net profit. Working on this principle, it is possible to 

: boost the advertising budget to 10 per cent and improve 
the net profit position.” 

Major part of the advertising dollar is spent on defin- 
ite product promotions, using all available media. Gerber 
started using radio in 1936 and this has been continued 
ever since, with a present schedule of about 230 spots 

















each week. 
Newspaper advertising is used in every city every week 
oe 7 throughout the year, with the heaviest schedule in De- 
Regular Price in These Quantities $38.25 —- —— ; 
cember, since that month produces about 25 per cent o 
You Save $8.75 the year’s total sales volume. Ads range in size from full 
CABINET CONTAINS: 60 staffs covering 110 BULOVA move- pages to five and six full-length columns. Store openings, 
ment models. 60 Stems covering 111 BULOVA movement models. . : : : 
i Guteethon covering wbT Son SeMUTL REINS. modernizations and expansions are given double pages 
Selection planned according to popularity of models (from 1 to with several full pages immediately following. 
3 pieces). Basic model series 5AB; 6AH; 74D; 7AM; TAK; 8AE; ° ° ° ° a ° 
SAH: SAB; 948; 10AK; 10AB: 10BC; 10AH: PLUS over ne ater Another major medium 1S direct mail, with one 
models; complete interchangeability chart. registra- : . , 
tion of your cabinets with BULOVA to insure up-to-date informa- product promotion every month of the —_— plus a credit 
tion and lifetime service. card mailing to every customer at the beginning of each 


year. Mailings range from postal cards to French folds 
J O S ‘ i: ; rt F e b- T FE L & O . and 12-page tabloids in color. They reach the entire Ger- 
729 SANSOM ST. PHILADELPHIA 6, PA. ber customer list of about 100,000 persons and most 
pieces produce a return of about four per cent. 
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Mailings are processed at the Providence executive of- 
fices in a department separated from all other advertis- 
ing activities. This department has an automatic addres- 
sing, sealing and stamping machine, and it handles the 
filing system of names and addresses, constantly elimi- 
nating those to whom the Post Office Department cannot 
make deliveries. 

“Direct mail is effective in keeping in touch with all 
customers,” explains David Sadler, advertising manager. 
“It keeps existing accounts active and reopens many for- 
mer accounts that have become inactive. 

“In June we are staging the most comprehensive mail- 
ing activity in company history. There will be a two-color 
rotogravure magazine section to be used as an insert in 
Sunday newspapers in those cities having Sunday news- 
papers and in daily newspapers in the cities which have 
no Sunday issues. In addition, the insert will be mailed 
to every person on the mailing list and will be distributed 
by personal carrier to homes in selected areas in each 
city. Total distribution will be in excess of 300,000. 


PROMOTION RESULTS CHECKED 


“Each mailing piece throughout the year, as well as 
each newspaper advertisement and each television show, 
is checked by each store for actual results, reports being 
made by store managers on routine forms giving store 
name, type of advertisement and date of appearance, 
size and position (if newspaper copy), weather condi- 
tions, number of the featured item sold plus the number 
of diamonds, watches and rings sold. This gives us a rec- 
ord, not only of the promoted article, but indicates the 


actual sales results of our three major departments and 
shows the extent to which these promotions develop store 
business generally.” 

Every major promotion is merchandised to store man- 
agers at a dinner usually held at the Biltmore Sheraton 
Hotel, Providence, two weeks prior to the public an- 
nouncement. Each store manager is given a mimeo- 
graphed sheet of instructions describing the promotion, 
the merchandise to be featured and other details. Each 
store manager is charged with checking his merchandise 
supplies, arranging window and store displays, and ac- 
quainting each member of his store personnel with the 
merchandise and advertising. Each sales clerk is given 
a mimeographed sheet of instructions, so that each one 
has a complete knowledge of the merchandise, its price, 
its selling points, etc. Occasionaliy, on major promotions, 
the clerks are offered a specific bonus fee for each sale of 
the featured item and these are well publicized whenever 
they are offered. 

Running through every piece of advertising, in all pro- 
motions and in all window and store displays is the slo- 
gan “Go To Gerber’s.” Inaugurated a number of years 
ago, this became immediately popular as a triple fade-out 
at the conclusion of the radio commercials. It had a 
rhythmic tone that appealed to people and became an 
appropriate take-off to many everyday conversations, 
giving the company wide and favorable publicity. It made 
the name of Gerber’s synonymous with jewelry and gift 
purchases. 

The slogan has recently been abbreviated to GTG and 
both slogan and initials are now featured in all media 











GOLD - SILVER - 


| Strictly Refiners 


Not Manufacturers 
of Jewelry | 


-_ | 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM : 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps —_ 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


PALLADIUM 





Platinum — Metals 


WILL RECEIVE 
Special Alten lion 


New York 19, N. Y. 








FOR JANUARY, 1952 
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ANNOUNCEMENT 


RAY C. EIBEL for 31 years and BOB GAU for 21 
years with Klein Bros. Co., take pleasure in an- 
nouncing to the trade, they are now sole owners 


of the company. 


The same good merchandising policies will be 
continued, together with any up-to-date methods 


that will be of benefit to our customers. 


Established in 1907, Klein Bros. Co. has carried a 
complete line of ladies' and men's gold rings, gold 
filled jewelry, watch attachments, sterling baby 


goods, sterling and plated hollowware, etc. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
The Line Beautiful 
Cincinnati 2, Ohio 


626 Vine St. 














CLIMB ON THE BANDWAGON 


AND LET OUR MODERN WATCH REPAIRERS 
DO THE WORK FOR YOU! 


Do as an ever Increasing number of jewelers in every state have done! 
Even if you have not yet your own Repair Dept., you will find the 
answer to your prayer for bigger profits by being able to accept work 
from now on. You need not lose ONE sale! Our Watch Repair Dept. 
for the Trade, staffed by the most experienced Swiss and American 
Watch Mechanics, welcomes ALL your watches: from the cylinder to 
the finest timepiece including chronographs, stopwatches, calendars, 
automatics, and repeaters. All watches tested on precision crystal- 
controlled Timing Machine. Send us your watches and clocks for a 
FREE ESTIMATE BY RETURN MAIL! Lean back, relax, and SEE THE 
PROFITS ROLL IN! 


WATCH THESE ADDITIONAL FEATURES: 


All repair jobs are guaranteed for one year 

All watches are insured by us against damage, fire, or loss 
in the mail 

MM” We refinish every dial at ACTUAL COST ONLY if ordered 

We polish all cases without charge 

= Five Day Service after receipt of order 

Mm We supply FREE, self-addressed shipping labels for your 
convenience 

= Our efficiency insures lowest possible prices 

Special discount on large orders 


Request Trade Price List and FREE 
Shipping Labels 


ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 


WE CARRY 
All imported & American tools, equipment, materials, move- 
ments, cases, attachments, all jewelers findings & sundries. All 
books on Watch-Clockmaking, Jewelry, Engraving, etc. SPECIFY 
your requirements for FREE information. 








Latest enlarged catalog on all dress and service watches; all clocks; 
cuckoo clocks; watch bracelets; all books in your field. Write for your 
FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY (CO. 


Wholesaler & Importer 


Dept. 1JCK, 55 W. 42nd St. New York 18, N. Y. 
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and in all displays. They form the introduction to the 
television show and the conclusion is generally “And al. 
ways remember—G.T.G.—those three little words—Gy 
To Gerber’s. 

Further discussing company advertising policies, Ger. 
ber says, “We concentrate on three major merchandise 
lines—diamonds, watches and rings—because they are 
the life blood of a jewelry store. By emphasizing these 
lines, we are developing business that cannot be taken 
away very easily. In every field of business, when one 
attempts to invade the merchandise field of another, it 
is sooner or later snatched from them. 

“Another policy is to keep up a continuous study of 
advertising throughout the country. For this we subscribe 
to a newspaper advertising clipping service, which gives 
our advertising department first hand information of ad. 
vertising techniques on a national basis and gives copy 
artists new ideas.” 





Prestige 
(From page 132) 


For one year the renovation droned on until completion 
in late May, 1951. The interior was done in rich-looking 
mahogany finish. The floor was carpeted in a soft gray 
and the ceiling in a creamy white. Neon tubing in wall 
cases were installed to provide better light for the display 
of sterling and plated hollowware. In addition, an air con- 
ditioning unit was installed. New display windows and a 
completely modernized facade rounded out the renovation 
program. 

Work was over as far as the construction crew was con- 
cerned, but for Thorpe and Company it was just begin- 
ning. True, business had more than held its own during 
the year of face-lifting. Still, the test of the value of re- 
modeling was yet to come. It was decided to give the new 
store every opportunity to prove itself. An impressive 
“Grand Opening” was planned. 

Newspaper ads told Sioux Citians of the event sched- 
uled for June 1 and 2, 1951. Those who registered at the 
store were eligible for the grand prize: a silver plate ser- 
vice for eight, a china service for four, and a crystal ser- 
vice for four. Approximately 3000 people flocked to the 
store during the two days of the “Grand Opening.” 

Visitors were greatly impressed by the modernization 
job. Their admiration, however, didn’t stop at paying lip- 
service, because the entire sales staff was busy from 9 
a. m. to 9 p. m. taking orders. 

The two prominent display windows are now definite 
“eye-catchers.” “The windows,” one official said, “do a 
terrific amount of selling for us. We take extra pride in 
our window displays to be sure they are attractive, clean, 
and not jammed full of merchandise. We believe in well- 
balanced display—rich looking rather than flashy.” 

In many instances, jewelers are disappointed when a 
renovation job is completed because business has failed to 
come up to expectations. Thorpe and Company feels this 
way: “To those jewelers who have had doubts and worries 
in regard to remodeling we feel that we have made no 
mistake and have not lost any prestige or dignity. As for 
the customers, they are very pleased.” 

A promotionally minded store, Thorpe and Company 
held a table setting contest in the largest hotel in town. 
All of the leading women’s organizations in Sioux City 
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articipated, and the public was invited to attend with no 
admission fee charged. Over 5000 people registered and 

e affair is still talked about in town. It was a great suc- 
sess and fulfilled its aim of creating interest in china, sil- 
ver and crystal. 

To keep the public informed of its complete line of 
wares, Thorpe and Company maintains a 5000 name mail- 
ing list. It employs regular newspaper advertising and 
radio advertising throughout the year except during sum- 
mer months. 

Recently, the store installed the Bride Has Whispered 
service. A feature of this service is a “Preference Regis- 
ter” in which the bride-to-be lists all her gift preferences. 
The bride’s family and friends are free to examine this 
register at any time to see what has and what has not 
been given. The bride who “whispers” asks nothing— 
she only lets her tastes and preferences be recorded. 
Consequently, this unique service prevents, to a great ex- 
tent, duplicate gifts and, most importantly, keeps gift 
sales in the store. 

The store’s business philosophy is firm and undeviat- 
ing: build up consumer confidence by never misrepre- 
senting. 

Thorpe and Company takes particular pride in the fact 
that the store is a member of the American Gem Society. 
Two men, Thorpe Clark and L. A. Navarre, are students 
of the Gemological Institute of America. Mr. Wilson 
Clark, president of the firm, is a registered jeweler in the 
American Gem Society. 

Incidentally, if you are wondering, the friendly side- 
walk clock is still in front of the store. 





‘Unbalanced’ Designs Favor Use of 
Unconventional Diamond Shapes 


The emphasis on more design interest in women’s 
dress jewelry is resulting in a trend to highlight baguette, 
pear-shaped and marquise-cut diamonds in off-balance, 
non-circular jewelry designs, a survey of stylists reveals. 

Fashion circles say that more opportunities exist for 
a creative designer to inject design importance in un- 
balanced bracelets, earclips and necklaces with the uncon- 
ventional diamond shapes. For extremely dramatic effects 
various combinations of baguettes, marquise and pear- 
shapes are used, usually set in the white precious metals 
platinum or palladium. 

Larger jewelry creations containing gems are often 
fashioned in palladium because it is lighter in weight than 
its more expensive sister-metal platinum, it is pointed out. 
Gold and palladium are in the same price range. 

An outstanding example of the trend away from circu- 
lar patterns in the collection of Robert Altman is a match- 
ing diamond and palladium bracelet and choker ensemble. 
The design motif simulates the curved lines of a slithering 
snake. Both pieces of the ensemble are semi-pliant to 
permit them to be fastened easily around throat and 
wrist. Studding the bracelet and choker are small bagu- 
ettes set in horizontal rather than vertical rows. 

Round contours in brooches and pins are still pre- 
ferred, in designer Altman’s opinion. The equal distribu- 
tion of round-cut stones enables each gem to stand out, 
while the eye tends to focus only on the area with the 
most glitter in an off-center pin, he explains. 
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BEATTIE 


jer LIGHTER 


= The only lighter with the 


flame you can point. 








Equipped with wicks that 
need no replacement. 


TILTED .. . je? 
flame for pipes 














UPRIGHT... for 
cigarettes and cigars 
















®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 


Heavy Silver Plate $10.00 


Heavy Nickel Plate $5.95 
Heavy Gold Plate, 


Pigskin or Black Morocco $6.95 
Satin Chrome $6.95 Leather Covered $15.00 


Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for 
Beattie Jet Lighters to: 











These Figures 
Add Up to 


Extra Business 


Bes craze for hand-painting figurines is 
creating a new interest in them—and new business for the 
Joe Koen Jewelry store in Austin, Texas. Most figurine 
customers at Koen’s store are middle-aged women, who 
can afford to collect an item which most people could not 
afford. Oftentimes, Koen’s figurine customers have re- 
cently remodeled a home or a room. They buy figurines 
to give the finishing touch. 

Koen recognizes his limited knowledge of home decor, 
so he seldom attempts to sell a customer a figurine. For 
this reason, Koen’s figurines are sold only by women. 
Customers want to know which pieces will go best with 
their decor. This is where a saleslady fits in better than 
a salesman. The saleslady can suggest which figurine will 
go best in a room which has been decorated in the Ren- 
aissance manner, and which would match best with a par- 
ticular color. 

Selling figurines amounts to more than taking a few 
from a case and letting the customer make her own selec- 
tion. The salesladies in the Koen store have an apprecia- 
tion for such things. And they know that figurines will 
not sell if price is emphasized. Price is the last thing men- 
tioned. The customer’s personal taste must be satisfied 
before a sale can be made. 
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The best figurine sales-builde, ; 
a window display. Koen pms 
dio and newspapers to Promote 
his regular jewelry store lines 











Koen's best figurine customers 
are married women in the high. 
er income groups. All figuring 
sales are handled by saleswomen, 





by CLAYTON THOMAS 


Koen’s figurine sales average right at 50 dollars. Oc- 
casionally, a 35 dollar piece is sold, but more often the 
price will be above that. 

Koen’s best figurine sales-builder is a window display. 
Figurines do not sell in newspaper ads or through radio 
commercials. He uses his windows at night to display 
his stock of figurines. In the background of this window, 
Koen takes care to show merchandise which will blend 
with the figurines. 

This particular window display is not used to draw 
people into the store with the hope that they will buy 
something else once they are inside. Koen finds that peo- 
ple who are interested in figurines are not in the frame 
of mind to think seriously of other items at the moment. 

This jeweler has found an answer to the problem which 
is so often presented by the customer who already has 
“so much.” The collector of figurines is always a good 
customer, regardless of the size of her present collection. 
In fact, Koen’s best customers are the people with the 
largest collections. 
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Haviland China 


bears these authentic trademarks 


Pa * 
§evileng CREO 


France 
MADE IN AMERICA 


when made _ when made 
in France in America | 





Weathersfield ~ 
Retails at $14.15 for a 
5 piece place setting 





MADE IN AMERICA 


Consumer sales that give a lifetime of 
satisfaction, build store prestige for the 
dealer selling HAVILAND CHINA. 

The priceless heritage of the HAVI- 
LAND name is your assurance of 
salability. Your customer is pre-sold on 
the Haviland name and mark. See that 
she gets it! 

Since 1842 — faithful continuance 
of quality, beauty, and serviceability! 





‘ ; . Beekman . 
HAVILAND China is not expensive! Retails at $14.50 for Cope Fit 


5 piece place setting staan 


We are looking forward to the 


pleasure of greeting you at... 
Los Angeles, Calif. — January 20 to 26 
302 Brack Shops 


Atlanta, Georgia ~ January 20 to 23 
Hotel Piedmont 


Chicago, Illinois - February 4 to 15 
1550 Merchandise Mart 


Dallas, Texas — February 17 to 22 
Hotel Adolphus 


New York, N. Y. _ February 25 to 29 
26 West 23rd Street 


Minneapolis, Minn. — April 13 to 17 
Radisson Hotel, Room 218 


Haviland & CU 


26 WEST 23° STREET, NEW YORK 10, N. Y. 





The three patterns 


-shown are on 










the brand new 


Wilmington shape. 





Orange Blossom 
Retails at $14.15 for wa 
5 piece place setting 


MADE IN AMERICA 


*REG. U.S. PAT. OFF. 
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2. Decorated Compotes 





3. Champion Dalmatian 





4. New Dinnerware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Decorative pieces in white, translucent china from the 
Arabia factory, Finland, hand-made by Friedl Kjellberg, 
with incised ornamental perforations; retail, rear, $30; front, 
$20 and $22.50. From Waertsila Corp., 225 5th Ave., N. Y. 


[] 2. "Violet Worcester" compotes are made with Baroque feet 
and they are decorated with coin gold in stippled design; 
two sizes, 8" tall to be retailed for $9; and 6", retailing 
for $6. From Lipper & Mann, Inc., 225 Fifth Ave., New York. 


[] 3. Carefully modeled from champion Dalmatian, this is 
included in big assortment of animal figures made in Beswick 
Ware from England; 6" in height, this figure may retail for 
$15. From Maddock & Miller, Inc., 129 Fifth Ave., N.Y.C. 


[] 4. New Hallcraft dinnerware designed by Eva Zeisel—white 
body, oval plates, well-sculptured and practical serving 
pieces; undecorated or with striking new designs. By Hall 


China Co., sold by Midhurst China Co., 129 Fifth Ave., N.Y. 


[] 5. Made in fine Continental china and beautifully detailed 
in modeling, this is one from widely-varied group of lace 


figures, 4" to 12" in height, done in either white or pink. poe 
Stocked by Paul A. Straub & Co., Inc., 19 E. 26th St., N.Y.C. 5. Lace Figure 





150 THE JEWELERS’ CIRCULAR-KEYSTONE 














PRESENTING DINNERWARE by 


HEINRICH & CQO. of Bavaria, Germany 


The quality of Heinrich China is recognized as being of the finest. Smooth texture, brilliant glazing, smart 
styling of shapes, carefully created and executed decorations have combined to establish the name of Heinrich as 
synonymous with quality dinnerware. 

Illustrated above are six Heinrich patterns carried in open stock by Ebeling & Reuss Company. Top, left to 
right: Blossom, Coquette, Romance. Below: Montrose, Golden Harvest, Violet. These patterns are well estab- 
lished, but inquire if they are still open for your city. EBELING & REUSS CO. will introduce at the shows, 
HEINRICH’S exquisite new pattern “ORCHID”—a faithful reproduction in full color of the delicate tones of 
this revered symbol of romance. It will be carried in open stock, first deliveries, Spring 1952, on orders placed 
at the various shows. 

It is important to know that despite the fine quality of HEINRICH ware, it is offered at prices amazingly 
low—resulting from volume production by the most modern methods of dinnerware manufacture. I[llustrated 
wholesale price lists available on all patterns. 


At the following trade shows: 


Atlanta Southeastern Gift Show, Syracuse Gift Show, Onondaga Hotel 
Municipal Auditorium Buffalo Gift Show, Statler Hotel 
Boston Midwinter Market, Parker House Dallas Gift Show, Baker Hotel 
Minneapolis Gift Show, Radisson Hotel New York Gift Show, our own showrooms 
Chicago Gift Show, our own showrooms Detroit Gift Show, Statler Hotel 
PHILADELPHIA 6 NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
707 Chestnut Street 225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 
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2. Floral Dinnerware 








4. Porcelain Cachepot 


3. Swedish Artware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Brilliantly-colored chaffinch perched on nest with eggs is 
modeled in Spode bone china. It is 4!/" tall and retails 
for $20.50. Together with many other fine bird figures, it 
is stocked by Copeland & Thompson, Inc., 206 5th Ave., N.Y. 


[Tj 2. "Gretchen"—multicolored floral bouquet and fleurette 
design in Dresden style on white, translucent Franconia china 
from Krautheim, with gold lines and detail; 5-pc. setting $6 
retail. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


[] 3. Unique miniature bowls and vases in Swedish stoneware 
designed by Hertha Bengtsson, part of factory's 225th anni- 
versary collection of unusual pieces, each sold with certifi- 
cate of origin. From Rorstrand, Inc., 225 5th Ave., N.Y. 


[] 4. Cachepot in the classic tradition is fashioned in pure 
white French porcelain decorated with a Greek design; 5" in 
diameter, it retails for $16. From large selection of such 
pieces carried by Mottahedeh & Sons, 225 5th Ave., N.Y. 





— 5. Three-in-one epergne in sterling silver and crystal has 5. Three-part Epergne 


removable flower holders; also entire center may be removed 
leaving single candlestick. As shown, 9!/2" high; retail $50 
with tax. From Frank M. Whiting Co., of Meriden, Conn. 
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| THE 
SPRING 


Dallas Gift Show 


(Est. 1935) 


February 17-18-19-20-21-22, 1952 


BAKER HOTEL 
SANTA FE BUILDING 
DOWNTOWN SHOW ROOMS 


— featuring — 


Americas top lines of 








@ Silverware @ Pottery 
® Crystal ®@ Jewelry 
® China @ Toys & Games 


© Fine Giftwares 


SOUTHWESTERN MERCHANDISE EXHIBITORS, INC. 
FRED SANDS, DIRECTOR 
1610 DIERKS BLDG. KANSAS CITY 6, MO. 




















CERAMIC CHAMPIONS 





IN BESWICK WARE 


Mare-and-foal group is part of large collection of 
figures from John Beswick, Ltd., famous English 
pottery — all modeled in meticulous detail and 
painted in natural colors—champion horses and 
dogs, cats, birds, wild animals, story book characters. 
Carried in Stock for Immediate Delivery 


Write for Catalogue 
Sole Distributors in United States 


ADDOCK & MILLER, Inc. 


129 Fifth Avenue New York 3, N. 


i. 























Service Plates 


in the Classic Tradition 
French porcelain body is strikingly decorated with Greek heads 


and Greek key border. Designs in contrasting colors on a 
choice of Green, Yellow, Orange or White backgrounds. 10" 
diameter, $16.00 each Retail, subject to usual trade discount. 


"An exclusive Mottahedeh creation." 


Mottahedeh &. Sons 


225 Fifth Avenue, New York 10, N. Y. 
1555 Merchandise Mart, Chicago, Ill. 
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ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
wed 
(SP ODE 
L RMS H 


ENGLAND 














Fine English Earthenware 
° . SPOUE 
COPELANDS C 

English Bone China LANDS CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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HERE 5 GATRA VOLUME 4 00 


u anit 


No. 22. ‘‘Cape Cod"’ 


No. 651. ‘‘Out of 





No. 156. ‘‘Heavenly 











Trumpet" Salt-'n- 
Pepper Set 








Cigarette Server this World’’ Salt-'n- Pair’’ Salt-'n- 
Ash Tray Pepper Set Pepper Set 
} \ I q 
No. 14. ‘Golden No. 521 


**Penquin Pals'’ 
Salt-'n-Pepper Set 





No. 55. ‘‘Nursery 
Lite’’ Complete 





No. 999. ‘‘Twin 
Miniature’’ Hurri- 
cane Lamps 








No. 101 
**Banquet Bell'’ 
Salt-'n-Pepper Set 





No. 89. ‘‘Hurricane 





Salt-'n-Pepper Set 











All individually gift packaged. FREE catalog sent upon request. 
Special 1 dozen assortment available. 


DART CRAFTSMAN CORP. 240 Madison Ave., N.Y. 16 


























DIAMOND RING SALESMAN 


Complete diamond ring line for 
delivery; also, 14 karat wedding 
rings. 


Excellent opportunity for expe- 
rienced man with solid following. 


Liberal drawing account against 
commissions. 


Will turn over well established 
territory with many active ac- 
counts in the following states: 
Ohio — Indiana — Michigan — 
Kentucky. 





Please state background and 
references. All replies will be 
kept in strict confidence. 


BOX “E., 2678" 
JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 















SPONSORED BY 





ALLIED EXHIBITORS, INC. SS 
- 3832 WILSHIRE BLVD., LOS ANGELES 5, CALIF. 











ascinating... 


Next month will usher in 
the most fabulous jewelry 
development in a decade! 





Superior CHAIN COMPANY 


7 West 45th Street, New York 19, N. Y. 


























After Sunset . . . ALERT-A-LITE! 


Jewelers everywhere are finding profits 
in this new California ceramic lamp— 
perfect for TV, ideal for any area need- 
ing indirect lighting. 


Four decorator styles and one conven- 
tional table lamp, four smart, pleasing 
color combinations in each, with neat 
touches of 22K Gold. 


Write today for color-illustrated cit- 
cular and learn how YOU can secure 
added profits. 


ALERT LAMP MFG. CO. 


8210 West Third Street 
Los Angeles 48, Calif. 





Shown above: "The Gong"'— 
TV or indirect-light ALERT-A- 
LITE Lamp. II." high, 12" 
wide, 4'' thick. In Emerald 

Light Green, Cocoa & Terra 
Cotta, Canary & Chartreuse, 











Black & Ivory. List Price: $10.95 
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by MADELINE LOVE 


0 now it is 1952—and time for the retailer to go out 
S into the market for more merchandise. He will have 
plenty to choose from, too, and whether he attends one 
trade show or all of them, he will find himself faced with, 
to coin a cliche, an embarrassment of riches. If just half 
of the rumors are true, an abundance of gay, new mer- 
chandise will be presented, some of it modern, most of it 
casual. We urge you to go and look for yourselves. 

* % % 
BouT one-fourth of the exhibitors at the Chicago Gift 
Show will have showrooms at the LaSalle Hotel this 
year, the others being, of course, at the Palmer House. 
The LaSalle division has grown rapidly, and is now a 
permanent part of the Show. The traditional dinner dance 
will be held February 7 at the Palmer House and a social 
evening at the LaSalle is set for February 13. At the New 
York show, later in the month, the regular breakfast 
get-together is scheduled for February 26 in the Terrace 

Room of the New Yorker Hotel. 

Added to the list of spring gift shows are these: The 
St. Louis Gift Show, March 9 to 12 in the Hotel Statler; 
the Kansas City China, Glass and Gift Show, March 23 to 
26 at the Muehlebach Hotel; the Northwest Gift, Art and 


Housewares Show, April 13 to 17 in the Radisson Hotel 
in Minneapolis; and the “49th State” Gift, Art and 
Housewares Show, April 20 to 24 in the Statler Hotel. 
% 

A NEW national giftware organization to include the 

retailing, manufacturing, importing and wholesale 
ends of the business is in process of formation. It will be 
called the Gift and Decorative Accessories Association of 
America, and several meetings have been held to discuss 
its aims and general organizational outline. The retailers’ 
group has appointed its regional chairmen and a planning 
committee has been formed to work out the activity of 
the manufacturer-wholesale half of the industry. It is 
expected that the project will be in final shape in time to 
be presented to the industry at a general meeting at either 
the Chicago or the New York Show in February. 

% 

Guanes craftsmen in glass, wood, textiles, metals, din- 

nerware and pottery will give demonstrations of their 
work at the Brack Shops Building during the Los Angeles 
Gift Show this month. They will take the raw materials 
from the first stages to the last, using photographs only 


where time and space limitations prohibit the actual 
processing. The display is being operated by Registered 


California, Inc. 

ee L. FONDEVILLE, president of Fondeville & Co., 
4 New York import house, has named three new sales 

representatives. Paysse & Co., of Seattle, Wash., will show 

both ihe dinnerware and giftware lines in the Northwest. 


Albert B. Hess, of Hollywood, Calif., will have dinner- 


*% * 


#% % 


% * % 











BIRDS 


Single and in 
sroups 


fine detail 


in beautiful 
natural colors 


from the 


Art Works 
of 


Lorenz 
Hutschenreuther 


* 


Immediate 


Shipment 


PAUL A. STRAUB & CO., INC. 


19 EAST 26th STREET (Near 5th Avenue) 


New York 10, N. Y. 
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Wait _ ae. & WALLEN 7 : 


216 East 45th Street 
New York 17, N. Y. 


DIAMOND RINGS SINCE 1877 


Fidelity 
First lady 


In this our 65th year our organization under 
the guidance of 

l. GARLIN 

MAX HELLER 

MILT JAFFEE 

ED KERTES 


will continue to serve you, affording the ad- 
vantages of long experience and well earned 
reputation for dependability. As of December 
31, 1951 Irving Klampert will not be affiliated 


with this firm. |. GARLIN 
President 



























ou can Stake 
Your 

Reputation 

on OUR Shop! 






TEODY SAYS 

ae 
e ‘2 % 
Sees SYA! 








SEND US YOUR 
WATCHES FOR REPAIR 


@ Efficient, accurate, ethical workmanship 


@ No requirement too difficult. Every make, 
Foreign or Domestic, can be handled 


@ Only genuine parts are used | 

@ Rapid Delivery—work started same day 
your order is received 

® Fully bonded and insured 

@ VERY REASONABLE RATES! 


Send your watches to us with Confidence! 


UR SHOP 


The Jewelers’ Watchmakers 
40 W. 66th St., New York 23, N. Y. 
ENdicott 2-7985 
“The Difficult Takes a Little Time. 














The Impossible Takes a Little Longer.’’ 
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[i CROWN 


qd 0029900" FOOOCS 


r (alta 
er ara 
SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ proven sales-appeal. Send for catalog. 
DVERTISED in LIFE, LOOK, COLLIER’S, SATURDAY 4 
EVENING POST, ESQUIRE and QUICK plus tele- 
vision advertising in key cities. 

New attractive window display cards holding 
4 doz. Regens lighters for faster selling. Order 
your supply early. 

Look for Regens name on each lighter — fully 
guaranteed—don’t accept substitutes. 

Available in nickel, chrome, enamel, etched, 
rhodium or gold plate finish; $1.75 to $5.00 retail, 


including excise tax. Table models in attractive . 
designs, $3.95 retail, including excise tax. 


oO” 















oO 


Mid.ty ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, Ni 








LIGHT THAT 
NEVER FAILS! 








Press—it lights; 
Release—it’s out! 


Screen ssa eet cheneetanete eheteetaecateietee meee etait im AS 
Savaptemmertenrecerieteenernene eaktrn nabs teen Raita eR 


























For best results use Regens Flints and Fluid! 





Regens Lighter Corporation 
2 E. 46th St., New York,N.Y. 
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ware and Victor McNutt Associates, of Los Angeles, will 
have the giftware lines in the states of California, Nevada 


jzona. 
and Ar * * % 


OTTAHEDEH & Sons, New York importer of gifts and 
M antiques, have moved their Chicago showrooms to 
larger quarters at 1555 Merchandise Mart. They formerly 
occupied space on the twelfth floor of the Mart. 

+ 3 % 

acK B. ORENSTEIN was elected president of the 225 5th 

Avenue Association, Inc., at its semi-annual meeting 
held Dec. 5. Edward Lynch was chosen vice president: 
Mrs. Winia Miller Harriman, treasurer; and Norman C. 
Preston, secretary. New directors are Mrs. Ida DeRose, 
Henry Underberg, Milton Cohn, John Goodman, and 
Robert Noel. 


% % * 


A’ a combined preview and housewarming held Decem- 
ber 18 by the Midhurst China Co., New York, the 
new line of Hallcraft dinnerware was shown in the ex- 
panded and redecorated Midhurst showrooms. Modern in 
styling, lighting and colors, the showrooms create an 
effective background for the English and Bavarian dinner- 
ware imported by the firm, as well as for the new Ameri- 
can line made by the Hall China Co. This dinnerware, 
designed by Eva Zeisel, has a sturdy, light body, pure 
white in color, and is dominated by an oval design. It is 
sold both in plain white and with decorations. 

Jonathan Higgins. president of the Midhurst enter- 
prises, has also announced that D. Knight Mirrielees is 
becoming a member of the executive staff on January 1. 
Mr. Mirrielees has been with Gladding, McBean & Co., 
of California, and prior to that was vice president of 
Theodore Haviland & Co., Inc. 


% % % 


Qt serne, of California, is now manufactur- 

ing the Grojean Originals line of apple-decorated 
serving pieces, as well as its line of self-watering wick 
planters. Jim Belt has been appointed sales manager of 
Kellems-Pasadena, adding this to his present duties as 


sales manager for Roselane Pottery, Pasadena. 
x“ * % 


| see a recent meeting of the board of directors of 
Castleton China, Inc., Louis E. Hellmann announced 
that he and his organization are planning a greatly ex- 
panded program of promotion and advertising this year. 
The program will be directed by the advertising manager, 


A. W. Sage. 
% %¢ % 
jibes George S. Thompson Corp., California manufac- 
turers of pepper mills, opened its new showrooms at 
225 Fifth Avenue, New York, with a cocktail party on 
December 11. Mort N. Marton, who represents Thompson 
in the East, is manager. 

William S. King, southern California representative for 
the firm, has been transferred to the Chicago office to 
cover 22 Midwest, Midsouth and New England states. His 
place in California is being taken by Stanley Cole, for- 
merly with Barker Bros. 





A Denver jeweler provides a special directory of the 
city’s doctors and lawyers to each of its customers. The 
booklet includes the name. address, telephone number and 
specialty of each of Denver’s professional men. 
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ORDER JEWELERS 
BOXES NOW... 











. . - and Here's Why! 


| First, you can be SURE of having boxes when you 
need them, IF you place your order now. You also 
make sure of getting the kind of boxes you want... 
your pick of the cover papers and designs you like 
best ... the full range of sizes and styles you need. 
There’s a price advantage, too ... you can make up 
an order now for ALL the various boxes. folders, 
and fancy wrapping paper you need for an entire 
year ... buy from ONE reliable source . . . at a 
FIRM PRICE. You can schedule deliveries through- 
out the year ... “pay as you go.” and protect your- 
self against rising costs and material shortages. 





Wait no longer. You can enjoy these many advan- 
tages only if you act at once. The first step is to 
answer this ad today! 


SEND FOR FREE CATALOG 


Contains complete information sample swatches, 
prices, discounts, covering PICTORIAL’S complete 
line of packaging needs, cotton filled, satin lined, set 
| up and folding boxes for jewelry, flatware, china, 
glass ...faney wrapping paper, tying materials, seals. 
stickers. ete. 


Oo 
a a, 


GX 


PAPER 


232 S. Lake St., Aurora, Illinois 
15-116 Merchandise Mart Bldg., Chicago 





Pictorial Paper 


| Package Corp. MAIL cou PON NOW 
| Aurora, Illinois 
| | Please send complete catalog of jewelry boxes, includ- 
| ing paper samples, prices, and discounts covering your 
| complete line of Jeweler’s packaging needs. 
0 a ae ay ee ee Sear ee ee 
| pT PCT COTE ST COTE TT CTC OE Cee. Cert 
| eT ee Pee err ee ee ee 
OR cp evaeane esas dens ésen te eee 





PICTORIAL packaceCORPORATION 
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STAMPS 


Fountain Pens 
Leather Goods 








Writing Papers 
Book Matches 
Napkins 
Gift items 
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Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 
extra profit. 
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STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calf. 
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Liv Wye China Cr, 
350-380 
S. RAYMOND AVE. 

PASADENA 1, 


CALIF. 


Still our top-selling best offer in open stock at 
$15.50 a place setting. Other colors are gray, 
sage. yellow, coral, blue, rose, and sand. 





—— <= « 


HEIRLOOMS of TOMORROW ”....— 


over 100 new items at major gift shows! | 


Including lamps, shades, lace porcelain figurines, objets 
dart, and California Heirlooms in new metallic glazes. 


**Sweet Sixteen” 


No. 1480. 9” lace porce. 
lain figurine in her first 
party dress. Child’s 
face. White net and 
lace dress. Gold edg. 
ing. Lace hanky. $25.00 
wholesale. 


Miniature 2%4” ring 
boxes. 3 shapes. 6 de- 
signs. Pink, blue, 
green. $2.00 each. 





California Heirlooms 


in new metallic glazes! 


No. 1518, 1114” tall bud vase, 
$30 doz. No. 1559, 8” vase, $30 
doz. Ne. 1544, 9144” square tall 
flower vase, $36 doz. No. 1528, 
71%” diam. stilted flared bowl, 
$24 doz. Write for catalog of 
complete line. 








SHOWROOMS: tise & Edgar A. Ball, 1543 Mdse. Mart, Chicago 
54, Ill. Josephine Vaughn, 603 Brack Shops, 527 West 7th St., Los 


Angeles. 


-—-HEIRLOOMS of TOMORROW- - 


Manhattan Beach, Calif. 


3601 Aviation Blvd. 





Make EXTRA PROFITS in 1952... 


| 
With California's Outstanding Gift Lines! 1 
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Exotic “Siva”’ 
by Harper Pottery 


A Cambodian Dancer glazed in lime, white, or 
chartreuse. Trimmed in 24 karat gold. Seated on 
a black planter base. 1314,” high. $60.00 doz. pcs. 


Our complete lines are on display at 
major Gift Shows. Write for Catalog. 








1105 Brack Shops — 527 West 7th Street — Los Angeles 
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GIFT AND JEWELRY Items 














This ''Butalite’ lighter using 
butane fuel is made in 3 fin- 
ishes: chrome, to be retailed 
at $5.75; silver, $8.50: and 
gold plate, $12.50. From B. B. 
Pen Company, Inc., 6245 Santa 
Monica Boulevard, Hollywood. 








Hand-wrought sterling silver flatware in the new Arcadia 
pattern, developed on simple lines with deep arch-curve; 
has won several design awards; 6-piece setting, $48 retail. 
From Lewis A. Wise, 7421 Varna Ave., N. Hollywood. 
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This Ironstone dinnerware with embossed maple leaf design 
is made with white leaf on white (starter set retails at 
$12.95) or on celadon green ($14.95); also matching acces- 
sories. By B. J. Brock & Co., 4513 West 153rd St., Lawndale. 





Bavarian after-dinner set in silver luster and silver 
trim; 6 designs, such colors as black, maroon, cobalt 
blue, white; sold separately for $62.50 retail for 29-pc. 
set. By Bloomfield Products, 527 West 7th St., L.A. 





Demitasse cups and saucers in Bavarian china available in 
red, green, or black background with gold detailing. The de- 
sign at left retails at $5.50; Watteau design at right, for $5. 
From Amverian Bravo Co., 7815 Beverly Boulevard, L.A. 
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California 


GIFT AND JEWELRY Items 











“Monday's Child" is one of a 
series of seven baby spoons 
fully sculptured in sterling, 
to retai! for $18 each. Cre- 
ated by Ruser Jewels, 300 N. 
Rodeo Drive, Beverly Hills. 
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Sterling silver dog-tags for the girl he 
leaves behind; space for engraving name 
and serial number; also service insignia. 
Bracelet retails at $3; necklace at $4. 
From Jack Martin, 527 W. Seventh St., L.A. 
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“Encanto Nuevo" in Franciscan china in color lined in 
white-sandalwood, birchbark grey, spruce green, willow 
green, and teak: introductory retail, 5-pc. set, $13.75. 
By Gladding, McBean & Co., 2901 Los Feliz Blvd., L.A. 





Two in a large collection of reproductions of 
antique apothecary jars, hand decorated with 
gold trim. Retails at $17 in 6" diameter; 4!/" 
size, $10. From J. Vaughn, Brack Shops, L.A 





“Spoon Hearts" are available in white, cream, or apple 
green with strawberry, cherry, vegetable, or floral de- 
signs. Promotionally priced at $6 a dozen and distributed 
by Pryor & Compeny. 527 W. Soventh Street, Los Angeles. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Looking toward the front from the 
gift and crystal section. Note how 
the counter helps departmentalize 
the store. The tables at the right 
are used to create place settings. 


by BETTY WYATT 


Below: only sheer traverse drapes 
and a change in floor texture sepa- 
rate window display area from the 
store proper. Hence, customers step 
directly into the shop to examine 
items on display. Charles Service, 
bottom, shows bride-to-be Nancy 
Fogg how china will look at home. 





oordinated Selling Stars China-Glass-Silver 


. 

° W ies I FIRST CAME to this country with 
Wedgwood, nearly 50 years ago, only five or six homes 
in a thousand had china services but after 20 years of 
national advertising in the trade and consumer papers, 
and the tremendous strides made by the china producers 
in this country, every young girl feels she really needs 
china to keep house. It’s a tremendous thing. And, it is 
important that the store owner or buyer of china realize 
that it is the young girls who will be his customers— 
not their mothers and grandmothers. These teenage cus- 
tomers have very definite opinions—don’t fool yourself 
that they don't.” That’s Charles R. Service speaking. 
head of the china and crystal firm bearing his name 
which is associated with J. Herbert Hall, Pasadena, Cali- 
fornia, jewelry firm. 














Hall’s, one of the pioneer Southern California jewelers, 
has long been known for its excellent silver department. 
In 1945, at the close of World War II. at the instigation 
of the late J. Herbert Hall, Charles Service joined the 
firm, merging his own china and crystal shop which had 
been established across the street from Hall’s jewelry 
store for many years with that firm. At the time he moved 
into cases that “had been denuded of silver by World 
War II. However, it soon became apparent that enlarged 
quarters were the only solution to the problem created 
by the rapidly growing china and glass demand.” The 
answer was found by the creation of a completely new 
shop. an entity in itself, which is immediately adjacent 
to the Hall Company on the east and linked to it by an 
open archway at the back of the china shop which opens 
into the Hall Company just forward of the silver section. 





(Please turn to next page) 
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Increase Your Watch-Band Sales 50% 


With the new TRAY-MASTER — takes all 
brands, all sizes—Men's and Ladies’ Together! 


This long-lasting display accessory will boost sales imme- 
diately. Results prove it is worth much more—You can’t 
afford to be without them. 


SPECIAL OFFER—oOne TRAY-MASTER 

at no charge when you purchase an assortment of Bretton 
Watch Bands (ai wholesale). You select the bands. Ask 
your wholesaler, or order direct. If ordering direct include 
name of your wholesaler. 


JANUARY SPECIAL—with purchase of 
6 trays you get an ATOMIC 
WATERPROOF CASE OPENER 
at no charge. 










Se ll A eee 6 ee ee, 


TRAYS ONLY 
$6.95 EACH 


H.L. MFG. CO. 


356 American Avenue 


Long Beach, California All prices F.O.B. 

















Pixie Scatterpins in Sterling Silver with 
wings in colorful Abalone Pearl! 


Ky. Modeled 
| by 

hand— 
colored 
by 
Nature! 

gsr 30% <= 
Sterling 18° doz. 


Earrings 
to match 





Approximately actual size 


The pixie is but one of many eye-catching creations of 
La Jolla del Mar Jewelry. The iridescent inner shell of 
the red abalone, perhaps the most colorful jewelry stone 
known, is combined with sterling silver to form these 
outstanding pieces. 


WRITE for complete folder 
on La Jolla del Mar Jewelry! 


6 See us at 
Hl Koyal Cathay the Gift Shows! 

San Francisco 
i TRADING C8 Feb. 3-6 


Seattle 
Feb. 17-21 
Los Angeles 
Jan. 20-25 


Denver 
Mar. 2-5 


433 Grant Avenue 
San Francisco 8, California 
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The smoothly coordinated sales program of the twy 
divisions could well serve as a model of departmentalized 
selling. When a customer has completed her shopping 
in the silver department which is headed by Franz Christ. 
ensen, she is asked if she has selected her china pattern 
as yet and if she expresses an interest, she is escorted to 
the china section where she is introduced to Service o; 
one of his assistants. Conversely when a bride-to-be has 
selected her china, she may be taken back to meet Christ. 
ensen to talk about her silver. To further point up the 
tie between appropriate silver, china, and crystal, a full 
size dining table is set up in the center of the silver de. 
partment. Each department has learned that the other 
helps increase his sales rather than that the two com. 
pete for the same dollar. Fine china and sterling are not 
competitive but rather companion products, each call. 
ing for the other. 

Service brings a rich background to the aid of his 
customers. He, as his father before him, has spent his life 
in the fine china business. He first came to this country 
from England back near the turn of the century to repre. 
sent Wedgwood. 

The domestic china business at that time was still some. 
what in its infancy, and Service through his long work 
in the field is one of the persons most instrumental in 
helping it grow. Several years ago he switched the em- 
phasis of his work from the manufacturing and distribv- 
tion level to retailing and for many years operated a 
specialty shop before joining the Hall organization. 

His formula for the successful retailing of china would 
be an excellent rule of thumb for any retail business. 


RIGHT MERCHANDISE FIRST CONSIDERATION 


“First, it is essential to have the right merchandise. 
This means the right merchandise for your particular 
customer—or the person whom you wish to make your 
customer. This means finding out something about the 
persons with whom you wish to do business—How do 
they live? What sort of things do they like for their 
home? All that sort of thing. We have found the right 
merchandise for our shop in this community to include 
patterns from Minton, Royal Doulton, Cauldon, Wedg- 
wood and Spode, to list our imports, and Lenox, Castle- 
ton, Franciscan and Flintridge—the latter two, of course, 
are made right here in Southern California. 

“Secondly, you have to have the right location—and 
again this means the right location for your particular 
customer. 

“Then last, you must have an attractive method of 
showing the merchandise so that you can make the most 
of your first two points. We think we have solved our 
problem of display very well—right now we have 75 
china patterns on the floor of this little shop, plus crystal 
and giftwares but there is never any cluttered feeling. In 
addition, we have access to 75 silver patterns through 
Hall’s silver department.” 

Speaking further of his merchandising theories, Mr. 
Hall said, “We try to be as hospitable here in the store a8 
if we were at home and we stay as far away from “pres- 
sure” as possible. Our aim is to find out what sort of 
thing attracts our customer. Many have pretty definite 
ideas before they come in to see us. They study the home 
magazines carefully and know what they want. For the 
customer who has no background in chinaware, we try 
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to help her by telling her a little bit about how it’s made, 
who makes it, and enough to reassure her that her taste 
in selecting china for her home is right. We try to make 
them feel that we are here to be of help but that the selec- 
tion is their own privilege. 

“We don’t tell them—‘this is our biggest seller’ or 
otherwise influence their own preference. After all, pur- 
chase of china is no more to be rushed into than silver 

. or a home. The customer must like it for she is 
going to live with it all her life; it must be right. They 
can change their wallpaper or buy a new car, but china, 
crystal and silver are life-long servants.” 

“We have noted for some time that young girls will 
start their silver before they are even engaged, but most 
of them, in the past, didn’t start their china until the 
wedding was near or even after marriage. Now that we 
have our registry service in china and crystal as well as 
silver, we have found many girls anxious to go ahead on 
these items too. The idea is spreading very rapidly with 
the girls here in our town. 


BRIDES ‘HAVES’ AND ‘HAVE NOTS’ LISTED 

“We have found what we believe is a perfect system 
of registration for brides—or eventual brides to be. We 
also keep the groom’s name for cross reference because 
that is the name for which many of our customers will 
ask and, of course, that is the name under which the 
young couples will complete their services for anniver- 
saries, etc. We list both their wants and what they have. 

“This card file is kept right beside the telephone file 
along with our inventory report. This inventory check 
is always kept right up to the minute on store merchan- 
dise and is posted up-to-date each morning on the basis 
of the preceding day’s sales. As a result of this daily 
posting, you would be amazed at the number of sales 
we can complete successfully by phone alone. We have 
a policy of courtesy charge accounts for those phoning in 
for a gift for a bride. We think it speaks well for our 
store and our customers here in Pasadena that never have 
we had anyone let us down yet. 

“The fact that we have two front doors, one from the 
street at the front of the store and this one here at the 
back where we enter the Hall Company, gives us two 
sales approaches. If a young customer has been selecting 
her silver, which you will note is the section just to the 
right through the archway, Mr. Christensen or one of 
his salesgirls will escort the customer to our department 
and see that she is introduced to one of us. She is then 
permitted to stroll through the department and study the 
various patterns shown at will. This is true for all our 
customers. First we let them look over the various pat- 
terns on display—they are all out here in plain view— 
and we listen carefully. When she expresses a preference, 
we set up a sample arrangement on one of these tables 
using her previously selected silver, and an appropriate 
crystal pattern to complete the setting. Flowers are kept 
on these tables at all times, of course, to duplicate as 
nearly as possible the table arrangement she will use in 
her home. We started this ‘sales technique’ last May, and 
it has worked very successfully. 

“For the customer who comes directly to us through the 
front door, we follow the same procedure, asking her if 
she has selected her silver and what the pattern is. We 
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then send back to the silver department for the place 
setting wanted and proceed along the regular lines. 

“Often, in fact in most cases, she may want to compare 
two patterns and we set them up on opposite sides of the 
table. The mirrors placed as they are, double the effec- 
tiveness of the place settings, and what is most important 
in our small area, save us valuable space. 

“I think you might say, that as nearly as possible, we 
let the customer sell herself and make it as easy as possi- 
ble for her to do so. 

“Many times a girl will come in several times before 
making a decision. She will bring in her friends from 
school, her parents, and often her fiance. This is an 
important decision for her, and we encourage the feeling 
of its importance and the fact that she is selecting her heir- 
looms. I think the fact that we are 50 per cent ahead of 
last year’s sales will prove the effective success of our 
methods and our new store.” 





‘Waste Window’ Becomes a Feature 
For Sterling Displays 


After his Mobile, Alabama, jewelry store was re- 
modeled, Philip Gabriel, head of Gabriel’s found he had 
a “waste window’ directly to the left of the store’s en- 
trance. Here a single pane of glass, 214 x 8 feet, provided 
only a narrow “slot” through which passersby could see 
the store interior. After studying the matter, Mr. Gabriel 
felt that the window space could be best utilized for the 
display of jewelry items which require close scrutiny— 
sterling flatware, for example. 








Gabriel with unique panel for displaying sterling flatware. 


He then constructed a unique panel display fixture 
which fitted perfectly into the narrow vertical window. 
Now, every day he removes the panel display to change 
the sterling flatware patterns. There are four tiers of trays 
on the face, which show 16 to 20 patterns of flatware 
against a black velvet background. Moreover, Mr. Gabriel 
pointed out, the entire panel is light enough that it can 
be easily lifted out by any member of the store staff. 

He doesn’t feel that changing his patterns is done too 
often inasmuch as the store is located on a major shop- 
ping street. He has found that people who have passed 
only the day before will stop for another examination of 
different patterns. 
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METAL OUTLOOK FOR JEWELRY GROWS DIMMER. Defens~ Production Administrator Fleisch- 
mann announced in mid-December that first-half 1952 defense needs, particularly 
for copper and aluminum, will be greater than had been expected. This meant 
that jewelry manufacturers got only about 980,000 pounds of copper for the 
first quarter of 1952 as compared with an allotment of 2,700,000 pounds for 
the fourth quarter of 1951. NPA intends to trim this scant 1952 first quarter 
allowance still further. No estimate of the probable cutback was available at 
this writing but some officials stated that it might be as much as 90,000 lbs. 
Materials supply picture for jewelry production as of Dec. 21 stands about as 
follows: 


BRASS. Since this is an alloy of sharply-restricted copper and hard-to-get 
Zinc, the supply situation for this basic jewelry metal is long since acute. 


STEEL. NPA is inclined to be lenient with supplemental allocation to the 
jewelry industry if it can be used in place of copper. Not likely to be 
any cut in the present 50 per cent steel rate for production of appliances 
and similar types of jewelry stocks. Manufacture of these items is likely 
to be curtailed by shortages of nickel for plating or functional use. 


NICKEL. The use of nickel is out for all practical working purposes since it 
is permitted only for specific functional uses. 


SILVER. Still unregulated and in ample supply. Jewelers filling in stocks of 
costume jewelry depleted during Christmas sales will find the higher-priced 
gold plate on sterling of World War II back in the picture again. 


ALUMINUM. Already severely cut back, allotments will be trimmed more in 
second and third quarters of 1952. Supply may begin to ease for jewelry 
use by the last quarter. 


WHITE METAL. Use of tin, its major component is specifically banned by NPA. 
While lead and zinc, sometimes used with other metals as a white metal 
substitute, are not banned, both are in short supply and under rigid 
restrictions. 


NEMJ&SA PROTESTS NPA "DEATH SENTENCE". Representatives of the New England Manu- 
facturing Jewelers' & Silversmiths' Association as well as Mayor Reynolds of 
Providence and Mayor Brennan of Attleboro met with NPA officials in Washington 
on Dec. 3 to protest the NPA's 1952 allocation of copper. After teing presented 
with the problems facing the industry, Manly Fleischmann appointed a "task com- 
mittee" composed of representatives of government defense and other agencies to 
improve the industry's position in defense work and work out some type of "liv- 
able" metals allocation. 
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JIC RING PROMOTION. According to A. E. Haase, president, the Jewelry Industry 
Council expects to be able to release a planned year—'round sales program for 
stone, Signet and emblem rings to retail jeweler-members around March 1. An 
agreement has been reached on details and plans for a sixteen—page booklet on 
the romance of rings and birthstones to be printed in full color. This booklet 
will be distributed to the public through the retail jeweler. 


WATCH CASE MFRS. ASK METAL CONSERVATION BY EUROPEAN COUNTRIES. The Watch Case 
Mfrs. Industry Advisory Committee on Dec. 14 recommended to NPA that friendly 
European countries be urged to adopt metal conservation controls similar to 
those imposed on American economy. The manufacturers complained that added to 
the normal price advantage enjoyed by some countries because of low labor costs 
was the arbitrary advantage of free use of materials on which the American 
industry is now restricted both as to quantity and end-use. 


WATCH TARIFF DECISION STILL HANGING FIRE. Present prospect is that there is little 
chance of any announcement on this question before February, at the earliest. 
Tariff Commission's own investigation started after last summer's hearing is in 
its final stages. Reliable sources indicate that the pending report could go to 
the President by mid-January, but that a later date is more likely. White House 
would have 60 days in which to reach a decision. 


THOSE PX PROBLEMS AGAIN. Plans of the military services to expand their post 
exchange facilities and growing reports that the service stores are not operat-— 
ing strictly on the agreement reached after postwar Congressional investigation 
limiting special order services, restricting the types of items handled, etc., 
has breught about the appointment of a subcommittee by the Central Council of 
National Retail Associations to look into the matter. The committee will sur- 
vey the current PX picture to determine if the agreement is being violated and 
make a report with recommendations -—- if needed. 


NPA PROPOSES SELENIUM ALLOCATION PLAN TO GLASS INDUSTRY. A proposed system of allo- 
cating selenium and a proposal to limit the use of fluorspar in making handmade 
glass was presented to the Handmade Stem, Table and Art Glassware Industry Ad- 
visory Committee on Dec. 11. The selenium allocation proposal would require 
that glass makers report their current monthly needs for the metal, their plan- 
ned monthly glass—making schedules, plus their use of selenium in making glass 
during the first six months of 1950 which would represent a base period of 
selenium use which they could not exceed. The committee endorsed the proposals 
but asked that NPA give consideration to the seasonal demands of the trade in 


the allocation of selenium. 


AND ON TAXES. It's no secret that a new bid for a still larger slice of John Q. 
Public's purchasing power is about to be made. President is expected to make 
known his demands for new and higher federal taxes within the next few weeks. 
Extent of forthcoming demands and what shape they will take is so far covered 


by a discreet silence. 


NEW POSTAL RATES. Postal rate changes which began with higher parcel post fees 
will continue to hit the advertiser and merchandise shipper this year at in- 
tervals until July 1. New rates affect post cards, books and catalogs, and 
all classes of mailings. Increases in second class mailing rates (on paid 
circulation magazines) will be instituted in the early part of 1952. 
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FARL H. HILL, OUTSTANDING 
WATCHMAKER OF ALHAMBRA, CALIF., SAYS, 








Re 


141 West MAIN STREET ALHAMBRA, CaLiraoRNia 
Room No. 4 ATcantic 89-1698 
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a2 
a February 20, 1951. 
, a C. & E. Marshall Co. 
a 1445 ‘Yest Jackson Blvd. 
= Chicago 80, Ill. 


LIKES 
GREATER 
COVERAGE 


WIPES, 


Mire Jack Marshall 


AACS WE 


‘ 8 
y'f4i, 


Dear Sir: 


I have been useing your Add-4-Unit Systems from the time they 
were first introduced,in fact,I was one of the first in this 
area to obtain the entire system. However, I havs neglected 
telling you how very mich I have enjoyed useing theme 


Ve Et 


The most outstanding feature, I think, is the impossibility of 
duplicating material, which allows the capital investment a far 
greater coverage of the many makes and models of watches in use 





WR rlht nae ye ke 


ie todaye 
== Next, I beleive, is the flexibility of the Systems. They can be 
79 expanded to fulfill my every requirement, without the addition 
es of more bottles or cabinet space. 

te I have saved quite a few dollars in time and material thru your 
= vackaging ideae I have, like most watchmakers,had the misfortune 
ae of dropping a bottle of material, then snending a lot of time 
se. gathering up the scattered parts, and never finding all of then, 
Le then going to the trouble of obtaining a new bottle. With your 
I new System.an accident of that kind cannot happen. 

4 
13 There are so many good features about the Add-A-Unit Systems, I 
Tag could write several pages expounding all of them, and telling 
: ae you how enthusiastic I am about this wonderful new way of stocke- 
<a ing watch material. 


— Thanking you for your time, and please allow me to complimont 
Mr. Hill is shown below seated : you for a job well done. 

at his work bench. Behind him e 
is his complete set of Marshall 


Add-A-Unit Systems. FS : eee truly, . 
ame oS ; . Ja 








You can get a Combined Swiss Staff & Stem 
System for as little as $17.50. This system con- 
tains 48 staffs and 48 stems which have 2000 
REPAIR POSSIBILITIES. A lifetime system— 
guaranteed never to become obsolete —all 
contained in a 2-drawer steel cabinet. Write 
today for complete details on this and other 
Marshall Add-A-Unit Systems. 





¢ & 7 MARSHALL CO DEPT. J, BOX 7737, CHICAGO 80, ILL. 
e e @ Branches And Distributors in Principal Cities Throughout The U.S.A. 
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Outlook for Jewelry Manufacture in 52 
Grows Dark as NPA Tightens Metal Supply 


Paraphrasing a well-known radio com- 
mentator, “There’s bad news tonight .. .”, 
for those manufacturers of jewelry store 
items which require important percentages 
of strategic metals. 

This is also to say that the immediate 
outlook for copper based jewelry is dark. 
The situation, described to THE JEWELERS’ 
CIRCULAR-KEYSTONE a few weeks ago by 
a control official as “lousy,” has taken a 
turn for the worse. How much worse 1s 
anyones guess. 

Defense Production Administrator 
Fleischmann announced in mid-December 
that first-half 1952 defense needs, partic- 
ularly for copper and aluminum, will be 
greater than had been expected. This 
meant, he declared, that the supply in- 
tended for civilian type production is in 
for another trimming. 

This is a particularly hard blow for 
manufacturers of jewelry. For working 
purposes, the National Production Authority 
had already divided consumer hard goods 
into two categories—the more essential and 
the less essential. 

For first quarter 1952, industries in the 
more essential group were generally al- 
lotted about one-third of the copper and 
aluminum which they used during their 
base period. But jewelry and other in- 
dustries in the less essential classification 
were cut back to as little as 10 per cent 
of copper and 20 per cent of aluminum. 


COPPER ALLOCATIONS CUT 


This meant that the jewelry manufac- 
turers got only about 980,000 pounds of 
copper for first quarter 1952 as compared 
with an allotment of 2,700,000 pounds for 
the fourth quarter 1951. It is now the 
intention of NPA to trim this scant allow- 
ance still further despite protests by the 
industry and its trade associations to NPA 
and Congress. No estimate of the probable 
cutback was available in late December. 
But some officials would not be surprised 
if it were as much as 90,000 pounds. 

Industry says that this will amount to 
putting many firms out of business. Some 
were reported to NPA as already past the 
break-even point. Unlike during World 
War II, jewelry manufacturers are reported 
as running into trouble in getting subcon- 
tracts for defense goods. In any event, 
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this adds up to less or no jewelry produc- 
tion by the squeezed firms. * 

The materials supply picture for jewelry 
production is currently about as follows; 
keeping in mind that sudden developments 
often change a picture overnight: 

Steel—This metal has been relatively 
unimportant to the industry for jewelry as 
such although efforts are being made to 
adapt it. NPA is inclined to be lenient 
with supplemental allocations to the in- 
dustry if it can be used in place of copper. 
There is not likely to be much, if any, cut 
in the present 50 per cent steel rate for 
production of appliances and similar types 
of jewelry stocks (except stainless). But 
manufacture of these is likely to be de- 
layed by shortages of nickel for plating 
or functional use. 

White metal—Use of tin, its major 
component, is specifically banned by NPA 
M-8. While lead and zinc, sometimes used 
with other metals as a white metal sub- 
stitute, is not banned, both are in short 
supply and under rigid overall restrictions. 

Nickel—Nickel use is out for all prac- 
tical working purposes since it is permitted 
only for specific functional uses. 

Silver—Still unregulated and in ample 
supply. But its use calls for many read- 
justments and tends to put jewelry items 
in the higher price brackets. 

Aluminum—Already severely cut back, 
allotments are certain to be trimmed still 
more for the second quarter and the scar- 
city carried over into the third quarter. 
Supply may begin to ease for jewelry by 
the last quarter, if this is not too late. 

Brass—Since this is an alloy of sharply 
restricted copper and hard-to-get zinc, the 
supply situation for this basic jewelry metal 
is long since acute. 

In many related jewelry lines, the out- 
look is not much better. All types of house- 
wares and appliances, for instance, from 
coffee urns to refrigerators “will feel the 
pinch of defense rearmament more directly 
than at any time since Korea” over the 
next six months and possibly all of 1952. 
It is summed up neatly by Harry J. 
Holbrook, director of NPA’s consumer 
durable goods division, who told THe 
JEWELERS’ CriRCULAR-KEYSTONE that: 

“Materials used to manufacture bright 
and shiny items that would otherwise be 





JIC to Launch Year-Round 
Ring Promotion in March 


The Jewelry Industry Council, according 
to present plans, expects to be able to 
release a year-round sales program for 
stone, signet and emblem rings for men, 
women and children to retail jewelers 
throughout the country by March Ist. An 
announcement to this effect has been made 
by the Council’s President, Albert E. Haase. 

This announcement, Mr. Haase states, 
has been made possible because agreement 
has now been reached on details and plans 
for a central feature of the sales program— 
a sixteen-page booklet on the romance of 
rings and birthstones to be printed in full 
colors and to be made available to the 
American public through retail jewelry 
stores under the imprint of jewelry re- 
tailers. 

Under this program, as approved by the 
Council’s Steering Committee of Ring 
Manufacturers and Stone Dealers, retailers, 
in addition to the booklet for consumer 
distribution, will be supplied with specific 
plans for increasing stone, signet and. em- 
blem ring sales through newspaper, radio, 
direct-mail, window and in-store adver- 
tising. 

Also, under this program, the Council 
will carry on an increased publicity cam- 
paign on behalf of stone, signet and emblem 
rings to the public. 

Members of the Council’s Steering Com- 
mittee for its Year-Round Ring Sales Pro- 
gram are: Leonard Shiman, Shiman Mfg. 
Co., chairman; N. Anitole, Ostby & Barton; 
Mel Benstock, Benstock Ring Co.; Stanley 
Church, Church & Co.; Leo Davidson, 
Davidson & Sons; Al Foss, Baden & Foss; 
Maurice H. Fried, Star Ring Mfg. Co.; 
Buster Goodman, I. B. Goodman; Fred K. 
Hahn, Helm & Hahn: E. B. Kartzmer, 
Stern & Stern; Fred White, J. J. White 
Mfg. Co.; Robert L. Dreher, Dreher Bros. 
& Wider; James A. Drilling, James A. 
Drilling Co., Inc.; George Heller, Heller- 
Hope Co.; Andrew B. Heinzman, H. R. 
Benedict & Sons, Inc.; Edward Lembeck, 
Lembeck & Bros.; and Anthony Mastaloni, 
Anthony Mastaloni & Co. 





on the shelves of America’s jewelry and 

other retail stores will be diverted this 

year in greater quantities for the nation’s 

defense requirements. As aircraft produc- 

tion soars and the output of other defense 

items is stepped up, more aluminum, cop- 
(Please turn to page 168) 
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Post Card Price Doubled 
By New Postal Rate Hikes 


Postal-rate changes, which began with 
higher parcel post fees, will continue to 
hit the advertiser and merchandise shipper 
this year at intervals until July 1. 

On January 1, postal cards rose in price 
to two cents, with a surcharge of 10 per 
cent imposed when cards are sold in lots 
of 50 or more. On the same date, the 
charge for private mailing of post cards 
became two cents each, and special-delivery 
fees on first-class mail became 20 cents 
for matter weighing no more than two 
pounds. 

Also on January 1, a rate of two cents 
for the first two ounces and one and one- 
half cents for each additional two ounces 
became effective on books and catalogs 
containing 24 pages or more. These third- 
class mail fees affect business houses not 
using bulk-rate privileges in distributing 
advertising matter. 

Books and catalogs having at least 24 
pages will be subjected to a new mailing 
rate, effective July 1, of 10 cents per 
pound, with a minimum charge of one and 
one-half cents per piece. This rate applies 
only to permit holders mailing not less than 
20 pounds or at least 200 identical pieces 
of printed data. 

Sandwiched between the January 1-Julyl 
dates is a 10 per cent rise in second-class 
mail rates, applicable on and after April 1, 
for matter distributed outside the country 
of publication. Postage on each individual 
addressed copy cannot be less than one- 
eighth of one cent. 

Look*-g back to October 1, when in- 
creased parcel post rates became effective, 
it is plain to see why Post Office Depart- 
ment expects these charges to yield more 
than $100,000,000 per year. Fourth-class 
rates for the first pound went up from 
10 to 15 cents on local shipments, while 
there was a similar 50 per cent increase 
in eighth-zone charges. The actual rise 
was from 18 to 27 cents. 

Five-pound rates now range from 20 
cents local to 83 cents, eighth zone: 20- 
pound rates from 39 cents to $2.93: and 
70-pound rates from $1.02 to $9.93. Pre- 
viously the five-pound rate started at 14 
cents, the 20-pound rate at 27 cents, and 
the 70-pound at 64 cents. 

Although there was no rate change for 
fourth-class or parcel post items after 
October 1, a weight and size limitation on 
shipments between first-class post offices 
was imposed on January 1. There are many 
exceptions listed, but in general this order 
reduced combined length and girth of 
parcels to 72 inches and weight to not 
more than 40 pounds in local, first, or 
second zones. For other zones, the maxi- 
mum weight is 20 pounds. 





Expansion of PX Facilities 
Planned by Military Services 


Plans of the military services to expand 
their post exchange facilities, as outlined 
to Congress during last year’s hearings on 
defense and foreign aid programs, in them- 
selves bring no joy to retail jewelers. 
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A JIC SERVICE 





Typical of the nation-wide publicity 
which the Jewelry Industry Council has 
been so highly successful in getting before 
consumers is this striking fashion photo- 
graph. This shot is but one of the many 
fashion photographs and publicity releases 
which Martha Percilla, JIC Fashion Di- 
rector, distributed recently to publications 
throughout the nation. 

Main purpose of all the publicity was 
to interest customers in jewelry store mer- 
chandise during the all-important Christmas 
shopping season. 

The earrings necklace and_ bracelet 
shown above are by Maurice Spain and 
Son. The ring is by J. R. Wood & Sons, Inc. 





Adding to the woes of retailers of those 
items which are also stocked by ships’ 
stores and post exchanges, are the growing 
reports that the services are not sticking 
strictly to the letter and spirit of an agree- 
ment reached after a Congressional post- 
war investigation. At the time, it was 
agreed to limit special order services, re- 
strict the types of items handled, and to 
place a reasonable price limit of jewelry 
and related items to be stocked. 

The Central Council of National Retail 
Associations has made a move to look into 
the matter. It has appointed a subcom- 
mittee to make a survey of the current 
PX picture, to determine if the agreement 
is being violated in any way, and to make 
a report with recommendations—if needed. 





Metal Supply Tightens 

(From page 167) 
per, brass, stainless steel and other ma- 
terials must be diverted from the civilian 
industries to the military. 

“This trend will not be altered until late 
in 1952 when some new steel and alumi- 
num facilities will come into production. 

“All of this adds up to lower production 
of metal-using consumer goods although 
the full effect may not be felt at once 
because of factory stocks in some lines. 
Later on, dealers (retailers) may have to 
wait longer for factory shipments and some 
types, models and sizes may be dropped 
altogether.” 








Decision on Watch Tariff 
Not Likely Until February 


The present prospect is that there is 
little chance of any announcement before 
February, at the earliest, of the result of 
the Tariff Commission’s hearing and in. 
vestigation into the question of changes in 
present tariffs on imported Swiss watches 
and movements. 

One reason is that unless the Commis. 
sion dismisses the request by the American 
watch manufacturers for tariff modifica. 
tion as unjustified, which is believed yp. 
likely, any announcement of the Commis. 
sion’s action would normally come from 
the White House. The Commission holds 
that its work is not completed until] the 
results are announced from the White 
House and is therefore classified informa. 
tion. 

However, THE JEWELERS’ Crrcurar-Kpy. 
STONE has learned that the Commission’s 
own investigation, started after the hear. 
ing last summer, is in its final stages, 
While there are a few loose ends to be 
tied in, the Commission staff has been 
working for the past month on the pre- 
liminary report which goes to the Com. 
mission for study and analysis. 

Assuming that the request for tariff 
modification would not be dismissed, re- 
liable sources indicate that the pending 
report could go to the President by mid- 
January but that a later date is more likely. 
Such action would follow one of two 
courses—either a report without recom- 
mendation or one with recommendation as 
to specific type of escape action found to 
be needed. In either case, the White 
House would have 60 days in which to 
reach a decision. 


—— eee 


Truman's Demand for New Taxes 
Expected by Mid-January 


Within the next few weeks (probably by 
January 15), President Truman is expected 
to make known his specific demands for 
new and higher federal taxes. 

Both Mr. Truman and John W. Snyder, 
Secretary of the Treasury, have thus far 
maintained a discreet silence as to the 
extent of their forthcoming demands for 
more federal spending money. 

However, there is no secret that a new 
bid for a still larger slice of John Q. 
Public’s purchasing power is about to be 
made. Mr. Truman made this clear only 
a few weeks ago in a statement issued in 
connection with his approval of the $5,000,- 
000,000 tax bill passed by Congress in 
November. 

“T shall urge the Congress at its next 
session to give major attention to legisla- 
tion improving our tax laws,” Mr. Truman 
stated at that time. 

It is believed in some government circles 
that the White House will ask Congress 
to close some of the so-called loopholes in 
the present tax law. The depletion allow- 
ance fixed for a number of mining indus- 
tries probably will be singled out for as- 
sault by the Administration. In addition, 
you can look for another request for fed- 
eral withhoulding of dividend taxes. 
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Alumni Association Formed at 
Bulova School of Watchmaking 


As a result of the recent assembly of 
past graduates for the fifth anniversary 
of the first graduation at the Joseph 
Bulova School of Watchmaking, Woodside, 
Long Island, N. Y., the graduates, by 
unanimous action, organized the Bulova 
School’s first alumni association. 

The purpose of this association is to 
establish and maintain a closer relation- 
ship between graduates, students of the 
school, the school and the Bulova Watch 
Co., and to provide a permanent means 
by which mutually beneficial cooperative 
efforts can be implemented between the 
graduates and school. 


EUGENE DORROH 


President of new 
Alumni Association 





In addition to the above, the associa- 
tion plans to establish and maintain a 
service to keep the alumni informed of 
technical developments, business trends, 
employment opportunities, successful busi- 
ness hints, and public relations practices 
pertinent to the watch and jewelry in- 
dustry. 

Membership will be confined to past 
graduates of the school, and to those for- 
mer students who have completed the 
majority of their training and who left 
the school in good standing and who are 
currently employed in watchmaking or 
employed in a business or occupation per- 
taining to the training they received at 
the school. 

Officers of the new association are as 
follows: President, Eugene Dorroh, Jack- 
son Heights; Vice President, Leonard Day, 
Niagara Falls; Treasurer, Paul Tylowski, 
Sharon, Pa.; Secretary, Nicholas Curto, 
Red Bank, N. J., and Assistant Secretary, 
James Zampino, Harrington Park, N. J. 





Binghamton Jeweler Abandons 
Fight for Auction Resumption 


A Court Street jewelry concern in 
Binghamton, N. Y., abandoned on Novem- 
ber 27th its court attempt to force the 
City of Binghamton to permit resumption 
of a jewelry auction at the store. Noti- 
fication of the withdrawal was made by 
the jewelry firm’s counsel. 

The jewelry store conducted an auction 
during the first ten days of November 
under a license granted by the Binghamton 
City Council. The original license had 
been for 30 days. 

The City Council cut the time of the 
license to ten days on November 5th after 
hearing protests by other jewelers and 
representatives of the Retail Merchants 
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Council of the Binghamton Chamber of 
Commerce. 

According to Corporation Counsel, the 
ten-day period represented a compromise 
agreed upon by the Court Street jewelry 
firm and the auction critics. 

However, the attorney for the Court 
Street jewelers later obtained from the 
court an order directing city officials to 
show cause why the firm he represented 
should not be permitted to operate the 
auction for another 20 days. 

On November 20th the court scheduled 
the hearing for December 5th and denied 
a request by the jewelry store to operate 
the auction pending the hearing. 

The critics of the auction contended 
that the store had violated the spirit and 
letter of a city ordinance by bringing 
large quantities of stock into the city 
especially for sale at the auction. 

They said the auction was harmful to 
other jewelers and to the public. Counsel 
for the Court Street jewelry firm denied 
these charges. 

Among the jewelers who protested the 
auction were: Kenneth I. Van Cott. Van 
Cott Jeweler; Arthur Fox, Callan-Major. 
Inc.; Edwin A. Tomassi, Tomassi & Sons: 
Morris Balin, Balin’s Jewelers: C. E. 
Rinker, wholesale jeweler, and Samuel 
Cohen. Allen’s Jewelry & Sport Shop. 


Gillmann Retires After 43 
Years in Clock Sales Work 


Charles J. Gillmann, who for over 43 
years has been associated in various offi- 
cial sales capacities with Westclox and 
Seth Thomas Clocks, will retire from active 
duty the first of this month. He has been 
connected with the latter firm since 1945. 

“Charlie,” as he is familiarly known in 
the trade, is often referred to as the 
“dean” of the clock sales fraternity. He 
has traveled widely and has an intimate 





ROYAL ESCORT 





Paul Wooton, Washington member of the 
Chilton (Jewelers' Circular-Keystone) Edi- 
torial Board, stole a march on waiting 
officialdom when Princess Elizabeth and 
Phillip, Duke of Edinburgh, visited the na- 
tion's capital recently. It was his pleasant 
duty to escort the royal couple to a recep- 
tion at the Hotel Statler where they met 
the Washington press corps. In addition to 
heading the committee that arranged the 
affair, Mr. Wooton acted as master of 
ceremonies at the press conference and in- 
troduced the Princess to members of the 
fourth estate. 

















knowledge of all phases of the clock busi- 
ness at the sales level. He has visited 
practically every town and city in the 
United States. 

“Charlie” became associated with West- 
clox in 1908 and since that time has been 
constantly in clock sales work. He held 
the position of Domestic Sales Manager at 
Westclox until 1945 at which time he was 
transferred to Seth Thomas Clocks Divi- 
sion to head up its sales department. 

Mr. Gillman expects to continue to. make 
his home in Watertown, Conn., but plans 
to spend a greater part of the winter in 
Florida. 


Named Sales 
and 
Advertising 
Director of 
Gemex 


WILLIAM A. 
SWARTMAN 





The Gemex Co. of Union, N. J., manu- 
facturers of watch attachments, announced 
recently the appointment of William A. 
Swartman as director of sales and adver- 
tising. Mr. Swartman was formerly with 


Elizabeth Arden. 


Sales Gain of 12% Reported 
By 910 California Jewelers 


Figures released recently by the Cali- 
fornia State Board of Equilization show 
taxable sales through licensed jewelry 
stores to be up 12 per cent for the first 
12 months following the outbreak of 
Korean hostilities over figures for the 
same preceding 12-month period. The sales 
figures were reported in the “Monthly 
Summary of Business Conditions in South- 
ern California” published by the Research 
Department of the Security-First National 
Bank of Los Angeles. 

The report covers 910 jewelry stores in 
the State and does not include jewelry 
sales made through department or specialty 
stores. The stores reporting did a volume 
of $15,810,000 in the first half of 1951, or 
an increase of 12 per cent over the same 
months before the Korean conflict started. 
Average increase for all types of retail 
sales including department stores, home 
furnishings, etc., was 16 1/3 per cent for 
the same period. 

Reporting on business activity for Oc- 
tober in the Southern California area, the 
Security-First National index of business 
shows an increase for the month of 2.3 per 
cent over September figures. Employment 
in October reached a new post-World- 
War-II peak of 498,000 workers employed, 
bank debits also hit a new all-time high, 
and new industrial facilities announced 
totaled $16,535,000 or a gain of 80 per 
cent over the same month a year ago. 
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| international's Silverplate 
| Prices to Remain Unchanged 


Despite drastic increases in production 
cost, The International Silver Co. an- 
nounced November 26th that it will not 
take advantage of the Capehart Amend- 
ment to apply to the Office of Price 
Stabilization for a price increase on its 
quality silverplate. 

“We would be justified in petitioning 
for an increase in price for our 1847 
Rogers Bros. and Holmes & Edwards Sil- 
verplate lines,” stated President Maltby 
Stevens. “The price of copper, for exam- 
ple, has increased 128 per cent since 1945. 
For the same period, the price of zinc 





has risen 124 per cent; nickel, 77 per cent; 
silver bullion, 69 per cent. 

“However, we believe the best interests 
of the silverplate industry will be better 
served by keeping prices down rather than 
raising them. 

“This policy of holding down prices 
actually has been practiced by us for 
many years and will continue to be our 
policy. At no time during the life of 
the OPA, though costs rose rapidly, did 
we apply for price relief on any line. 

“There has been only one slight increase 
in our quality silverplate prices in all 
these years. In 1945 a 52-piece set of 1847 
Rogers Bros. sold in retail stores for 
$64.75. Today it is $74.50. Over this same 
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period, the retail price of a similar Holmes 
& Edwards set was $68.50. Today it js 
$74.95, an increase of 9.4 per cent. We 
know of no other product in the home 
furnishing field which has held the price 
line for so long and offers such an out. 
standing value in these days of high prices, 

“We have great faith in the future of 
the quality silverplate industry. It is our 
firm opinion that bright prospects may be 
enhanced by keeping prices well within 
reach of the buying public. We believe 
it would be a mistake to take advantage 
of the Capehart Amendment to seek higher 
prices—even though we would be justified 
in doing so.” 





Lazrus is Guest of Honor 
At Annual Federation Dinner 


Responding generously to the appeal of 
the Federation of Jewish Philanthropies of 
New York, more than 100 members of the 
watch and accessories industry attended 
their annual Federation dinner, held at 
New York’s Hotel Pierre on Tuesday, No. 
vember 27th. 


The dinner, which was in honor of 
Benjamin Lazrus, of the Benrus Watch 
Co., marked the high spot of the watch 
industry’s campaign effort, part of the en. 
tire jewelry industry’s drive for Federation, 





Norman M. Morris (right), chairman of the 
Federation Watch and Accessories Division, 
presents special silver plaque to Benjamin 
Lazrus (center), of the Benrus Watch Co., 
who was guest of honor at the watch indus- 
try's annual Federation dinner on Novem- 
ber 27th. Looking on is Col. Harry D. 
Henshel of the Bulova Watch Co., chair- 


man of the jewelry industry Federation drive. 


Presiding at the dinner was Norman M. 
Morris, of the Norman M. Morris Corp., 
who is chairman of the Federation Watch 
and Accessories Division. He presented 
Mr. Lazrus with an illuminated scroll of 
honor “in recognition of his many years 
of service to the industry, to Federation 
and other outstanding civic and communal 
causes.” 


Featured as guest speaker at the dinner 
was the Hon. Simon H. Rifkind, former 
Federal District Judge, who revealed that 
rapidly spiraling costs are placing Federa- 
tion’s 116 hospitals and social welfare 
institutions in an inflationary squeeze and 
are threatening to curtail vital services. In 
order to meet increased costs, Federation 
will have to raise $5,500,000 more this 
year than in 1950, he stated. 


Current campaign goal of Federation is 
$20,000,000. 
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Elgin Purchases Hadley Co., 
Watch Attachment Mfrs. 


Elgin National Watch Co. announced 
November 29th its purchase of The Had- 
ley Co., Inc., Providence, R_ I., manufac- 


turers of watch attachments and men’s 


jewelry. 
A joint statement by George A. Ingleby, 


president of Hadley, and J. G. Shennan, 
president of Elgin, said the latter company 
has purchased all capital shares of Hadley 
and that the Providence firm would be 
operated as a wholly-owned subsidiary of 
Elgin. 

Shennan said Hadley has been acquired 
primarily to assure Elgin a source of sup- 
ply for high-quality metal watch attach- 
ments, but he added that it also provides 
the company greater diversification of 
product within the jewelry field. 


GEORGE A. 
INGLEBY 


President of 
The Hadley Co., 
Providence, R. /. 





Elgin will continue to purchase attach- 
ments from manufacturers other than Had- 
ley, while Hadley will continue supplying 
attachments to other watch companies. 
Hadley will also maintain existing distri- 
bution facilities for attachments and men’s 
jewelry through wholesalers serving the 
jewelry trade. 

Elgin’s announcement pointed out that 
the company now has its own develop- 
mental facilities for both cases and attach- 
ments 

Ingleby, who has been president of Had- 
ley since the death in 1941 of the com- 
pany’s founder, Arthur Hadley, will remain 
in his present position until March 15, 
1952, at which time he plans to retire. 

Hadley was founded in 1912 and orig- 
inated many constructions of watch attach- 
ments, one of the most notable being the 
ratchet folding center used on link, chain 
and cord bracelets. 

Its line of men’s jewelry was introduced 
in 1940, but was discontinued during 
World War II when the company devoted 
practically all its facilities to making radar 
equipment for the armed forces. 





Good Response Reported on 
New Line of Palladium Rings 


Retailers across the country are display- 
ing wide interest in the diversified line of 
all-palladium ring mountings, watch cases 
and attachments introduced by John 
Giovannetti, manufacturing jeweler at 115 
West 45th St., New York, it was recently 
announced. 

The firm reports that response to its new 
palladium line, which was made available 
to the trade in November, has been “more 
than gratifying both in terms of business 
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volume and in praise of palladium.” The 
extent of dealer interest, Mr. Giovannetti 
states, “affirms the judgment we made 
some time ago to promote the use of rings 
cast entirely in the white precision metal 
palladium.” 

The Giovannetti firm, a platinum house 
of 30 years’ standing, first informed re- 
tailers in February, 1951, of its decision 
to produce a complete palladium line. 
Sales of palladium ring mountings have 
since been increasing steadily, Mr. Giovan- 
netti notes. 

He adds that a continuing and sharper 
demand for palladium is anticipated dur- 
ing the first six months of 1952. Mean- 
while, various window and counter cards, 
brochures and other point-of-sale aids pro- 





moting palladium have been made avail- 
able to dealers on request. 





Southern Tier Horologists 
Elect K. Dwyer President 


Kenneth Dwyer of Binghamton was 
elected president of the Southern Tier 
Horological Guild at a recent meeting of 
that group held in Binghamton, N. Y. 

Other officers elected were: Percy D. 
Webster of Johnson City, vice president; 
Richard Robbins of Binghamton, secretary, 
and Ludwig Kuhl of Hinman’s Corner, 
treasurer. Carl Levine of Endicott was 
appointed publicity chairman and Charles 
Letts of Binghamton was named member- 
ship chairman. 
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with black blue 
or red contrast. 
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Sold through wholesalers only 
150 Varick Street 
New York 13, N.Y. 
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Cut in First-Quarter Copper Allocations 
Protested by NEMJ&SA at Hearing 


and low-priced jewelry industry—centered 
in the Providence-Attleboro area—the news 
it had dreaded for many months; news 
that its use of copper was to be cut back 
to 10 per cent of its pre-Korean use in the 
first quarter of 1952. 

This allocation of copper was not large 
enough to maintain a semblance of nor- 
malcy in the industry; not large enough 
to provide the industry with the operational 
parts needed for use with substitute ma- 


Mid-November brought to the medium | 
| 
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terials in making an emergency line of 
normal brass-base jewelry. 

Quick action against this virtual “death 
sentence” handed the industry by the 
National Production Authority was insti- 
tuted. Representatives of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association, on November 28th, protested 
the NPA action and asked for an oppor- 
tunity to present its case, factually and 
clearly, to NPA Administrator, Manly 
Fleischmann. The association asked NPA 
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to consider the essentiality of the industry 
to the small section of the country in which 
it is centered rather than the essentiality 
of the product. 

The NPA was quick to answer the asso- 
ciation’s request for a meeting and sched. 
uled it for December 3rd. On that date 
Massachusetts and Rhode Island state and 
municipal officials and representatives of 
the jewelry industry conferred with Mr 
Fleischmann and other NPA officials and 
members of procurement agencies, 

One of the first to testify at the confer- 
ence was George R. Frankovich, executive 
secretary of NEMJ&SA, who showed how 
the defense production picture jin the 
jewelry industry has developed. 

“The problem facing us today,” said 
Mr. Frankovich, “due to material allocg. 
tions, would have little basis for serious 
consideration were we in a situation which 
required even the elimination of all peace- 
time industries but offered as an alterna. 
tive virtually unlimited defense production 
opportunities. Our case would resemble 
many in the small consumer goods field. 
if there were not present a combination of 
circumstances that vitally affect a large 
and important industrial community in our 
nation. 

“The low and medium priced jewelry 
industry is closely concentrated in the 
Providence, Rhode Island-Attleboro, Massa- 
chusetts area. The region of 20 miles 
around Providence is known as ‘The 
Jewelry Center of the World.’ About 38 
of the 48 thousand employees of the in- 


dustry come from this area. Jewelry is 
the second largest employer in Rhode 
Island. Nearby Attleboro and North Attle- 


boro are nearly 90 per cent dependent 
upon jewelry for their livelihood. Over % 
of the population of Providence looks to 
jewelry for a living. These communities 
need jewelry. The essentiality of our 
product is beyond question to the thou- 
sands of workers, to the governments, city 
and state, that consider the industry as 
one of their principal means of support.” 


MADE VOLUNTARY CUT BACKS 


The industry, it was shown at the con- 
ference, has voluntarily cut back 70 per 
cent of the brass mill product requirement, 
or to about 25 per cent of its overall normal 
metal usage. 

An allocation of 11,000,000 pounds of 
brass mill products a year, the NPA was 
told, would permit the industry the mini- 
mum standards under which it could make 
full use of substitute materials. Jt would 
use it to produce functional or operational 
parts. 

Also pointed out was the amount of work 
that would result for the jewelry factory 
workers. Unlike many other industries. 
jewelry producers are able to transform 
copper into a large number of man-hours, 
it was shown. 

At the invitation of NEMJ&SA, the Hon. 
Walter H. Reynolds, Mayor of Providence, 
and the Hon. Cyril K. Brennan, Mayor of 
Attleboro, spoke at the conference. They 
outlined the importance to their communi- 
ties of relief for the jewelry industry. 

J. E. Hansen, who for the past year 
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has been Washington representative for these new low prices, it will continue as ports interest in the program from amateur 
VEMJ&SA described the industry’s suc- a fast-mover across the counters .. . and professional decorators who wish to 
eae in substituting, for the highly stra- a obtain authentic old designs for home 
materials normally used, many less decoration at a minimum cost. 


mn : . : 

pac or non-strategic metals for many Gorham’s Special Order Service | Patterns available date back to mid- 
jewelry parts and many jewelry products. Makes Old Patterns Available | nineteenth century and include such famous 
He also described in considerable detail Through its retail dealers, the Gorham Gorham designs as Threaded Antique 
the critical metals situation now facing the Canpans’s Sueded Geler Seevies this-yeet (1855) and Sheaf of Wheat (1887) and 
jewlry industry. : ; makes available to consumers over 200 Lily of the Valley (1885), along with many 

During the discussion period members sterling flatware patterns no longer pro- others. 

of the staff of the Rhode Island Congres- duced in quantity by the Providence, R. |., Promotion material including ads, mats, 
sional Delegation also voiced the interest firm. fillers and point-of-sale displays have been 


of the Rhode Island Senators and Repre- 


Each year, except those during national made available to dealers to tie-in with 
sentatives in the proceedings. Members of g 


meggeceee emergencies, Gorham promotes the Special national advertising of the program sched- 

Labor were also in active attendance. Gisdes Sevtien to peak hemntin-t ube: fide: Danaea: teme-0b Lainen de 

TASK COMMITTEE APPOINTED fill-in or add pieces to Gorham sets pur- Journal, House Beautiful and House & 
chased years ago. The company also re- Garden. 

Mr. Fleischmann indicated that serious ela 
and immediate consideration would be Cginemeniti 
given to the short range problem of the 
industry. He appointed a Task Committee 
—composed of representatives of the Muni- 
tions Board, Small Business Division, 
Labor, Field Service Division of Com- 
merce, and the procurement agencies—to 
thoroughly analyze the industry’s long 
range defense position. The Task Com- 
mittee will also make recommendations 
that will improve the industry’s position in 
defense work and to work out some type 
of livable metals allocation. 























Don Johnson, Manufacturers’ 


Representative, Passes Away a 


a 


3 
3 Bcskor® RE scyntooodee Sten so 


Lon Johnson, partner in the Don Johnson ee 
Co., manufacturers’ representatives at 101 (4 J 
Tremont St., Boston, Mass., died July 26th 
at Bangor, Maine, while on a combined 
business and vacation trip with his wife. 

Mr. Johnson started his career in the 
jewelry business with the old T. D. Foster 
Co. of Providence, R. 1. From there he 
went to work for the Dennison Mfg. Co., 
where he was employed as a sales repre- 
sentative for 18 years. After leaving 
Dennison’s in 1930, he was for a short 
while owner and operator of Clark & 
True’s Jewelry store in Middletown, Conn. 
In 1933, he became a manufacturers’ rep- 
resentative at the above address for several 
silver companies, manicure set and knit- 
ting products firms. 

In addition to his affiliations with sever: 
fraternal organizations, he was — oo Model GT—A “ wg ioe agate tage Oe 
ber of the Boston Jewelers Club. It accepts everything _ parliprpesty ede 

Surviving are his widow and a son watch and other jewelry items up to a large 

trophy cup 6” in diameter or a 12” wide tray or 
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fornia Guild is Neele S. Barner of Donavan 


California AGS Guild & Seamans Co., Los Angeles. Other officers 


who will serve with Mr. Barner are Ken- 


Names Barner President neth MacKenzie, vice president; Howard 


Members of the Southern 


Guild of the American Gem Society con- 


Henkes, treasurer, and Lester Helms, pro- 


California ' 
gram co-ordinator. 


cluded their 1951 calendar year at a well- Some months ago the guild voted to 


attended meeting which was presided over 


contribute a check from surplus funds at 


by President David Widess. Highlights of the end of the year to the International 


the meeting were the presentation of a 


Guiding Eyes, Inc., a non-profit philan- 


check on behalf of the guild to Inter- thropic group formed in 1948 to provide 


national Guiding Eyes, Inc., announcement 
of new officers for the 1952 term, and a 


talk on gem identification by 


Liddicoat, Jr., assistant director of the 
Gemological Institute of America. 


“Seeing Eye” dogs to those who might not 
otherwise be able to afford them. A. D. 
Richard T. Evers, trustee of I.G.E., Inc., accepted the 
check on behalf of his organization and 
explained how the money will be utilized. 





New president of the Southern Cali- The newest techniques in gem _ identi- 
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30 second check-up. 


ONLY 


the Paulson Time-O-Graf 
uses quartz crystal for time 
coempocrison, the same as 
used in radar and by the 
armed services. 


ONLY 


on the Paulson Time-O-Graf 
can you regulate your watch 
as you see the rating. Also 
you hear the amplified ticks 
of the watch as you see the 
rating. 


PROVE IT YOURSELF 
with a 
NO-RISK TRIAL 


Satisfaction Guaranteed 


Liberal 


Payment Plan 


$4 5 ()00 


less 2% for cash, or $100.00 down 


and $28.00 per month for 


months. 


PAULSON 


TIME-O-GRAF 
REVEALS THE 
COMPLETE STORY 


Paulson continuous tape recording 
gives all the information, not just a 
































Approved by 
Underwriters’ Laboratories 
Borg Corporation for 


Henry Paulson & Company 








Mr. M. 0. McHenry 
Tells You Why! 


Dear Mr. Paulson: 

I have owned and used a Paulson 
Time-O-Graf for over a year. 

I find it most practical because it gives 
you more than thirty seconds of obser- 
vation time with its continuous tape, and 
a larger, easier to read pattern. With its 
greater sensitivity and scanning power, 
the Paulson Time-O-Graf shows plainly 
cn the tape what other machines fail to 
show. It shows me everything and I am 
judge of what to do to the watch. 


M. O. McHenry 


Oteen, North Carolina 
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fication were discussed by Mr. Liddicoat 
who also reviewed the proper procedure 
and techniques used in pinning down ace 
curate identification of stones. Mr. Liddi- 
coat advocates that all possible testin 
techniques be used on each stone in fe 
tion in order to assure a Positive iden. 
tification. 


A proper and safe procedure recom: 
mended by Mr. Liddicoat is: (1) magni- 
fication to check inclusions and authenti- 
cate structure, (2) a check of refractive 
indices, (3) use of a polariscope to deter. 
mine if stone has double or single refrac. 
tion, and (4) a check with the dichroscope 
to give a check for color. The proper use 
of these four steps will give a correct 
identification of the gem in question but 
“no one step in itself is sufficient and that 
is why we must use them in conjunction 
with one another,” said Mr. Liddicoat. 


NEELE S. 
BARNER 


New President 
Southern California 
Guild of AGS 





In speaking of new techniques, Mr. 
Liddicoat described recent progress in 
development of heavy liquids, for determin- 
ing weights, the use of the spot method 
developed by Benson in reading a refrac 
tometer without magnification, and a new 
X-ray technique utilizing a film record by 
which a whole strand of pearls is tested 
at once instead of the old single pearl 
method. Mr. Liddicoat also pointed out 
that “most cultured pearls will fluoresce 
in the X-ray beam and the majority of 
natural pearls do not. The danger here 
is that there are exceptions however, and 
that is why the film record is also neces- 
sary. Real pearls will show a concentric 
ring growth which will, of course, be lack- 
ing in the cultured pearls which will show 
a solid core.” 





Cohen Named Trade Chairman 
Of ANTA Fund Raising Drive 


Alexander H. Cohen, public relations 
director of the Bulova Watch Co., has 
been appointed charman of the newly: 
formed Jewelry Committee of the Ameri- 
can National Theatre and Academy 
(ANTA) Fund Campaign. 

The first activity of the Jewelry Com- 
mittee, headed by Mr. Cohen, will be 
sponsorship of a benefit performance, with 
proceeds to go to the ANTA Fund, of 
Shaw’s “Caesar and Cleopatra,” on Thurs- 
day evening, February 14th, at the Zieg 
feld Theatre in New York. 

A corporate member of ANTA, Mr. 
Cohen was co-producer of such plays 48 
“Angel Street,” “King Lear,” and “Make 
a Wish.” 
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Machine Chain Manufacturers 
pian Public Relations Program 


for a 1952 public relations pro- 
nna the Machine Chain Manufacturers 
i esociation have been announced by Wil- 


liam O. Sweet, president. | 

The program is designed to inform the 
retail jewelers, as well as the trade as a 
whole, of the tremendous importance of 
machine-made chain and its many uses in 
the jewelry industry. The program will 
also include an educational campaign out- 
lining the basic types of machine-made 
chain, their differences and applications. 

Mr. Sweet has appointed an Advertising 
Committee to direct activities. The com- 
mittee includes Gottlob Armbrust, August 
Reibling and Charles Rotkin. 

Members of the association include 
American Jewelry Chain Co., Armbrust 
Chain Co., Atlas Chain Co., Automatic 
Chain Co., Chain Craft Co., Concord Mfg. 
Co., Excell Mfg. Co., Federal Chain Co., 
Fiske Chain Co., Goldsmith Mfg. Co., 
Kunzmann Chain Co., M. S. Co., Pilling 
Chain Co., Reibling and Lewis, Inc., 
Speidel Corp., Sweet Mfg. Co., Universal 
Chain Co., Weiss & Geisler, National Chain 
Co., and Prochain Co., Inc. 

Trade paper space, direct mail and 
publicity will be used extensively. The 
George T. Metcalf Co. of Providence has 
been appointed agency to handle all 
activities. 


Former President of JC-K 
Honored at Waldorf Dinner 





More than 1600 executives and _ sales 
representatives of the shoe, leather and 
allied industries were on hand at New 
York’s Waldorf-Astoria Hotel the evening 
of November 27th when Everit B. Terhune 
(right), former president of THe JEwELERS’ 
CincULAR-KEYSTONE, was presented with 
a bronze plaque in recognition of dis- 
tinguished service to the shoe and leather 
industry. The presentation was made by 
Joseph W. Holmes (left), chairman of the 
T. Kenyon Holly Award Committee of 210 
Associates, national philanthropic founda- 
tion of the shoe, leather and allied trades. 

Mr. Terhune is president of Boot and 
Shoe Recorder, semi-monthly shoe trade 
magazine, and senior vice president of 
Chilton Co., Inc. Both THe JEweExers’ 
CircutaR-Keystone and Boot and Shoe 
Recorder are Chilton publications. 
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N. J. Watchmakers Combine 
Business and Fun at Meeting 


The hospitality extended by the L & R 
Manufacturing Co. of Arlington, N. J., at 
the November 13th meeting of the Watch- 
makers Association of New Jersey was 
enjoyed by the more than 100 members 
of that organization who attended. This, 
the association’s last meeting of the year, 
was held at The Ivanhoe in Irvington. 

Speaker of the evening was Edmund 
DiRenna, chief of research of L & R Manu- 
facturing Co., whose talk on “The Chemical 
Properties and Mechanical Aspects of 
Watch Cleaning Solutions” was of special 
interest to those in attendance. 

Because of his many years of experience 
in this field and his work in the Research 





Department of the L & R Laboratories, 
Mr. DiRenna is a recognized authority on 
this subject. Members of the association 
found the lecture instructive and felt that 
Mr. DiRenna had brought them up-te-date 
on the latest methods for cleaning watches. 


In addition to the educational feature 
of the evening, members enjoyed the cus- 
tomary good fellowship and _ sociability 
which, together with an informative lec- 
ture, characterize the meetings of the New 
Jersey Watchmakers Association. 

Re-elected as officers at the meeting 
were: L. H. Hayenga, Irvington, president; 
Ludwig Abeling, Irvington, vice president, 
and Robert Halpern, Newark, treasurer. 
The office of secretary is to be filled by 
appointment in the near future. 








A setting 
for sales 


Here is a truly lovely setting for 
your finest rings. Dennison Ring Case 
7650TX accents the value, the charm 
of its contents ...and enhances the 
character of the store that displays it. 

It’s a setting for sales because a ring 
that looks its best, sells best. 

This finely proportioned case is 
molded of smooth, gleaming plastic 
with delicately fluted edges, gold em- 
bossed cover trim. From the tiny gold 
ring-handles to the graceful legs, it re- 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 


Dennison 











produces in minute detail an old French 
Provincial Jewel Chest. 

A lustrous ring pad of Transparent or 
Karess Velvet and a Satin cover cushion 
complete this picture of jewel-luxury. 

Use Ring Case 7650TX for single or 

ouble ring display. Available in your 
choice of colors — White, Ivory, Green, 
Red, Light Blue, Turquoise. 

Order by number— 7650TX. Every 
case comes in an individual packer. 
Twelve to each carton. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 


ing Sa, 


JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 
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Bulova and NYU Offer Sixth 
Course in Jewelry Training 


As a result of the enthusiastic accept- 
ance of five previous Jewelry Store Man- 
agement and Merchandising Programs, the 
sixth intensive training program covering 
all phases of jewelry store management and 
merchandising is now being offered by the 
Joseph Bulova School of Watchmaking 
and New York University, School of Re- 
tailing. The next program will start Janu- 
ary 2lst and run through February 1, 1952. 

This program is designed to provide in- 
tensive and comprehensive training experi- 
ence for the retail jewelry store represen- 
tative attending, by familiarizing them 
with the essentials of conducting a suc- 
cessful modern jewelry store. Both the 








American National Retail Jewelers Asso- 
ciation and the National Association of 
Credit Jewelers have cooperated actively in 
the formulating of this and past training 
programs. 

Selected trainees will have the benefit 
and the advantage of hearing first hand 
experiences and successful practices as 
established by outstanding business lead- 
ers in the jewelry industry. As this and 
previous courses have been designed to 
permit selected personnel the opportunity 
to have this outstanding guidance on a 
personal and comprehensive level, only 25 
selected candidates will be accepted. This 
is to assure close personal contact on be- 
half of students with the instructional staff 
and to allow them to acquire maximum 
benefits from the program. 
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Wedding Rings 


This is the display tray that has increased jewelers’ sales every- 
where. With your first order of 20 sets of rings the tray costs 
you nothing. It is covered with rich grain leather and lined with 
luxurious velvet in perfect keeping with the high quality of the rings. 


DOES AWAY WITH COSTLY INVENTORIES 


You carry no stock .. 


ordered are on their way to your store . . 


your customer wanted. 


. orders are sent to us and in 24 hours rings 


. just the style and size 


QUALITY THAT GETS AND HOLDS CUSTOMERS 
Elegance and simplicity of shapes and designs give RINGS-O-BLISS 


unmatched beauty. 


Write for catalog and complete details 


Wl;ss King 2 


29 W. Madison St. 
Chicago 4 


Manufacturers of a complete line of Fine Rings 
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During the June, 1951, session 
training program an essay contest was 


of the 


established. The winner of the contest 
receives an award of $500, provided by the 
Joseph Bulova School of Watchmaking for 
the best essay of approximately 2500 word. 
on an assigned subject related to the 
jewelry business. 

Over one-third of the June, 1951, group 
participated in the initial contest op the 
subject “The Meaning and Significance of 
the Term ‘Luxury’” A board of judges 
consisting of Dr. Beardsley Ruml, chair. 
man, Dean Edwards, New York University 
and Victor Paul of Wiss Sons, Newark 
N. J., reviewed the essays and made the 
award. The winning essay was submitted 
by David Barr, of Barr Brothers, Jewelers, 
Norfolk, Va. 

The next contest, on a subject to be 
announced, will be conducted with the 
January, 1952, program. 





Honored by 
Medical Group 
at Dinner 


S. RALPH LAZRUS 
Benrus Watch Co. 





S. Ralph Lazrus, chairman of the board 
of directors of the Benrus Watch Co., was 
guest of honor at a $100-a-plate dinner of 
the New York Section of the Chicago 
Medical School, which took place in the 
Grand Ballroom of New York’s Waldorf- 
Astoria Hotel on Wednesday evening, 
December 19th. 

Many representatives of industry, the 
arts and professions in New York City 
attended the dinner to initiate a program 
of increased support for the Chicago Med- 
ical School. 

Established more than 40 years ago, 
Chicago Medical School attracted nation- 
wide attention because of its policy of 
avoiding discriminatory quotas in its ad- 
mission of applicants to medical study. 

Mr. Lazrus, a member of the board of 
trustees of Chicago Medical School, is also 
associated with many civic programs in 
the New York area. 





Form New Grcup in Memphis 


Joseph Soltis of Jackson Avenue Jewel- 
ers, Memphis, Tenn., has been named 
president of the newly-organized Associ- 
ated Neighborhood Jewelers. 

Other officers elected were: Willard 
Wells, Cox & Wells, Memphis, vice prest- 
dent; B. L. Pruette, Lar Ron Jewelers, 
Memphis, treasurer, and Edgar Orman, 
Orman Jewelry & Camera Shop, adver- 
tising manager. 

Elected to the board of directors were: 
Mrs. H. Hampton, Becky’s Jewelry Shop; 
Rubel Dendy, Dendy Jewelry Co.; and 
Mrs. C. M. Miles, Airway Jewelers, Inc.. 
all of Memphis, and Mr. Lackey. Lackey 
Jewelers, Oakville. Tenn. 
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ay, NEW YORK 


The showing of two extra fine films 
highlighted the November 5th meeting of 
the Horological Society of New York which 
was presided over by James J. O’Shaugh- 
nessy, president. Society members were 
given an opportunity to see some of the 
oddest clock mechanisms in_ operation 
when the film on “Automotons” was 
shown. The other film, entitled “History 
of Time,” was made with unusual skill and 
kept the audience interested throughout 
its showing. 

4 Vincent Gubitosi, president of Vinmar 
Jewelers, Inc., announced recently the 
opening of a second store at 3516 White 
Plains Road, Bronx, N. Y. Mr. Gubitosi 
operates another jewelry store at 3429 
Boston Road in the Bronx. 

q Merritt Dickstein announced recently 
his withdrawal from the firm of Beizer & 
Dickstein, manufacturing jewelers at 56 
West 45th St., New York. It was also an- 
nounced that Mr. Beizer will continue the 
business under his own name at the same 
address. 

q Wedding bells rang out in Brooklyn on 
November 18th for Jerome Abrams of the 
Bulova Watch Co., and Miss Roberta 
Cherry, secretary to the assistant adver- 
tising manager of Bulova. Mr. Abrams 
is assistant to Bill Kersner, Bulova sales 
representative in Virginia and North 
Carolina. 

q An extensive renovation program is 
nearing completion at the store of Henry 
Fisher, jeweler, located at 1396 St. Nich- 
olas Ave., New York. Although the reno- 
vations are not as yet complete, the changes 
that have been made thus far considerably 
enhance the store’s handsomely decorated 
interior. The business was founded in 
1917 by Mr. Fisher in the block below 
1936 St. Nicholas Ave. in New York. After 
five years at that location, he moved the 
frm to the above address where it has 
been situated ever since. 





Diamond Dealers Honor Haber 
At N. Y. Fund-Raising Dinner 


| More than 100 members of the diamond 
industry, gathered at their annual dinner 
on behalf of the jewelry industry’s drive 
for the current campaign of the Federa- 
tion of Jewish Philanthropies of New 
York, contributed generously to Federa- 
tion, according to Colonel Harry OD. 
Henshel, Bulova Watch Co., chairman of 
the overall jewelry drive. 

The dinner, held at New York’s Hotel 
Plaza, paid special tribute to Mendel 
Haber, of the firm of the same name, guest 
of honor. Mr. Haber was presented with 
a special scroll of honor, by Colonel 
Henshel, for his many years of industry 
leadership and outstanding philanthropic 
activity, 
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Joseph Baumgold, chairman of the dia- 
mond industry’s Federation effort, opened 
the dinner and _ introduced Jacques 
Torezyner, of N. Torezyner and Son, who 
presided at the affair and acted as toast- 
master. 

Guest speaker at the dinner was Lazarus 
Joseph, Comptroller of the City of New 
York. 





Alton Watchbands Now Known 
As Stylord Manufacturing Co. 


Announcement was made recently by 
Albert Walden, president of Alton Watch- 
bands, Inc., that the firm name has been 
changed to the Stylord Manufacturing Co.. 
Inc. The factory and general offices of 
this newly-organized concern are located 
at 132 Lafayette St., New York. 

Also announced was the fact that the 
firm’s sample lines of watch attachments 
are fully complete. Mr. Walden stated 
that the company is now ready to resume 
full-scale factory production and_ sales 
promotion. 

The firm has engaged the services of 
Henry Ohlhausen, who will represent Sty- 
lord throughout Chicago and the Midwest, 
with offices at 31 N. State St., Chicago. 


_——— __ —_— 


Lindsey Sells Columbia Store 


N. A. Lindsey, who for the past 36 years | 


has operated the Lindsey Jewelry Co. at 
918 Broadway, Columbia, Mo., announced 
recently the sale of that firm to Warren 
R. Dalton, Jr. Mr. Dalton is also the pro- 
prietor of a woman’s shop in Columbia. 

The jewelry firm, at one time, was owned 
and operated for approximately 15 years 
by Claud Wheeler before he joined the 
staff of THE JEWELERS CIRCULAR-KEYSTONE. 
Now retired and living in California, Mr. 
Wheeler served JC-K for many years as 
Midwest advertising representative. Mrs. 
N. A. Lindsey, a Miss then, joined Mr. 
Wheeler in the business in 1905. She was 
married five years later and her husband 
and she took over active management of 
the store in 1915. 


—___—_ ___. 


Partners Change Firm Name 


Runyan Jewelers is the new trade name 
for the firm formerly known as Royal 
Jewelers at 131 Main St., Chester, S. C. 
This retail jewelry concern is owned and 
operated by W. C. Runyan and E. H. Jones 
who purchased the business from E. L. 
Royal in July, 1950. The firm had been 
operated as Royal Jewelers by Runyan and 
Jones from the date of purchase until last 
November 17th when they officially changed 


the name. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plara 7-062? 




















“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 

















All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by moil. 
We also send diamonds on opproval. Ask 
for Price List No. 18 of May 1951. 


576 Fifth Ave. 
H. SORIN new'ronr ies 

















SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. PHILADELPHIA 
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REDUCED PRICE 


on account of increased production 








$5.50 per carat 


dozen lots $5.00 per carat 


$4.00 each 


/> ct. stones 10%, off 
V4 ct. stones 3.00 each _ 

Ve ct. stones 2.50 each ( dozen 
smaller stones 2.25 each lots 


When ordering consider that one carat 
spread weighs approx. |.25 ct. 





HENRY 


LAPIDARY, INC. 


72 West 47°" Sh, PHONES:PLAZA 7-4815 
NEW YORK 19, N., Y. PLAZA 7-4816 

















Genuine 


BOHEMIAN GARNET JEWELRY 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made ina 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 











Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky 655 Sixth Ave., NewYork, N.Y. 


Phone: WAtkins 9-3170 











Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Lambert Brothers Show Jewelry 
At "For Men Only’ Party 


A specially invited group of guests at- 
tended a private Christmas party “For Men 
Only” on the evening of December 5th at 
Lambert Brothers, New York jewelers at 
Lexington Ave. and 60th St. Lambert 
threw open its second floor, decked it with 
poinsettas, traditional holly and mistletoe, 
and held open house. 

The purpose of all this pre-Christmas 
gaiety was to prove to Lambert’s shy 
masculine customers that choosing gifts 
for wives and sweethearts is easily accom- 
plished in such pleasant surroundings as 
this famous old store provides. 





Victor and Henry Lambert, president and 
vice president respectively of the New 
York jewelry firm of Lambert Brothers, are 
shown with the two models who displayed 
their jewelry at the pre-Christmas party 
"For Men Only," which was held on the 
evening of December 5th. 


As each guest entered he was given a 
boutonniere of red or white carnations, 
and escorted over to the huge buffet table 
laden with food and drink. A _ pianist 
provided a background accompaniment, 
and two attractive models strolled about 
displaying some of Lambert’s more spec: 
tacular jewelry. A special feature of the 
evening was a fashion showing of fabulous 
new lingerie, set off by even more mag- 
nificent jewels. Commentators at the fash- 
ion showing were Dorothy Kilgallen and 
Dick Kollmar, who acted as hostess and 
host for Lambert Brothers at the party. 

Three door prizes were awarded to three 
lucky males: gold cuff Jinks, and two gift 
certificates. For the others, Lambert 
Brothers had small, gold-tooled address 
books as consolation prizes. 

This was the men’s night, and the two 
hundred who attended evidently decided 
to make the most of it, finding it easy in 
the friendly, informal atmosphere to make 
substantial purchases. The success of this 
shopping party for men only—incidentally 
the first one to be held in a jewelry store 
of this calibre in New York—has convinced 
Lambert Brothers that it should be an 
annual affair. 





Oelman Named President of 

Office Equipment Makers Group 
Robert S. Oelman, executive vice presi- 

dent of The National Cash Register Co.., 


Dayton, Ohio, was elected president of the 
Office Equipment Manufacturers Institute 


_ at its annual meeting November 1 and 2 at 





New York’s Waldorf-Astoria Hotel. Mr 
Oelman, who has served as vice President 
of the organization during the past year 
succeeds Ray R. Eppert, executive vice 
president, Burroughs Adding Machine Co 
Detroit, Mich. ‘ 

Elected as vice presidents of the Insti- 
tute were Fortune Peter Ryan, president 
Royal Typewriter Co., Inc., and A. B. 
Dick, III, president, A. B. Dick Co 





Pennsylvania AGS Guild Meets 


Members of the Western Pennsylvania 
Guild of the American Gem Society, and 
their guests, met on the evening of No. 
vember 13th at the Hotel William Penp 
in Pittsburgh. 

A major part of the evening’s program 
was devoted to a laboratory period where 
members tested their knowledge by iden. 
tifying fancy cut and rough gemstones, 
The gemstones used during this period 
were furnished by Mrs. Ruth Rearic of 
Ellwood City, guild president. Also on 
the evening’s agenda was the showing of 
the sound film, “The Eternal Gem.” 

Next meeting of the group will be held 
January 15th at the same hotel. 





Westinghouse Opens Factory- 
Run Service Center in Cleveland 


A factory-operated service center to 
handle all Westinghouse consumer prod- 
ucts from television sets to electric irons in 
the Greater Cleveland area was opened in 
that city on December 3rd 

It is the first such factory-run center in 
which all major appliances, electric house- 
wares, fans, vacuum cleaners, electric bed 
coverings, television sets and radios—as 
well as Free-Westinghouse sewing ma- 
chines—will be serviced, reports L. K. Bax- 
ter, manager of the service department of 
the Westinghouse Electric Corporation. 

The new center covers 19,000 square 
feet. Located at 4505 Euclid Ave., it is at 
a central, easily reached point in Cleve- 
land. Ten telephone lines have been in- 
stalled to assure quick telephone service. 
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Cc ACON 
THE GUARANTEED WATCH CROWN 

Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Solo ::.ough Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y 











YOU CAN'T LOSE 


You can’t lose Watch Repair Sales with 
POLTOCK—the Supply House that stocks all 
‘‘Hard-to-Get” parts—Swiss and American. 
Write Dept. 7 for FREE Ligne Gauge, 
Catalog and Stationery. JOHN A. POL- 
TOCK & CO., 15 MAIDEN LANE, NEW 
YORK 38, N. Y. 
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WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judson 2-4539 
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JIC Membership Meeting 
scheduled for January 13th 


The Jewelry Industry Council will hold 
‘ts annual general membership meeting in 
New York on Sunday, January 13th, at 
the Waldorf-Astoria. The meeting will 
start with a combination breakfast-lunch 
at 12 noen. Plans for the meeting have 
heen-developed by the Council’s Program 
Committee of which G. H. Niemeyer, 
Handy & Harman, is chairman. 

The ether members of the committee are 
Maurice Adelsheim, Sr., S. Jacobs Co., 
Minneapolis, Minn., ex-officio as chairman 
of the Council; Cecil D. Kaufmann, Kay 
Associates, Washington, D. C., as past 
chairman of the Council; Victor A. Lam- 
bert, Lambert Brothers, New York, N. Y., 
‘mmediate past chairman; H. A. Goldberg, 
Cooper’s Inc., Portsmouth, Va., president 
of National Association of Credit Jewelers; 
and Leo F. Henebry, Henebry & Son, 
Roanoke, Va., president of American Na- 
tional Retail Jewelers Association; W. 
Waters Schwab, J. R. Wood & Sons, Inc., 
New York, N. Y.; Sereno P. Davis, Jacob- 
son Brothers, New York, N. Y.; Oscar M. 
Lazrus, Benrus Watch Co., New York, 


N. ¥.; Ray Warren, Bulova Watch Co., . 





New York, N. Y.; and Craig D. Munson, 
International Silver Co., Meriden, Conn. 


New York 24 Karat Club 
Elects Bromley President 


Harry J. Bromley of National Jeweler 
was elected president of the 24 Karat Club 
of the City of New York on December 27th 
at the annual meeting of that organization. 
He succeeds Herman L. Baskin of Baskin 
Bros., Inc. 

At the same meeting, Benjamin Lazrus, 
of the Benrus Watch Co., was chosen as 
vice president of the club for 1952. Re- 
elected as treasurer for the ensuing year 
was W. Waters Schwab, J. R. Wood & 
Sons, and Jerome L. Grant, American 
Jewelry Distributors, Inc., was again 
chosen as secretary. G. H. Niemeyer, of 
Handy & Harman, Inc., continues as chair- 
man of the board of directors. 

Elected to honorary membership at the 
meeting was William F. McChesney, vice 
president of The Gorham Co. Mr. Mec- 
Chesney is currently serving as president of 
the Sterling Silversmiths Guild of America. 





———— 


TRADE LEADERS ACCEPT 





JEROME T. 
AGATE 


Cyma Watch Co. 


WALTER L. 
KAHN 


L. & M. Kahn 
& Co. 





POSTS IN FUND DRIVE 





BARNETT SIDNEY 
ROBINSON SINGER 
Robinson & Finlay-Straus, Inc. 
Sverdlik, Inc. 


Charles Barnett Co., Inc.; Julius Kauf- 








REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
Coast 
(Before) (After) 
Highest 
Quality 
Workmanship 

















HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrafttsmen—Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 











ILLUSTRATED 
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Twenty leading executives in the jewelry 
field have accepted posts on the executive 
committee of the Joint Defense Appeal’s 
Jewelry Division, it was announced re- 
cently. They will work to round up sup- 
port in the trade for a JDA luncheon at 
New York’s Ambassador Hotel on Wednes- 
day, January 23rd. 

The Division co-chairmen are: Jerome 
T. Agate, president of Cyma Watch Co., 
Inc.; Walter L. Kahn, L. & M. Kahn Co.; 
Barnett Robinson, Robinson & Sverdlik, 
Inc., and Sidney Singer, vice president of 
Finlay-Straus, Inc. 

Proceeds of the event will go toward 
the current JDA campaign in the metro- 
politan area, where half of the national 
goal of $6,000,000 is being sought. The 
JDA is the sole fund-raising agency of 
the American Jewish Committee and the 
Anti-Defamation League of B’nai B'rith, 
two of the largest Jewish organizations 
with programs devoted to advancing dem- 
ocratic rights and fighting bigotry. 

Members of the jewelry industry named 
to the committee include: Benjamin Ende, 
Jonell Watch Case Corp.; Charles Barnett, 


man, Goodfriend Bros., Inc.; Jerome L. 
Grant, American Jewelry Distributors; 
Jesse Mautner, The Mautner Co., Inc.; 
Max Greenwald, Norman M. Morris, Inc.; 
Reginald Reichman, Reichman Bros.; Hy 
Abelson, Abelson’s, Inc.; Rowland D. 
Goodman, Tappin’s, Inc.; Samson Hittner, 
Bulova Watch Co., and Raymond Abra- 
hams, of the firm of the same name. 
Also, Irving Gold, Chas. Gold & Co.; 
Bernard Landau, of the firm of the same 
name; Herbert Ollendorff, Ollendorff 
Watch Co., Inc.; Jack Ratikoff, Harry 
Winston, Inc.; Jack F. Slyper, of the firm 
of the same name; Lee Schulman, Finlay- 
Straus, Inc.; Samuel Schecter, Kingston 
Watch Co.; Sidney Gurfein, Louis Gurfein 
& Son; Fred Warren, Julius Raunheim 


and Albert Bookbinder, Benrus Watch Ww ATCH M ATERI ALS | 


Ben H. Natchez, treasurer of Finlay- Florida's largest watch material house 
Straus, Inc., has accepted the position of —— we wees ee mail. 
rompr ma service 
treasurer for the group. Oscar M. Lazrus, Write for Price List C 
of the Benrus Watch Co., and Col. Harry 


D. Henshel, of the Bulova Watch Co., are .. DEAN COMPANY 
honorary chairmen. 72 N. Atlantic Ave., Daytona Beach, Fic. 


Made by 


ALLCRAFT NOVELTY CO., INC. 
6-18 Maiden Lane, Dept. A, New York 38, N. Y. 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 


Specializing in Calibre 1%, 1%-2 mm 
Round Machine Cut 1 to 10 mm 
35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 
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ARE YOU IN 
NEED OF 


A TOPFLIGHT RETAIL CREDIT 
JEWELRY STORE MANAGER? 


—2Q0 years of practical ex- 
perience with a record of 
achievements — desires 
connecting with a reputable 
firm doing yearly volume 
of 250 to 500,000 offering 
a challenge. 





Prefer concern whose 
Drincipais are in need of a 
very capable executive to 
assume full responsibilities. 


BOX "A., 2676" 


C/oJEWELERS' CIRCULAR-KEYSTONE 


100 East 42nd Street 
New York 17, N. Y. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 





Diamonds 

direct from Antwerp 
double 

the jewelers 

margin of profit 


JOACHIM GOLDENSTEIN 
Kec ae te Kagem Mh ekagiconse: 











Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AIl Sizes and Qualities 


JosEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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Obituaries 











Wittiam H. BLAKE, 78, whose name was 


-synonymous with jewelry manufacturing 


in the Providence-Attleboro area tor 40 
years, died at his home in Attleboro, Mass., 
on November 15th. He had been in ill 
health about two years. “Will,” as he was 
known to the large New England jewelry 
manufacturing fraternity, entered the 
jewelry producing field in 191]. In 1927 
he became a director of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association, headquartered in the Sheraton- 
Biltmore Hotel, Providence, and three years 
later was elected acting executive secretary 
for the code authority of the low and 
medium priced jewelry industry at the 
inauguration of the NRA. After NRA 
ended. he continued as associate secretary 
for 16 years. A heart ailment necessitated 
the curtailment of his activities in 1949 
and in that same year he resigned from 
the association’s staff. Surviving are a 
daughter and a son. 

WititaM J. BrecKenrincr, 58, prominent 
jeweler of Hastings, Nebr.. died November 
23rd in a local hospital following an illness 
of several weeks. A past president of the 
Nebraska Association of Optometrists and 
the Nebraska Retail Jewelers Association. 
he was serving as secretary of the latter 
group at the time of his death. Before 
settling in Hastings, Mr. Breckenridge was 
associated with his father in the jewelry 
and optical business in Edgar. Nebr. He 
is survived hy his widow, his mother and 
a stepbrother. 

Wittram G. Drosten. Sr.. 67. president 
of the Drosten Jewelry Co.. St. Louis. Mo.. 
died of heart disease November 21st at 
Missouri Baptist Hospital after an illness 
of several days. Mr. Drosten. son of the 
jewelry firm’s founder, Frederick W. Dros- 


WILLIAM G. 
DROSTEN, SR. 





ten, had been with the company for 47 
years, serving as president for 28 years. 
A former president of the Guaranty Trust 
Co. of Missouri, Mr. Drosten had also 
served as president of the St. Louis Rotary 
Club. Surviving are his widow and two 
sons, 

Apotpu R. Gotpsiatt, 60, proprietor of 
Da Mar Jewelers, 4 West Jersey St., Eliza- 
beth. N. J.. died November 29th after an 
illness of five years. Mr. Goldblatt was 
a founder and former president of the 
Elizabeth jewelry firm of A. R. Goldblatt 
& Co. He relinquished his ties with that 











concern about ten years ago. He is gyr. 
vived by his widow, his stepmother, eight 
daughters, four sons and two brothers. 

GoRDON SCHONFARBER, 56, president and 
treasurer of Gordon Schonfarber & Asso. 
ciates, Inc., advertising agency of Prov. 
dence, RK. [.. died November 16th jp 
Providence following a long illness, fy 
addition to his active direction of the 
agency which he founded in 193], Mr. 
Schonfarber was a leader of note in Rhode 
Island affairs, particularly in the promo. 
tion of the State’s business and civic de. 
velopment. For ten years, Mr. Schonfarber 
taught extension courses in advertising at 
Brown University, and worked actively jn 
World War I Liberty Loan drives and 
later, in Community Chest campaigns, |p 
addition to his widow, he is survived by 
a daughter and a son. 

THomas B. SweEazeEy, 74, founder of the 
Chicago School of Watchmaking, died 
November 26 in his home at Elgin. JI], 
Mr. Sweazey founded the school in 1908 
and retired in 1947 as its president and 
director. He is survived by his widow, 
two daughters and three sons. 

GreorceE A. TERHUNE, 84, who for 57 
years had been an active member of the 
United States Time Corp. and its prede- 
cessors, died at his home in Passaic, N. J.. 
on November 7th. Mr. Terhune was 
reputed to have sold more than 40,000,000 
timepieces and to have made sales totalling 
more than $1,000,000 a year. Surviving 
are a son, a daughter. three brothers and 
two sisters. 

CaLper B. VAUGHAN, 48, owner and 
operator of Vaughan’s Jewelry and Gift 
Store at La Grange, Ga., died in a La 
Grange hospital on November 14th follow- 
ing an illness of three weeks. Mr. Vaughan 
was associated for 15 years with Reed & 
Barton Corp. He had been in the jewelry 
business at La Grange about a year prior 
to his death. He is survived by his widow, 
five sisters and a brother. 

Witt1AM WEISGOLD, 62, a salesman for 
Swank in the Columbus, Ohio, area for 
21 years, died on December 2nd at his 
home in Columbus. Born in Philadelphia. 
Mr. Weisgold started out as a mens 








WATCH REPAIRS 


FOR THE TRADE 
Our usual fine quality workmanship at & 
new 
LOW PRICE 
Price list on request 
ANITA WATCH COMPANY 
116 Nassau St. New York 38, N. Y: 
MBER: Jewelers Board of Trade 




















For NEW IDEAS In Jewelry Styling 
Subscribe To Our Imported 


JEWELRY DESIGN SERVICES 


Ask For Descriptive Price List 


Overseas Publishers’ Representatives 
66 Beaver St. BOwling Green 9-5477 New York 4, N.Y. 
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. lerk in S. M. Stern and 
yore o. ve. He began sales work 
a 3H Block and Co. in Columbus in 
<a aad worked there for 17 years. He 
joined Swank in 1930. He is survived by 


his widow. 





Swiss Watchmakers Announce 
Winners of Repair Contest 


A. M. Weiler. of Oakes Jewelry, Oakes, 
N D., has won first prize in the third 
annual Watch Inspection Time Contest, 
+ was announced by Paul Tschudin, di- 
on Watchmakers of Switzerland 


rectu'l of the 
sponsors of the com- 


Information Center, 

n. 
oe prize winners were: J. C. Cot- 
reall, of Denver, Colo., 2nd; Thelbourne 
Cooper and Gilbert H. Oberstein, of East- 
side Credit Jewelers, Los Angeles, Calif., 
3rd; James |. Swasey, of Swasey Jewelry, 
East Boston, Mass., 4th; Larry Kent, of 
Larry Kent’s Jewelry, Bartow, Fla., 5th; 
Dillon E. Frankhauser, of Frankhauser’s 
Jewelry, New Martinsville, W. Va., 6th; 
John L. Allen, Jr., of Hogan Jewelry, 
Quitman, Ga., 7th; David Schwartzwald, 
Bronx, N. Y., 8th; Ewell B. Setzler, of 
Setzler’s Jewelers, Roanoke, Va., 9th; 
Merle F. Addison, Petersburg, Va., 10th; 
Ralph L. McSweeney, of The Watch Hos- 
pital, Greenville, S. C, llth; Robert 
Lucas, of McKee Jewelry Co., Joplin, Mo., 
12th; John C. Brotherton, of Denholm & 
McKay Co., Worcester, Mass., 13th; Rob- 
ert G. Mead, of Mead Jewelers, Columbus, 
Ohio, 14th; and R. Dodd, of R. Dodd 
Jeweler & Watch Repair, Weslaco, Texas, 
15th. 

The grand award of a _ precision-made 
Swiss Bergeon Lathe went to Mr. Weiler 
for his winning entry ir the essay compe- 
tition. In completing the sentence, “I pre- 
fer using Official Swiss Packaged Watch 
Material because ... ,” he added, “... of 
its genuiness, standardization, identifica- 
tion and interchangeability. In its foil- 
wrapped package it proclaims its authen- 
ticity, assures an error-proof replacement 
and permanent identification, instantly 
recognized, identified and filed.” 

Prize winners number two through five 
will each receive an imported Swiss 
micrometer, with the remaining 10 win- 
ners each to receive a fine Swiss balance 
poising tool. 

The winners among the hundreds of en- 
ines received from all parts of the United 
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States were selected by a panel of judges, 
including Leslie Dewey, president of the 
United Horological Associations of Amer- 
ica; H. A. Goldberg, president of the Na- 
tional Association of Credit Jewelers; Leo 
F. Henebry, president of the American 
National Retail Jewelers Association; 5. 
W. Prague, president of the Watch Ma- 
terial Distributors Association of America; 
Alfred S. Rowe, president of the Horologi- 
cal Institute of America; J. P. Sommer 
president of the American National Watch- 
makers Association; and A. C. Wallen- 
stein, president of the National Wholesale 
Jewelers Association. 





Carl F. Lawton, 65, Dies; 
Well Known Boston Jeweler 


Carl F. Lawton, manager of the Diamond 
Department of E. H. Saxton Co., wholesale 
jewelers at 387 Washington St., Boston, 
died on December 5th at his home _ in 
Hingham, Mass. He was 65 years old. 

Born in Athol, Mass., Mr. Lawton went 
to Boston as a boy and was employed by 
the diamond importing firm of Harris & 
Lawton, of which his uncle, C. O. Lawton, 
was a member. In 1910, he became asso- 
ciated with John B. Humphrey Co., Boston 
diamond cutters. Following the death of 
the Harris and Lawton principals, he 
joined the late Walter Harris in the con- 
duct of the Harris & Lawton Co. 


CARI. F. LAWTON 





In 1929, in partnership with Arthur 
Crampton of Hartford, Conn., he formed 
the C. F. Lawton Co., diamond importers, 
with headquarters in Boston and an office 
in Antwerp. This business continued until 
1936 when Mr. Crampton passed on. Since 
then, Mr. Lawton has managed the dia- 
mond department at E. H. Saxton Co., 
which years ago merged the old Humphrey 
Co. into their operation. 

An honorary member of the Boston 
Jewelers Club, Mr. Lawton served as presi- 
dent of that organization in 1934 and 1935, 
and as secretary-treasurer from 1942 to 
1945. He also served as president of the 
New England Jewelers Golf Association 
in 1923 and 1924. 

Surviving are his widow, one daughter 
and two grandchildren. 





Mrs. Ella J. Bird, Registered Jeweler 
with the Smith-Patterson Co., Boston, 
Mass., along with Fred Bird, treasurer of 
the Massachusetts and Rhode Island 
Jewelers Association, have sold their old 
home in Needham, Mass., and have moved 
into a new ranch-type house in the Green- 
dale section of Needham. 








From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifuiiy executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 
Philadelphia 7 


WRITE FOR NEWSPAPER MATS OF THIS AD 


805 Sansom St. 
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Style #1728 







Don’t settle for less 
than the best. According to 
our customers, Alice offers the 
finest quality, styling and finish of 
any tailored earrings in the price 
range. 


Thru the wholesaler $100 
retail 


JEWELRY CO. 


8 Slocum St., Prov., R. I. 


RR = Seon» 
Fie > 
















Ask your wholesaler for 
Fisher's new sport 
a charm catalog, — 
* charms, medals, and 
23 sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 

















FINE STERLING 
HOLLOWWARE 


and 
\)4 AUTHENTIC ANTIQUE 
mame REPRODUCTIONS 


eicrineo DIMES co, 72,%,S78E" 











Sold only direct to Retallers 
WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
fs i a.) Op 41) (0) 6) iu ba Oe 


SEYMOUR, CONN. 
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q Members of the New England Guild of 
the American Gem Society met at the 
Museum of Science, Science Park, Boston, 
on November 14, at which time the “Cause 
of Optical Phenomenon in Gems” was ex- 
plained and demonstrated by Dr. Cornelius 
Hurlbut, Jr., of Harvard University. 
Chatoyancy, asterism, adularescence, and 
iridescence, were but a few of the terms 
which he explained. Several members 
brought specimens of minerals or gems, 
which had unusual optical phenomenon, 
for use in the demonstrations. No meet- 
ings of the group were held in December, 
and the next meeting was scheduled for 
January 9. 


q The many friends of genial Michael 
Mahar, of Mahar & Engstrom Co., Jewelers 
Building, were greatly saddened to learn 
of the death of his son, Michael, Jr., who 
formerly was associated with the firm, in 
a motorcycle accident near Tinker Air 
Base, Oklahoma City, Okla., where he was 
a private, first class, in the U. S. Air Force, 
on Armistice Day, November 11, 1951. 


q Two complete color changes in the 
Christmas window decorations, as well as 
inside the store, took place at the Thomas 
Long Co., Boston, during the holiday sea- 
son, starting out with a definite blue-and- 
white “cold” motif, and winding up with 
warmer traditional red, white, and green, 
with evergreens and red velvet trim pre- 
dominating. The semi-annual costume party 
of the Thomas Long Co. Associates at the 
Hotel Essex in November was reported a 
huge success, with F. Forrest Davidson, 
president of the firm, winning a prize for 
his Scotch outfit, complete in all details. 
More than a hundred employees and guests 
were present, and the Chestnut Hill branch 
was well represented by a delegation who 
appeared as hillbillies, complete to flasks 
of moonshine. Everyone was there, from 
Chinese Emperors to American cowboys, 
with a fine chicken dinner followed by 
several numbers of home-talent entertain- 
ment, and dancing to Ken Reeves’ Or- 
chestra. 


q Everett M. Smith, New England corres- 
pondent for THE JEWELERS’ CIRCULAR- 
Keystone, left the middle of November 
to join Mrs. Smith in California, after 
which he spent a month with her touring 
Mexico, returning to Boston just after 
New Years. 


¢ Norman A. White, the “son” of I. White 
& Son, Inc., 1005 Jewelers Building, who 
has been on maneuvers with the Navy in 
the Virgin Islands, was back home early 
in December on a furlough. His father, 
Israel, was back to greet him following 
a fishing trip to Lake Sebago, Maine, 
where he caught several small salmon. 

q Several changes have been under con- 
sideration at the A. Stowell & Co. store, 
with a view to eliminating the mahogany 
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partitions at the back of the show win- 
dows, and replacing these with plate glass, 
giving full view from the street into the 
store’s silverware and watch and Ting 
sections. 

q C. Edward Cotter, of Prince-Cotter Co., 
Lowell, Mass., reports favorably on a late 
fall golfing expedition to Belfast, Maine 
and adds that he and Mrs. Cotter, along 
with their daughter, Millicent, are plan- 
ning to leave right after the banquet of 
the Boston Jewelers Club, for an extended 
vacation in Florida. 


q Mr. and Mrs. Guglielmo Cini, of the 
jewelry firm of the same name, 561 Boyl- 
ston St., Boston, are making plans for the 
celebration of their 30th wedding anniver. 
sary early this year. 


q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., acted as master of cere- 
monies at a banquet held for the French 
Ambassador at the Hotel Hawthorne, 
Salem, just after Christmas, and presented 
a sterling silver table service to the Am- 
bassador in behalf of the French-American 
residents of the North Shore. Invited 
guests included several in the jewelry 
trade, among them, Samuel Lerner of 
Dudley Jewelry Co., Lynn, and Mrs. Rose 
Marshall and Edward Heffron, of the 
Travis, Farber Co., Jewelers Building, 
Boston. 

q Albert E. Alie, jeweler of Dover, N. H, 
has installed a new front on his store there. 
q Louis Manos, formerly employed in the 
materials department of the Henry Kamlot 
Co., 307-11 Washington Building, and who 
has been serving a year with the Armed 
Forces, is back with the company again. 
q R. W. “Romie” Nathan, popular “Mayor” 
of the third floors, Jewelers and Washing- 
ton Buildings, Boston, is at home con- 
valescing from a prolonged stay at the 
Massachusetts General Hospital. At this 
writing plans were under way for both 
Mr. and Mrs. Nathan to live with their 
erandson, James Ford, in Beverly, Mass., 
this winter. 

q Interior decoration changes have been 
taking place in the Jorge Epstein quarters, 
412-16 Washington Building, with the 
heavy crystal chandeliers coming down, 
temporarily, the ceiling being given a new 
treatment, and more new wiring and 
changes being carried out as the lighting 
fixtures were reinstalled. Entirely new 
effects are expected when the alterations 
are completed. 

















For all the silver you need 
All you need is 


9 A. Stlver Co 
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q “Open House” was the order of the day 
during the Christmas week-end in many 
holesale jewelry establishments, and sev- 
yor parties took place, one of the most 
ie being held in the Katherine A. 
Marky Co., 509-11 Jewelers Building. 
4 Roger Dumont, Inc., of Brockton, Mass., 
ig extending cordial invitations to all 
y salesman who call early at their 


ewelr 
sca —to partake of the 


store—before 10 a.m. 


best coffee in town. 
4 Officers and directors of the Massa- 


chusetts and Rhode Island Retail Jewelers 
Association will meet at the Bellevue 
Hotel in January to map out plans for 
the program of the annual convention to 
be held in May. 

4 Here’s a quiz for jewelers, too, and it 
i; wondered how many can score 100 per 
cent in the window display which has 
attracted much attention at the Kennard 
& Co. store, Boston. It’s a tiny window, 
next to the main entrance of the Ritz 
Carlton Hotel—barely two by three feet 
—but the large number of passers-by who 
pause to try their skill is plenty of evidence 
of the popularity of such a display. Six 
gems are displayed, labeled, respectively, 
A to F. Tags attached by ribbons pro- 
pound the quizzes. A—Jacinth is the an- 
cient name for this gem, begins with Z; 
B—This gem is the birthstone for Novem- 
ber, begins with T; C—Golden is part of 
the name of this gem, begins with B; D— 
Found from Maine to Madagascar, begins 
with T; E—Red variety, often incorrectly 
known as ruby, begins with S; and F— 
This stone is often mistaken for topaz, 
begins with C. (Answers, in case you are 
perplexed, are to be found at the bottom 
of this column). 


q Howard Whittum, the 


formerly with 














Thomas Long Co., is now in charge of 
the watch department at Bigelow-Kennard 
Co. This store issued a very attractive 
Christmas gift catalog for its customers, 
the cover enhanced by an‘ old-fashioned 
sliding and skating scene, reminiscent of 
a Currier & Ives print. 

q Attracting much attention at the Church 
& Co. store, Newbury St., Boston, is an 
antique, hand-wrought solid-silver jewel 
casket, overlaid with gold, made in Edin- 
burgh, Scotland, for a former member of 
the Scottish Parliament. Scenes around 
the outside and on the cover depict events 
of his life in Paisley, Scotland. 

q Christmas decorations at the Smith- 
Patterson Co. store were woven around 
black wrought-iron lanterns, glistening 
with snow, and shining forth amid green 
wreaths and carol singers. 

4 The 64th annual banquet and entertain- 
ment of the Boston Jewelers Club will be 
held at the Hotel Statler on Feb. 2, 1952. 
q The Salvation Army of Greater Boston 
has written a warm letter of thanks to 
Harold Barry, of Barry & Epstein, 400-401 
Washington Building, for his part as chair- 
man of the Jewelers Division in the recent 
fund-raising campaign. Harold, in turn, 
extends his thanks for the grand response 
from the jewelers which made it possible 
to top the quota set. 

q Donald Boudreau, formerly with the 
shipping department, D. C. Percival & Co., 
2nd floor, Jewelers Building, was home for 
a few weeks on furlough from the Rapid 
City Air Base, Weaver, S. D., where he 
has been stationed. 

q Answers to Kennard & Company’s win- 
dow gem quiz: A, Zircon; B, Topaz; C, 
Golden Beryl; D, Tourmaline; E, Spinel; 
and F, Citrene, or topaz-colored quartz. 





BOSTON JEWELERS' GROUP RECEIVES 


CHARTER 





Max Mandelstam (third from right), president of the Jewelers Association of Greater Boston, 
accepts Massachusetts charter from Secretary of State Edward J. Cronin (fourth from left). 


Witnessing the ceremony are, 
Sager of Malden, director: 


Mr. Mandelstam; Saul B. Levitan of Boston, first vice 


left to right: Martin A. Hill of Brookline, treasurer; Edward 
Miss Miriam McDonald of Dorchester, secretary; Mr. Cronin: 


president, and Joseph Turco of 


Medford, director. 


A charter from the Commonwealth of 
Massachusetts was presented November 
lth to the Jewelers Association of Greater 
Boston by Secretary of State Edward J. 
Cronin. Max Mandelstam of Newton, presi- 
dent of the organization, accepted the 
charter on behalf of the association. 

The Jewelers Association of Greater 
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Boston was founded to improve relations 
among manufacturers, wholesalers. retail- 
ers and employees of the jewelry industry 
in the metropolitan area. Members have 
been meeting regularly on the second 
Tuesday of each month and, according to 
the group’s secretary, have accomplished 
much in the way of official business. 
































SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 


FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th I2K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


a Broadway New York 9, N. YY. 


**The Card Specialists” 


2 
EARRING CARDS 
For Manufacturers 
and Wholesalers 
MADE TO YOUR SPECIFICATIONS 
send for literature and samples 
SAMUEL P. HARRIS, INC. 
55 Pawtucket Ave. East Providence, R. !. 
EA 1-1526 














@ Fancy and ‘‘Plastic’’ 
coated finishes 


© All styles and designs 
© For all purposes 


@ Any quantity 




















- KEYSTONE 
Cultured Pearls... rane 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr...$15.00 


S. SMIGROD 


37 WEST 47 STREET, N. Y. 19, N. Y. 
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ANTIQUES WANTED | 





Silverware—Gold and plated jewelry 
—old costume jewelry—Watches— 
movements—watch bands, any kind, 
any type, in any condition. 
Diamonds, any kind or size—Gem 
and semi-precious stones. 

Gold Scrap—filled and plated scrap. 
No consignment too large or too 
small. 

Our check sent immediately. Your 
consignment will be held intact for 
10 days, subject to your approval of 
our offer. 

Reference: Whitney National Bank, 
Morgan Branch, New Orleans, La. 


THE JEWELRY SALVAGE COMPANY 


114 Beronne Street New Orleans, La. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


» Whelescle Jewelers 








134 So. 8th St. Phila. 7, Pa. 





LEARN JEWELRY REPAIR 


*STONE SETTING & MANUFACTURING ATe 


e HOME! Same Course given Residence stu- 


dents. Contains 26 illus. Lessons and val- 
uable data. 
® Offer limited. Write NOW! 


Cost per lesson under 75¢. 
* 


© A. W. THACKER ACADEMY FOR JEWELERS® 


e '17 Fourth Ave., Pittsburgh 22, Pa. 








LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 316 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."’K"' IIl'd Catalog 
BAlidwin 9-1376 
Arthur T. Johnson, Principal 




















WATCH REPAIRS 
For the Trade 


Precision Workmanship at low price. 
Electronic Timing. Over 30 years experience 
Price List on Request 


oO. E. BOSS 


4925 Walnut St. Philadelphia 39, Pa. 

















va vt 
L SCHOOL 


COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 
GRADUATES PASS CERTIFIED masTEeR 
WATCHMAKER., H'1A AND ALL STATE 
LICENSING EXAMS. 
©63 YEARS SERVICE o 


John J. BOWMAN, Director -LANCASTER PA. 
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q Ralph Huberman on December Ist 
opened his fourth jewelry store at 3164 
Kensington Ave., Philadelphia. Manager 
of the new establishment is Jack McCall, 


who has been with the concern for sev- ° 


eral years. The firm has one other store 
in Philadelphia, another in Camden, N. J., 
and one in Lebanon, N. J. 

q A small store with big ideas is Hem- 
merly’s Jewelry Shop at 266 S. 20th St., 
Philadelphia. Stepped-up display units in 
the store’s window left an exposed side 
which has been ingeniously used to dis- 
play ads from prestige consumer magazines 
on merchandise which the store handles. 
A recent one showed a _ nationally-adver- 
tised lighter being used in a sumptuous 
home. The colorful advertisement bright- 
ened the window which, being small, con- 
tained nothing further than a display of 
the advertised lighters and a few com- 
plimentary pieces. 

q H. E. Yonker, whose store was located 
at 3307 Kensington Ave. for two years 
and then at 1512 Sansom St. for a few 
months, has now relocated at 252 S. Broad 
=. 

q Louis Salaman, manager of Victor’s 
Jewelers at 6305 Woodland Ave., would 
like other jewelers to join him in urging 
shirt manufacturers to promote the use 
cuffs which will lead ulti- 
mately to the sale of cuff links. Victor’s 
other store is located at 3000 Kensington 
Ave. 

q The Alfred Alvares store at 6400 Callow- 
hill St., which has recently been reno- 
vated on the outside, will undergo addi- 
tional improvements after the first of the 





PARISIAN DESIGN 





These matching pieces are among the most 
striking new jewelry designs seen recently 
in Paris. The clip is worked in gold wire 
twisted and "knitted" to resemble old 
armor, with small diamonds nestling inside 
the folded wing shape. The bracelet, an 
abstract arum lily, is twisted gold wire 
with a diamond-paved center. The ring is 
a 32-carat aquamarine set architecturally 
in triangles of twisted gold punctuated 
with small diamonds. Jewelry by Sterle. 
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year. The firm plans to increase advertis. 
ing and promotional activities during the 
new year. A well-advertised sale js 
tatively planned for mid-January, 
q J. Louis Bachofer has added several 
different lines of glassware to his well. 
stocked store at 117 S. Broad St., Phi. 
adelphia. 

q In commenting on the street car ad. 
vertising that he has been using for the 
past year, William J. Glatz of 6435 Ris. 
ing Sun Ave., said: “I can’t put my finger 
on any new business I’m sure is traceable 
to the street car ads but old customers 
tell me they saw them.” Even though 
there are no conclusive tests of their ef. 
fectiveness, the fact that many customers 
have remarked about them satisfies Mr 
Glatz who, plans to continue using this 
advertising media during 1952. 

4 J. P. Hammill of 11 S. 53rd St. re. 
turned to his store the middle of Decem. 
ber after an illness of more than two 
weeks which kept him at home under a 
physician’s care. 

q Wharton Jewelers of 7176 Ogontz Ave. 
have added a line of imported lamps and 
giftwares to the store’s merchandise and 
have remodeled a section of the store to 
accommodate them. 

q All the Associated Barr Stores in the 
Philadelphia market area sponsored a 
series of give-away promotions on Decen- 
ber 10th in local motion picture theatres. 
q The “Opportunity Window” at C. R. 
Smith & Son, jewelers at 18th and Mar- 
ket Sts., has proved worthwhile in at- 
tracting customers and in quickly moving 
overstocked merchandise. A spokesman for 
the store announced it will be continued 
in 1952. 

q Technical discussions are highlighting 
the regular meetings of the Horological 
Guild of Philadelphia. Since the group 
now meets at the Philadelphia School of 
Engraving on the second Tuesday of each 
month, guild members are permitted the 
use of the facilities of this school includ- 
ing some excellent tools with which to 
work. 

4 A talk on fluorescence by C. Fred Muth, 
Jr., of Jenkintown, featured the November 
14th meeting of the Eastern Pennsylvania 
Guild of the American Gem Society. Mr. 
Muth illustrated his address with a dis 
play showing how different lighting affects 
the fluorescense of various gemstones. 
4 John S. Rubin was at this writing m 
the midst of plans to celebrate his 30th 
anniversary in the jewelry business. His 
store is located at 6347 Woodland Ave, 
Philadelphia. 

q Plans are also currently being made 
by Joseph Quintieri for the erection of a 
new building across the street from his 
jewelry store at 1703 Snyder Ave. After 
only two-and-a-half years at the present 
location, Mr. Quintieri’s store is ready for 
expansion. The new building will be 
double the size of the present store. 

q The most important topic discussed at 


ten- 
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the November 27th meeting of the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania, held at Lou Ten- 
dier’s, was the group’s 12th anniversary 
dinner-dance at the Bellevue-Stratford Ho- 
tel. Ralph Huberman, program chairman 
at this soiree, arranged an outstanding 
floor show which featured many top stars 
and - performers. Included on the enter- 
tainment program were Jan Murray, popu- 
lar television personality; Mary Small, 
well-known vocalist, and Joe Frasetto and 
his instrumentalists. Seated at the head 
table were: Charles H. Heine, past presi- 
dent, and Mrs. Heine; A. Lester Sauter, 
past president, and Mrs. Sauter; Jack K. 
Green, past president, and Mrs. Green; 
Milton E. Smith, president, and Mrs. 
Smith; J. Bruce Byall, first vice president, 
and Mrs. Byall; George A. Lyons, secre- 
tary, and Mrs. Lyons; Samuel Kind, Il, 
treasurer, and Mrs. Kind; Edwin S. 
Malmed, general counsel, and Mrs. 
Malmed; Karl A. Schwemmer, president 
of the Pennsylvania RJA, and Mrs. 
Snyder. As usual, a splendid time was 


had by all. 





Army Cites Hamilton V. P. for 
Aid Given in World War Il 


In recognition of his contributions to the 
World War II effort in industrial intelli- 
gence, George P. Luckey, vice president in 
charge of manfacturing for the Hamilton 
Watch Co., received a certificate of appre- 
ciation signed by Frank Pace, Jr., Secre- 
tary of the Army, on November 22nd. He 
was among 12 industrialists from Penn- 
sylvania who received awards from the 
Department of the Army recently. 

Mr Luckey was a consultant to the 
Technical Industrial Intelligence Commit- 
tee, which worked closely with the Joint 
Chiefs of Staff near the end of World 


War II. 





E. Tanke, Retired Jeweler, 
Honored by Optimists in Buffalo 


Forty-six Optimist Club members cele- 
brated 40 years of looking on the brighter 
side of life on the evening of November 
14th at the Hotel Buffalo, Buffalo, N. Y. 

Honored at the 40th anniversary cele- 
bration were Eugene Tanke, 76, a promi- 
nent retired Buffalo jeweler, and Olan L. 
Neal, 74, a member of a leading Buffalo 
music house. These two men are the last 
surviving founders of the original Optimist 
Club which was organized in Buffalo in 
1911. Since its inception, the original 
group has grown until today it consists of 
800 clubs in the U. S. and Canada with 
a membership of 45,000. 

The five points of Optimist philosophy 
were outlined at the anniversary celebra- 
tion by William Beuler, Buffalo district 
lieutenant governor. Said Mr. Beuler: 
“We believe in the international develop- 
ment of optimism as a philosophy of life, 
Promotion of interest in public affairs, 
respect for law and order, friendship and 
accord among all peoples and the encour- 
agement and development of youth.” 

Many of the older members in all 
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Garnet 
January Birthstone 
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branches of the jewelry industry know 
Mr. Tanke personally through his long 
association with T. C. Tanke, Inc., leading 
Buffalo jewelers and _ silversmiths.  Al- 
though retired from active business, he is 
still a frequent visitor at the two Tanke 
stores and is regarded as a Chairman 
Emeritus of the corporation. 
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Genuine Bohemian Garnet Jewelry 





Old World Craftsmanship— 
Reasonably Priced. 
Wide selection of Rings 
all 10 K gold. 


Retired jeweler Eugene Tanke (left), a 
charter member Optimist for 40 years, 
presents a check for the Optimist Club's 
boys' fund to President Glenn B. Carden 
(right). Also pictured are Olan L. Neal 
(second from left), another charter mem- 
ber, and Robert L. Johnson, who was a 
guest speaker at the Optimist anniversary 
celebration. 


laces, and bracelets (both flexibl 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinols 











Mr. Tanke is a former president of the 
New York State Retail Jewelers Associa- 
tion and also the Buffalo Retail Jewelers 
Association. 
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Earrings, brooches, crosses, neck- 
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LARGEST DIRECT 
IMPORTERS OF 


Black Forest Cuckoo Clocks 
Westminster Chime Mantel Clocks 
400 Day Clocks in 12 Styles 
Traveling Alarm Clocks 

















SOLE U.S.A. 
AGENTS FOR 


JUNGHANS 


ATO ELECTRIC BATTERY 1,000 DAY CLOCKS 
Visit Our Showrooms 
co Dea ee Ge On On Ons © On On am On 0 PuUmn in Om 
220 Fifth Ave. «+ New York 1, N-Y. 1524 Merchandise Mart, Chicago, Iil. 
| SEND FOR NEW CATALOG & REDUCED PRICE LIST 
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1897 


1952 
YESTERDAY ... in 1897, 


we originated our policy of 
giving you 

e Honest Value 

e Dependable Quality 


e Conscientious Service 


TODAY ... after 54 years of 


fulfilling that pledge, we are 
happy to renew it for all the 


TOMORROWS.... in 1952 





BALTIMORE |, MD. 

















Tlew for 1952 


-— SAUNDERS — 


CATALOG 


OF EQUIPMENT 
FOR CASTING 


For maximum production ef- 
ficiency, install the newest 
and best equipment for cast- 
ing in your plant. 

“ 


Our NEW 1952 Catalog 
with complete detailed in- 
formation is now ready. 


Send for Your Copy. 








+. ALEX AN DE R ——_ 


SAUNDERS & CO. 


95 Bedford Street 
New York 14, N. Y. 


Jewelry Casting and Finishing 
Equipment and Supplies 
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q Congratulations on her recent marriage 
are in order for Miss Charlotte Mae Har- 
mon, daughter of Mr. and Mrs. Carl P. 
Harmon of Norfolk, Va. Miss Harmon 
was wed recently at Norfolk’s Hague Club 
to Lt. Herbert Maurice Hoffer, USA, of 
Fort Leavenworth, Kan., son of Mr. and 
Mrs. Benjamin Hoffer of Norfolk. Carl 
P. Harmon is secretary-treasurer of the 
Norfolk and Portsmouth Retail Jewelers 
Association, a post he has held since the 
organization was founded. 

q Governor Battle of Virginia has reiter- 
ated his oft-repeated declaration that he 
does not intend to recommend adoption 
of a sales tax to the 1952 General Assem- 
bly. The chief executive, who opposed 
the sales tax in his campaign for Gov- 
ernor and who has stood firmly in that 
position since he took office, recently in- 
dicated he was against any new tax 
increases at the coming Assembly session. 
q C. L. Potter Jewelry Store, a new en- 
terprise for Miami, Fla., has opened at 
106 NE Second Ave. Mr. Potter, a 20- 
year resident of Miami, has been asso- 
ciated with various jewelry firms there for 
many years. The new store is the first he 
has owned and operated himself. 

4 Walter R. Thomas, president of the 
Walter R. Thomas and Myron E. Freeman 
& Bros., jewelry stores, Atlanta, Ga., an- 
nounced recently the appointment of 
Archie Lindsey as director of public rela- 
tions and personnel for the 20-unit chain 
of stores. 

q Sterling Jewelry Co., Inc., jewelers at 
51 Peachtree St., N. E., Atlanta, Ga., cele- 
brated their 34th anniversary during the 
month of November. 

q Seventy officials and employees of Zale’s 
San Antonio jewelry store celebrated win- 
ning the chain’s “Store of the Month” 
award on Saturday evening, November 
17th, with a dinner at the St. Anthony 
Hotel in San Antonio, Texas. They had 
a sales increase of 128 per cent during 
October. 

q A second Nolen’s Jewelry Store was 
formally opened December Ist in Hous- 
ton, Texas, at 2529 University Boulevard, 
under the management of Bennet Fenbar. 
The original Nolen’s Jewelry Store was 
established in Houston 33 years ago. 
q Thad B. Reese, Sr., who has been in 
the jewelry business for 30 years, has 
been named manager of Sterling Jewelers’ 
at 150 North Main St., East Point, Ga. 
He succeeds Mrs. Hassie B. Smith, who 
has resigned to join her husband serving 
with the Army in Japan. W. L. McNair, 
who has been with the store about six 
years, continues as assistant manager, it 
was stated. 

q Mayor Thomas Buchanan of Darling- 
ton, S. C., who is engaged in the jewelry 
business there, will seek re-election in the 
city election to be held in December. 
Mayor Buchanan, now rounding out a two- 
year term, has served as past district 
commander of the American Legion. 





THE SOUTH 


Baltimore-Washington News 


q Waverly Promotions, Inc., comprising 
the association of 75 merchants in the 
Waverly section of Baltimore, promoted 
a Christmas carnival and contest during 
the past holiday season. The grand prize 
awarded to one of the shoppers in this 
area was a new 1951 Ford for the beg 
judged entry. The assoviation has as jts 
President, William Roeth of William 
Roeth & Sons, 3120 Greenmount Aye, 
Baltimore, and as its Vice President, Eq. 
ward Kibler, of Kibler’s Jewelers, 3999 
Greenmount Ave., Baltimore. Both of these 
stores are in the locale of the organization 
which sponsors various contests and pro. 
motions in this community for the bheneft 
of its members. Newspaper advertising, 
radio, window placards and proper seg. 
sonal decorations are also featured, 

q Harold L. Yoffe, watchmaker and op. 
tician, has opened a new jewelry shop at 
1450 Light St. in Baltimore. 


q The appointment of new officers for the 
U. S. Jewelry Co., Inc.. wholesale jewelers 
of Baltimore, was announced recently as 
follows: Howard Sugar, president; Gabrie] 
Bleakman, vice president, and Norman 
Baumohl, treasurer. Mr. Sugar has been 
associated with the firm for more than 
15 years. 

q The catalogue released jate last fall by 
J. Engel & Co., Inc., wholesale jewelers of 
Baltimore, has been proclaimed by jewelers 
in this area as complete and comprehensive 
and has been of great assistance in sales, 
q Antoine’s Jewelers moved to a new loca- 
tion at 220 West 4th St., Wilmington, Del., 
just in time for the holiday business rush. 
q William M. Wright of Wright’s Jewelry 
Store, announced recently the 15th anniver- 
sary of his business in Silver Spring, Md. 
Now located in a modern, well-appointed 
establishment at 8229 Georgia Ave., the 
business had its inception in 1936, and was 
the first jewelry store in the locality. It is 
now considered one of the mainstays in the 
community which is reputed to have grown 
in population to a point where it is con 
sidered to be the second largest city in 
Maryland. The firm operated a branch store 
in the nearby Wheaton Shopping Center. 
q The Greater Washington Retail Jewelers 
Association distributes a monthly publica- 
tion called the “Loupe News” among its 
members. The publication keeps the local 
jeweler informed on various events, notices, 
personals and other matters of interest. 
Harry Brott of Kahn-Oppenheimer, Inc., 
917 F. St., N. W., is news editor and is 
creditably regarded in this capacity. 

4 Burglars recently broke into the store of 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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roe F. Lee in Emporia, Va. The safe 
nened and merchandise valued at ap- 
roximately five to six thousand dollars was 
taken. Two weeks after the first robbery, 
Mr. Lee’s branch store in Courtland, Va., 
was robbed of about $600. 

Jewelers in the Baltimore area are con- 
cerned with the antics of one of the local 
department stores in its price war of nation- 
ally-advertised, fair traded merchandise. 
4 Bernard Fredland, immediate past presi- 
dent of the Greater Washington Retail 
Jewelers Association, was presented with 
an 18-karat gold gavel charm at the or- 
ganization’s recent annual banquet. 

q After more than 30 years in business, 
Al Tempchin, trading as Palace Gift Shop, 
595 9th St., N. W., Washington, D. C., sold 


his store to Max Tuckman. 
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Peters to Lecture Before 
Watchmakers in Four States 


During the month of January, Forrest 





E. Peters, executive secretary of the Hor- 


ological Institute of America, Washington, 
D. C., will tour the states of Tennessee, 
Texas, Oklahoma and Louisiana and lec- 
ture before watchmaking guilds and asso- 
ciations. He will illustrate his talks with 
displays of the timepieces mentioned 
above, and will also show the HIA’s No. 2 
Collection of Watches. 

Listed in chronological order, his itin- 
erary will be as follows: January 7th— 
Nashville, Tenn.; January 9th—Memphis, 
Tenn.; January 11th—Weatherford, Okla.; 
January 14th—Amarillo, Texas; January 
15th—Lubbock, Texas; January 18th— 
Fort Worth, Texas; January 2]lst—Brown- 
wood, Texas; January 22nd — Austin, 
Texas; January 23rd—San Antonio, Tex- 
as; January 24th—Corpus Christi, Texas; 
January 26th—Houston, Texas, and Janu- 
ary 29th—New Orleans, La. 

Mr. Peters, formerly with the United 
States Naval Observatory during World 
War II, is in charge of the National Head- 
quarters of the Horological Institute of 
America, in Washington, D. C., and is an 
authority on marine chronometers. 
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PRIZE-WINNING WINDOW IN SILVER DISPLAY CONTEST 
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First prize in the Stieff window contest was awarded to the Wright Jewelry Co. of Silver 
Springs, Md., for this well-planned silverware display. 


The winners in a unique window display 
contest have been announced by the Stieff 
Co. of Baltimore. This old and well-known 
frm of sterling ware manufacturers gave 
anew and helpful twist to the old window 
display idea. Aimed directly at helping 
the small jeweler, the contest has not only 
produced its full quota of contestants but 
also brought forth a number of favorable 
comments on its cooperative aspects. 

Jewelers were asked to install a window 
of sterling ware for the week beginning 
November 11th and to submit photographs 
by November 23rd to the Stieff Co. The 
first prize was designated as $3,000 worth 
of Stieff merchandise to be placed on con- 
signment with the winning jeweler for 30 
days. The second prize was $2,000 in mer- 





chandise under the same conditions. The | 
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third prize was also $2,000 in sterling 
ware, the winner being determined by a 
drawing from all entries. 

“We are happy to announce the winner,” 
said Charles C. Stieff II, “as the Wright 
Jewelry Co. of Silver Springs, Md. They 
entered a handsome window, beautifully 
planned and tastefully arranged. Second 
place went to Singer’s of Alexandria, Va., 
and third place was drawn by Sievers and 
Devers of York, Pa.” 

The contest judges were Gideon M. 
Stieff, president of the Retail Merchants 
Association; John Fetting, president of the 
Retail Jewelers Association of Baltimore 
and Leon J. Engel, past president of the 
National Wholesale Jewelers Association 
and Board Member of the Jewelry Indus- 
try Council. 
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GRAN 


REPAIR 





Our repair department is organized 
to give you prompt service—to help 
you build customer good will. 

It is completely equipped with the 
same factory personnel and methods 
used in producing the well known 
line of “fine finish” GRAN emblem 
and other jewelry. 

We take great pride in repairing 
and refinishing work to bring it back 
to look like new. 


We are especially equipped to: 
¢ replace worn shanks 
© re-engrave emblems 
¢ re-enamel emblems 
¢ replace stones 
¢ replace worn or lost emblems 


and any other repair work you may re- 
quire. Estimates furnished if desired. 


GRAN and COMPANY, INC. 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 25, Ind. 














TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT sae]tica. 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


direct from our cutting plant mn 
Widest 


sizes, round stones, heart shapes, etc 


Jnter-Ocean Crade Co. 
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selection in stock including ring 


New York I9. N. Y 
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48 W. 48th 








#11J—Sheepskin case—Black, 
TRAVELING CLOCK CASES Dark Brown, Dark we. x 


#22) Genuine Morocco Leather 
case—Wine, Red. Black, Blue, 
Brown, Greea $ii K 
#35J]—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
Serer 

2%” and 2%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO.. INC. 
630 Fifth Ave., New York 20 
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Gold-=-Silver 
DLATING 


“ASK ABOUT” 


THODAN IZE 
Kesislant of Tarnish, 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 



































Do you know why 


MICROTIME 
WATCH and CLOCK OILS 
Give the Best Lubrication? 





IF NOT... 
Ask Your Jobber Today! 
e 
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EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 


Chicago 2 Illinois 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














Culeh, Case Repairing 


Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 





29 East Madison Street, Chicago 3, Illinois 








Si Or 
— SILVER TARNISH 
_ vs PRO-TEX-SIL 


yours how one applica- 

tion of Pro-Tex-Sil protects for weeks. 
WELMAID MANUFACTURING CORP.,Dept. 21 
1737 N. Campbell Ave., Chicago 47, III. 
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q Harry Lackritz of Lackritz Jewelers, Inc., 
547 N. Michigan Ave., exhibited more than 
a million dollars’ worth of diamonds in a 
four-day “show” the middle of November. 
A 55-carat Ceylon sapphire allegedly hail- 
ing from the belt of a maharajah, a 500- 
diamond necklace once owned by Queen 
Charlotte of Portugal, and several dozen 
lesser trinkets lolled casually in display 
cases. 

q@ Axel V. Hammerberg, 64, of 839 Lake 
St., Oak Park, a Chicago jeweler for 50 
years, died November 29th in West Subur- 
ban Hospital. Recently retired as head 
of Hammerberg, Inc., he was active in 
civic and club work and had served as 
chairman of the Oak Park fire and police 
commission and the playground board. He 
is survived by a daughter and a son. 

q On Tuesday night, November 20th, the 
Illinois Watchmakers Association met at 
the LaSalle Hotel. The program was high- 
lighted by talks on “OPS as It Affects 
You” by R. H. Zelke, “The AFL” by 
William Lennon, and a review of “The 
Ideal System” for jewelers and watch- 
makers. 

4q Imperial Pearl Syndicate, 5 N. Wabash 
Ave., planned to hold its annual Christmas 
party for employees and customers on 
December 24. At this time, bonuses and 
service awards were to be presented. J. A. 
Lieberman recently joined the firm and 
is busily learning everything possible about 
the business and its operations. Irene 
Watanabe spent a month recently in 
Hawaii where she visited relatives and had 
a marvelous time. 





CHICAGO 








q Al Hofeld of Barclay Jewelry, Inc., 36 
S. State St., announced that Leon E. Moses 
has joined the firm’s Chicago office staff as 
salesman for Marvella Pearls and Barclay 
Jewelry in the Chicago area. He yil] 
handle all but the Loop area. 

q Members of the Chicago Jewelers Asso- 
ciation were given a final word of warning 
during December to secure banquet reser. 
vations early because an overflow crowd 
is expected. The affair, a social highlight 
of the jewelry calendar in Chicago, will 
be held in the grand ballroom of the 
Conrad Hilton Hotel (formerly the Stevens) 
on Saturday, January Sth. As always, the 
souvenir to be presented to those attending 
the banquet was being kept a closely 
guarded secret. 

q Arnold Schloss, manufacturers’ repre- 
sentative with offices in the Heyworth 
Building, 29 E. Madison St., has been 
appointed Midwestern and Southern rep- 
resentative for Richelieu Pearls. He will 
call on the wholesale trade in these areas, 
q Leonard J. Ravven, sales manager of 
the Clinton Watch Co., Chicago, for 16 
years, is leaving for Los Angeles on Feb- 
ruary 1, 1952, to open his own office as 
manufacturers’ representative at 766 S. 
Sierra Bonita. 

q The Jewelers’ Club of Chicago was set 
to have its annual Christmas party on 
Monday, December 24. As always, this 
was planned as an open house affair, with 
members invited to drop in for excellent 
food, drink and fellowship any time from 
noon on. These affairs usually run until 
approximately 6 P. M. 





Golden Roosters to Entertain 
Ladies on February 23rd 


Final plans are now shaping up for the 

formal Ladies’ Night party of the Golden 
Roosters of Chicago, to be held on Feb- 
ruary 23 in the Gold Room of the Congress 
Hotel. . 
Heeding the arrangements committee for 
this event, high spot on the Roosters social 
calendar, is Al Lauschke of Handy and 
Harman. He is being assisted by Rudy 
Samuels of Stein and Ellbogen and Bob 
Sheffries, manufacturers’ representative. 

This affair will mark the installation of 
the Roosters’ officers for the next year. 





Stein & Ellbogen Awards 
Service Pins at Party 


The annual Christmas celebration of the 
Stein & Ellbogen Co., wholesale jewelers 
at 55 East Washington St., Chicago, was 
held at the Bismarck Hotel on Friday, 
December 7th. The party brought out 
many hidden talents of the employees in 
hilarious parodies of office activities. 

In keeping with the tradition of these 
affairs, Charles D. Ellbogen presented a 
pin with four diamonds to Bessie Kelly, 
smybolizing 40 years of service in the 
Jewelry Department. 





In the affiliate organization, the National 
Railway Time Service Co., Fred Marhoff 
and Serena Kers received 20-year service 
pins. This is the length of time this com- 
pany has been a subsidiary of Stein and 
Ellbogen. 

In Wendell & Co., also a subsidiary for 
20 years, Elmer Barg, Ruth Johnson and 
Catherine Leicht received 20-year service 
pins. 

Others in Stein & Ellbogen Co. who 
were honored were Theresa Perrelli, Irene 
Vydra and Eleanore Schnadig with 10-year 
service pins. 

Stein & Ellbogen Co. was established in 
1877 and this year will mark its 75th 
anniversary. Of the present employees, 
Otto Lieberman has been with the com- 
pany over 50 years; Charles Brown and 
Morris Morwitz over 40 years; Charles 
Ellbogen, Stanley McKeon, Ernest Roseth, 
Harry Wish and Mary Rueck over 30 
yea.s; Milton Nathan, Richard Dehnert, 
Arthur Kuhfuss, Albert Fleigel, Adolphe 
Bittermann, Dymtro Wodinski, George 
Ringland, William Little, Helen Krautter, 
Ione Girard, Lena Ginsberg and Rose 
Lowewy have been with the firm over 
20 years. 

Those who have been with the company 
more than ten years are Robert Lieberman, 
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h Weckerle, Harry Davis, Ernest 


Adams, Walter Stuart, Frank Pickell, 
Maurice Chapman, Alexander McKay, 
Rudolph Samuels, Margaret Wolfe and 
njamin. 
“ “ eae to note that these 40 
employees have been associated with the 
frm for a total of about 1,000 years. 
William Guggenheim of the Diamond 
Department of the company 1s now in the 
Navy. He is at present stationed at 
Glenview Naval Air Station. 
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Pazol’s to Open China Shop 


Extensive alterations were underway 
during November at Pazol’s Jewelers, 125 
S Walnut St., Muncie, Ind. The firm is 
converting the rear stock room at their 
present location into a china shop that 
will be operated as a separate establish- 
ment. Entrance to the new shop will be 
on W. Jackson St., off South Walnut. 





Chicago Jewelers Group 
Admits Six New Members 


The Jewelers’ Association of Greater 
Chicago will start its New Year with a 
large, open meeting on Wednesday, Jan- 
uary 9th, in the Standard Club. 

Guest speaker and guest of honor at 
the affair will be Leonard N. Simons, who 
in addition to being a well known Detroit 
jeweler, is also associated with the adver- 
tising firm of Simons-Michelson Co. 

At this association’s last meeting, on 
December 5th, six new members were 
admitted: Broadview Jewelers, 1721 Roose- 
velt Road, Broadview, IIl.; North Jewelers, 
5553 W. North Ave.; Rotunno Jewelers, 
4105 W. North Ave.; Mayer’s, 4032 N. 
Milwaukee Ave.; Klein & Co., 3168 Lincoln 
Ave., and Kopps Credit Jewelers, 203 S. 
Dearborn St. 

Benjamin L. Sacks, executive secretary 
and counsel of the association, also re- 





vealed after the last meeting that the 
group’s cooperative advertising program 
called for almost daily insertion of full 
page ads in the Chicago Sun-Times from 
December 1 to 20. Participating manu- 
facturers included Gruen, Elgin-American, 
Zenith and Benrus. 





Austrian Jewelry and Gifts 
To be Shown at Chicago Fair 


Jewelry and gifts from Austria will 
figu:e prominently in the myriad round- 
the-world exhibits at the Chicago Inter- 
national Trade Fair next spring. Fifty 
nations will participate in the gala inter- 
national event to be held at Chicago’s 
mammoth Navy Pier next March 22 to 
April 6. 

The Austrian Federal Chamber of Com- 
merce has reserved 4000 square feet of 
exhibit space at the exposition, with 
jewelry and gifts among the largest dis- 
play groups expected. 

Precious stones in settings created by 
famous designers will feature the Aus- 
trians’ jewelry exhibits. Also on display 
will be costume jewelry fashioned out of 
rhinestones and pearls. In addition, sev- 
eral Austrian firms will exhibit items of 
great variety, many of them previously 
unseen in the United States. 





Kansas Gem Group Elects 


Michael Prohodsky, certified gemologist 
of Ellinwood, was elected president of the 
Kansas Gemological Society at a meeting 
of the group held in Hutchinson on Sun- 
day, November 18th. He succeeds Leslie 
Branson, certified gemologist of Wichita, 
as president. 

Other officers elected were: E. P. “Gene” 
Wetzel of Wichita, vice president, and Ed 
Marshall of Anthony, secretary-treasurer. 

The new officers will preside at the Jan- 
uary 20th meeting of the organization. 
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ONFER ON NEW ULYSSE NARDIN WATCH LINE 
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Executives of Bayer, Pretzfelder & Mills, sole importers and distributors of Ulysse Nardin 

watches, are shown discussing their new watch line with Francois Nardin (third from left), 

general manager of the Ulysse Nardin factory, during his recent visit here from Le Locle, 

Switzerland. Mr. Nardin expressed great pleasure at the, increased popularity and sales of 

Ulysse Nardin watches. From left to right are: Herbert E. Faithfull, Jr.. Mrs. Y. Nanasi, Mr. 
Nardin, Herbert E. Faithfull, Sr., Leslie Sternberg and Aladar Roth. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the yeor 











FEINBROS. AGAIN OFFER 
A GUIDE 10 BIGGER PROFITS! 


Write immediately for your FREE copy of 
the first edition of our 1952 catalog. You 
will find it COMPLETE in every detail — 
crammed from cover to cover with items 
most in demand today — an essential buy- 
ing guide for every Jeweler and Watch- 
maker! 

It is to your advantage that you make 
your request for catalog NOW! 





WHOLESALE JEWELERS 


5 S. Wabash Ave. Chicago, Illinois 











TYPEWRITERS 
NEW 
STANDARD—ELECTRIC—PORT ABLE 


A. T. HILL 


2 Park Avenue New York City, N. Y. 
MU 3-4800 Sales Dept. 

















DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 





THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 

















in special order wool. Scud us your 
specifications. W. ‘a submit a design 
without obligation. 


SCHUMER BROTHERS CO. 
Manufacturing oe 


5 EAST THIRO STREET - CINCINNATI, OHIO 





DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnal:, Ohio 
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Exclusive Franchise Plan Offers 
All These Selling Aids: 


@ Effective Advertising 

@ Attractive Displays 

@ Distinctive Boxes 

@ Prompt Mail Order 
Service 

@ National Brands 


Write for Information 


A.G.SCHWAB *:x."” 











WE 

goo YOU 
L 

oppor TAB 


229 East Sixth Street 
CINCINNATI 2, OHIO 


FaitTAFULY SERVING THE RETAIL JEWELER SINCE 1878 





The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1952 Catalogue 
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q All local wholesalers and manufacturers 
enjoyed adequate holiday business which, 
as usual, made it necessary for them to 
keep their offices and salesrooms open 
evenings and weekends during December. 
With the rush period now over, many 
executives are planning their customary 
winter vacations in Florida and_ other 
Southern resorts. 

q Recent business trips were made by 
Jules Kassel, Kaufman-Kassel Co., manu- 
facturers, 434 Elm St.; Al Kovac, the 
Flanagan-Kovac Co., wholesalers, Enquirer 
Building; Percy D. Lucas, Rosfelder 
Brothers & Co., manufacturers, 413 Race 
St.; Ervin Black, Philip Klein and Howard 
Staudemaier, the Harry Greenwold Co., 
wholesalers, 18 West Seventh St.; Herman 
Rauch, C. and H. Rauch, Inc., wholesalers, 
Edwards Building, and Julian G. Schwab 
and James Heldman of A. G. Schwab & 
Sons, Inc., wholesalers, 229 East Sixth St. 
q Edward F. Herschede, Jr., nationally 
known gemologist and director of the 
Cincinnati Gemological Laboratory in the 
Keith Building, has again been selected to 
conduct the sessions on gem-stones at the 
sixth Jewelry Store Management and Mer- 
chandising Training Program at New York 
University from January 21 through Feb- 
ruary 1. The course is conducted by the 
NYU School of Retailing and the Joseph 
Bulova School of Watchmaking, in coopera- 
tion with the American National Retail 
Jewelers Association and the National 
Association of Credit Jewelers. 

q At the age of 94, James Niven, jewelry 
manufacturer at 31 East Fourth St., “finally 
got around” to joining the Shrine on 
December 7, making him the oldest candi- 
date on record in this Masonic group. 
A native of Scotland, Mr. Niven came to 





THE VEEP REMEMBERS 





Vice President Alben W. Barkley is a man 
who remembers his wedding anniversary. 
Here he looks over some jewelry as he 
buys a present for his wife. They cele- 
brated their second wedding anniversary 
during November in San Diego, Calif. The 
jeweler (left) is ar 9 Pohndorf of Denver, 
Colo. 


CINGINNAT 


this country in 1874, and to this City soon 
thereafter. He has been active in Maso 
for many years, and Chaplain of Avon 
Lodge, F. and A. M., for 31 years, 

q The Greater Cincinnati Retail Jeweler, 
Association staged a successful “Knoy 
Your Jeweler” contest, with jewelry prizes 
going to the 75 winners. The contest was 
promoted in cooperation with the Times. 
Star, afternoon daily newspaper, which 
published a 12-page tabloid special section 
to announce the contest. 

q John J. Nolan, manager of Tom Nolan 
Jewelers, Inc., in suburban Norwood, 0,, 
will again be general chairman for the 
Golden Gloves boxing tournament at the 
Cincinnati Garden late in January. Pro. 
ceeds this year will go to the Hamilton 
County Chapter, National Foundation for 
Infantile Paralysis. 

q Julius D. Jacobs of D. Jacobs Sons Co,, 
wholesalers at 811 Race St., who has been 
ill since last July, is recuperating nicely 
at his home. Clarence Akron of Ralph E. 
Gobel, Inc., wholesalers in the Provident 
Bank Building, is again on the job after 
a flu attack. 

q Edward Huesman, who for the past 34 
years has been associated with Whitehouse 
Brothers, manufacturers at 5 E. Third St, 
retired recently and was honored by the 
firm with a dinner in nearby Kentucky, 
Mr. Huesman and his family have moved 
to New Orleans. 

q E. A. Oberrecht, proprietor of two local 
retail jewelry stores, staged a recent suc: 
cessful movie star identification contest, 
which attracted nearly 600 participants. 
The winner received a $100 diamond ring. 
4 Albert N. Wilmer of Baltimore, Md., has 
joined the sales staff of the Kaufman- 
Kassel Co., manufacturers at 434 Elm St. 
He will represent the firm in Eastern 
territory. 

q Jerome Bihl of Bihl Brothers, jewelers 
of suburban Newport, Ky., and his two 
sons, Ira and Jerry, bagged 30 rabbits and 
10 quail on a recent hunting trip. 

q Alvin Gottlieb, retailer at 3928 Glenway 
Ave., has been elected president of the 
Price Hill Civic Club. 

q Clarence Castle, retailer in Paintsville, 
Ky., and his wife were recent business 
visitors here. 


ooo, 


OPS Approves Forstner Prices 


Wm. Forstner, president of the Forstner 
Chain Corp., Irvington, N. J., announced 
recently that the Office of Price Stabiliza- 
tion has approved prices quoted by the 
firm in its price list dated January 1, 1951. 
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EXPERT 
PEARL RESTRINGING 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Mlinois 
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The West Coast 


—— 
4 After six years at 5813 N. Figueroa St. 
in Los Angeles, Felix H. Garbe has moved 
his jewelry store into a new building at 
3306 N. Figueroa St. Mr. Garbe hails 
originally from Bluffton, Ind., where he 
was also active in jewelry circles. 

4 Lee L. Lane, formerly with Funk’s 
Jewelers in Oceanside, Calif., is now the 
owner-proprietor of Lane Jewelers, 4973 
Newport Ave., Ocean Beach, Calif. 

4 Erich W. Hofman, owner of the jewelry 
store at 261 University Ave., Palo Alto, 
Calif, was elected president recently of 
the Merchants Association of Palo Alto. 
This is Mr. Hofman’s tenth anniversary 
vear in his Palo Alto store. 

4 On February Ist, Leonard J. Ravven will 
open offices as a manufacturers’ representa- 
tive at 765 S. Sierra Bonita, Los Angeles. 
Mr. Ravven served for the past 16 years 
as sales manager of the Clinton Watch Co. 
in Chicago. 

4 Frank Oergel, who has been in the 
jewelry business for many years at 215 W. 
5th St.. Los Angeles, has opened a new 
retail shop at 6701 Van Nuys Blvd., Van 
Nuys, Calif. His son, Lloyd F. Oergel, 
will act as manager of the new store. 

q.L. H. Johnson and his son, Roger John- 
son, have opened a new jewelry store in 
Garden Grove, Calif. The Johnsons have 
been partners in the jewelry business for 
five years. 

4 Gordon Cooley, retired San Francisco 
jeweler, died recently at the wheel of his 
car following a heart attack. He is sur- 
vived by his widow and a brother. 

{ The Los Angeles offices of the A. Cohen 
& Sons Corp., New York, have been ex- 
panded and a new showroom will be main- 
tained in the Biltmore Hotel. Jack H. 
Spiro will be in charge of the Western 
operation. He announced recently that fa- 
cilities have now been set up to enable 
shipping of merchandise from Los An- 
geles which will insure better service to 
Western accounts. 

(Sacramento has a new jewelry store at 
1132 Jay St. operating under the name 
Emery Jeweler. Owner is Emery Ferency 
formerly of New York City and more re- 
cently manager of the Sacramento Loan 
and Jewelry Co. in the California Capital. 
(Herman Sweet Jewelry store, 406% 
E. 4th St., Santa Ana, has been purchased 
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Send today for your FREE copy of New 
issue of "GEMOGRAM." A booklet which 
will aid you in selling and merchandising 
fine colored stones. 

FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. 5th St. Los Angeles 13, Calif. 
MUtual 1872 
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CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 











FOR JANUARY, 1952 


by A. W. Sherman. Mr. Sherman, a for- 
mer resident of Hannibal, Mo., has been 
on the road for several years for a New 
York diamond house and is well known 
throughout the trade. 





Salesman at J. Jessop & Sons 
Reaches ‘Diamond’ Milestone 


The celebration of “diamond” anniver- 
saries comes naturally to John Van den 
Akker, diamond salesman at J. Jessop & 
Sons, jewelers of San Diego, Calif.—and 
well they should. For over sixty years, 
he has been matching the gleam in folks’ 
eyes with the sparkle of a diamond ring 
on their fingers. 

Therefore, it was not only appropriate 
but natural that Mr. Van den Akker was 
given a diamond studded tie clasp when 
he recently celebrated his 75th birthday. 
The tie clasp was a gift from the Jessop 
brothers who rate him as one of the most 
effective salesmen they have ever seen in 
their over 81 years of business. 





Dr. Alonzo de Jessop (left), president of 

J. Jessop & Sons, extends birthday con- 

gratulations to John Van den Akker, dia- 

mond salesman for the firm, who has been 

connected with the jewelry industry for over 
60 years. 


Mr. Van den Akker’s background in the 
diamond business is a true American suc- 
cess story. Raised in Naaltwyk, Holland, 
his first job was winding clocks for Queen 
Wilhelmina in her 80-room castle. After 
growing up in the “old country” jewelry 
business, he came to the United States in 
1900. Mr. Van den Akker learned to speak 
English while working for J. Leyson Co. 
in Salt Lake City. He later went to Los 
Angeles to work in the diamond depart- 
ment of Montgomery Bros. 

In 1916, Mr. Van den Akker established 
his own jewelry store in Hollywood, Calif. 
Convinced that there wouldn’t be any 
jewelry sold during the depression, he 
sold out in 1931, and retired to a life of 
leisure in nearby Eagle Rock. However, 
his retirement didn’t last long. In 1935, 
when Armond Jessop asked him to help 
out in Jessop’s San Diego store, Mr. Van 
den Akker was quick to respond. He’s 
still helping out at Jessop’s and, according 
to present plans, he expects to keep on 
working indefinitely. 





Davis Company Remodels 


The enlarged and remodeled quarters of 
Davis Co., Inc., jewelers at 509 Walnut 
St., Muncie, Ind., present an attractive and 
up-to-date appearance. The concern re- 
cently completed an extensive renovation 
and expansion program. 





C.W.SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 
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CINCINNATI, OHIO 








Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI! 2, OHIO 
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HAWAIIAN ORCHIDS 


Store traffic increased 
4-fold with Vanda 
Orchids flown espe- 
cially for your Open- 
ing, Anniversary, Spe- 
cial Event. Tested and 
proven. Discover what 
they have done for 
others. Make yours the 
most successful promotion ever planned. 


Foil wrapped stems 8 cents each 
Lapel Vials 12 cents each 


F.O.B. Los Angeles 


ALDEN ASSOCIATES 


1727 West 7th St. Los Angeles 17, Calif. 














GEM TESTING LABORATORY 
Has only X-Ray equipment In the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testing Exclusively 














DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 
I. WIDESS & SONS 


220 W. 5th ST., LOS ANGELES 13, CALIF. 

















CULTURED PEARLS 


Illustrated brochure on request for complete 
line of pearl jewelry. 


EMPRESS PEARL SYNDICATE 
(registered U. S. Patent Office) 
I mporters—M frs.—Distributors 
315 W. 5th St. Los Angeles 13 
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17 pc. IMPORTED 
China Coffee Service 





Lustrous translucent white 
china sets consisting of 
coffee server, six petal thin 
A.D. cups and saucers and 
sugar and creamer. 


Available in two patterns: 
rich red Moss Rose and 
lovely Garden of Violets. 


$4.50 


PER SET 


IMMEDIATE DELIVERY 
Minimum 6 sets ass’t. 


Send for illustrated circulars 


LIPPER & MANNA. 
225 Fifth Avenue New York 10, N. Y. 





























importers of 


¥ ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 


DEVILLE & C€oO., INC. 
h Ave. New Yerk 10, N. Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOUCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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ROY'S NEW SIGN LIGHTS WAY FOR CLEVER PROMOTION 





Columbus citizens vied for prizes in the city-wide ‘Count-the-Bulb" contest which Roy's 

Jewelers conducted the week following the lightning ceremony of their massive neon-and- 

electric sign. . Entrants were asked to count the bulbs in the sign and submit their number 
on a bulb facsimile. 


Roy’s Jewelers, located in the heart of 
Columbus, Ohio, turned on an enormous 
neon-and-electric sign during the month 
of December with 6941 bulbs, an area of 
3700 square feet and a total of 1400 feet 
of neon-tubing. 

In order to publicize the first lighting 
of this sign, the management of Roy’s 
Jewelers, Max Stein and Irvin Stein, staged 
a festive ceremony. James Rhodes, Mayor 
of Columbus, pulled the switch to turn 
on the lights and 20 other prominent Ohio 
personalities were introduced from _ the 
specially-erected platform in front of the 
store. 

Roy’s Jewelers adopted a slogan, “Roy’s 


Lights the Sky at Broad and High,” and 





in the week following their lighting cere. 
mony, conducted a city-wide “Count-the- 
Bulb” contest, publicized extensively in 
the newspapers. Entrants were asked to 
count the bulbs in the huge Roy’s sign 
and submit their number on a bulb face- 
simile. One-hundred-thousand cardboard 
bulbs were distributed over Columbus by 
newspaper Carrier. 

Roy’s Jewelers presented a total of 120 
prizes (first prize: $1000 diamond). Pres- 
entation to the successful bulb-counters 
was made in the form of a vaudeville show 
on the stage of Columbus’ large Palace 
Theatre, with Roy’s advertising agency 
conducting the program and awarding the 
prizes. 





Arvin's Electric Iron Prices 
Reduced for Special Promotion 


As a mid-winter “special,” substantial 
reductions in retail list prices of Arvin 
electric irons have been announced by 
Gordon T. Ritter, director of sales of the 
electric housewares division of Arvin In- 
dustries, Inc. The new prices are effective 
January 2, 1952. 

In making the announcement, Mr. Ritter 
emphasized that the new low prices are 
for a limited time, the initial promotion 
being limited to January and February only. 

At the same time, introduction of a new 
model in the Arvin line was announced. 
The new model, designated as Model 2100B, 
is Arvin’s popular 2100 model iron now 
available with a streamlined handle and 
control dial in black plastic at retail price 
of $9.95, the lowest price at which an 
Arvin iron has sold for several years. 

All Arvin irons continue to carry a full 
five-year guarantee and there is no change 
in any of the features or characteristics of 





the products, according to Arvin’s spokes- 
man. Special promotional literature for 
both distributor and dealer use has been 
prepared. 





Plumb Opens China Department 


The Plumb Jewelry Store, one of the 
oldest and finest firms in Iowa, recently 
opened a china and crystalware departt- 
ment. Mrs. Isabel Ramsey, well known in 
Des Moines educational and civic activi- 
ties, is manager of the new department. 

China lines that will be handled include 
Castleton, Theodore Haviland, Franciscan 
and Rosenthal. Crystalware lines that will 
be carried include Tiffin, Heisey and 
Hawkes. 

The Plumb Jewelry store was founded 
in 1865. Ralph, Henry and Peter Plumb 
are all active in the operation of the store. 
The installation of the china and crystal- 
ware department is the last step of & 
three-year modernization program, includ- 
ing a new store front. 
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1952 


January, 


3.11—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

3.1]—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 

5—Chicago Jewelers Association, Annual 
Banquet, Conrad Hilton Hotel (formerly 
The Stevens), Chicago, III. 

12—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

13-18—New York Lamp Show, Hotel 
New Yorker, New York. 

90-23—Southern Jewelry Show, Peach- 
tree-on-Peachtree and Ansley Hotels, At- 
lanta, Ga. 

90-25—California Gift Show, Merchan- 
dise Mart, Brack Shops, Alexandria and 
Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

97-February 1 — Mid-Winter Market 
Week, Parker House, Boston, Mass. 


February 


2—Boston Jewelers Club, 64th Annual 
Banquet, Hotel Statler, Boston, Mass. 

3-6-—San Francisco Gift, Housewares 
and Stationery Show, Western Merchan- 
dise Mart, Civic Auditorium, and St. 
Francis, Palace and Sir Frances Drake 
Hotels, San Francisco, Calif. 

4-8—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

4-15—Chicago Gift Show, Palmer House 
and LaSalle Hotel, Chicago, III. 

4-15—Registered California Gift & Din- 
nerware Show, Morrison Hotel, Chicago, 
Tl. 

4-l6—Merchandise Mart Gift 
Merchandise Mart, Chicago, III. 

10-13-——-Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

17-20—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

17-21—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

17-21—Seattle Gift, Housewares and Sta- 
tionery Show, Olympic and New Washing- 
ton Hotels, Seattle, Wash. 

24-27—Portland Gift, Housewares and 
Stationery Show, Plaza Hotel and Portland 
Public Auditorium, Portland, Ore. 

24-29—Registered California Gift & Din- 
nerware Show, McAlpin Hotel, New York. 
25-29—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


Show, 











TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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March 


2-5—Denver Gift and Jewelry Show, 
Hotel Albany, Denver, Colo. 

2-6—Detroit Gift Show, Statler and 
Book-Cadillac Hotels, Detroit, Mich. 

2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-12—-St. Louis Gift Show, Hotel Statler, 
St. Louis, Mo. 

10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

16-19—Washington Gift 
Willard, Washington, D. C. 

16-19—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

23-26—Heart of America Glass, China 
and Gift Show, Hotel Muehlebach, Kansas 
City, Mo. 

29-31—Kansas Retail Jewelers Associa- 
tion and Kansas State Horological Asso- 
ciation, Joint Annual Convention, Lassen 


Hotel, Wichita, Kan. 


Show, Hotel 


April 

13-17—Northwest Gift, Art and House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

15-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 


Hotel, York. Pa. 


20-24—49th State Gift, Art and House- 
wares Show, Statler Hotel, St. Louis, Mo. 


27-29—Wisconsin Retail Jewelers Asso- 


ciation, Annual Convention, Pfister Hotel, 
Milwaukee, Wis. 
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ARE YOU AWARE... 


. of how the silverware habits of 
American housewives have been altered 
during the past ten years? Are you ac- 
quainted with the tremendous changes 
which have taken place in the past ten 
years on the consumer’s possession, use 
and buying of both sterling and plated 
flatware and hollowware? 

If your answers to these questions are 
in the negative, then you should obtain a 
copy of the booklet “Mrs. America’s Silver- 
ware—1950” and become better acquainted 
with this important part of the jeweler’s 
market. 

This new 12-page booklet presents in a 
clear and concise form the results of a 
consumer survey on the subject of the 
American housewife and her silverware. 
To secure this information on Mrs. America 
of 1950 and her silverware, 1868 house- 
wives in the greater Cleveland (Ohio) area 
were questioned in personal interviews. 


A compilation and analysis of the as- 


sembled facts are contained in the report. 

Copies of the new booklet are available 
from THE JeweLers’ CircuLAR-KEYSTONE, 
100 East 42nd St., New York 17, at 25 


cents each. 





ONLY 75¢ BUYS 
THESE TWO VALUABLE 


WATCHMAKER’S BOOKS 


@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— 


Complete identification to all popular 
chronographs now sold in the U. S.... 
137 illustrations, 48 pages . . . a page for 
every chronograph with a photo of both 
movement and dial sides . . . ONLY 
25 CENTS! 


@ THE CHRONOGRAPH WATCH MAINSPRING 
GUIDE— Shows width, strength and length 
of chronograph mainsprings in both Denni- 
son and metric measurement . . . AND, a 
quick, accurate method for estimating 
chronograph mainspring job charges. Fully 
illustrated. ONLY 50 CENTS! 





> 


order TODAY from 


Esembl-0-Graf Research Laboratories 
Desk C-18, 807 Ridge Ave., Pittsburgh 12, Pa. 








GEO. BORGFELDT 


CORPORATION 


44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 

CHINA ~ GLASS * TABLEWARE 

EARTHENWARE + GIFT and ARTWARES 


Domestic and Foreign 


| ENGLISH 
seapam, iT Re 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. e New York: 1107 Broadway 

















ns Booths 


reat FINE ENGLISH 
TABLEWARE 
Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 


( "Henn 

















129 FIFTH AVENUE, NEW YORK 3, N. Y. 








CRYSTAL by BRODEGAARD 

from SWEDEN ° Made in U. S. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 


R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 








DECORATIVE 
ACCESSORIES 
FURNITURE 


GIFT AND ART 


NOVELTIES 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section J—Final General Instructions, Part I—Continued; Parts 6 to 8 





Section J—General Instruction 


1. Designing and layout on the _ work; 
judging place for engraving; choosing 
styles of engraving for inscriptions and 
ornamental or decorative work as ap- 
plied to (a) bracelets (identification 
type); (b) bracelets (round, solid type); 
(c) loving cups; (d) baby cups; (e) 
pitchers, bowls; (f) watch cases; (g) 
casket plates; (h) inside ring engraving. 

2. Cementing work too small to be held by 
block attachments. 

3. Transferring designs for engraving silver 
flatware. 

4. Duplicating signatures. 

5. Designing and cutting emblems. 

6. Cutting for fill-in work on celluloid py- 
ralin, and other plastic wares. 


7. Making transcription plates, brass or 
other metals. 
(a)preparation; (b) engraving; (c) ox- 
idizing; (d) lacquering. 

8. Designing and engraving comprehensive 
sample plate. 





6. CUTTING FOR FILL-IN WORK 


On a piece of plastic or celluloid de- 
sign a ribbon monogram, three ribbon 
drop letters, and two block inscriptions. 
The block inscriptions should be the 
size adaptable for the barrel of a foun- 
tain pen; two lines, name and address. 
one cut with a flat graver, the other 
with a round graver. Cut the ribbon 
monogram with a script graver taking 
care not to cut too deep or edges will 
become fuzzy. Cut the drop letters 
with a script graver using a ribbon cut. 
Cut the block inscriptions as already 
described and fill in with Monofil (Fig- 
ure 92), which is sold by jewelers’ 
supply dealers. This is applied by rub- 











Fig. 92. Monofil 


bing on until all cuts are filled. Then. 
remove surplus by rubbing with a 
crumpled piece of stiff tissue paper. 
Any soft fiber paper will pull the Mono- 
fil out of the cuts. 


7. MAKING INSCRIPTION PLATES 


Brass inscription plates are often cut 
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and the engraving filled in black by 
applying antimony chloride solution, 
obtainable at any drug store. This is 
done by brushing the solution over the 
lettering and allowing it to dry. Then, 
line-finish the plate, removing all the 
black oxidation except in the cuts, 
using emery paper grit No. 0. Wipe 
the plate clean with white cotton, and 
lacquer with medium-thin clear lac- 
quer. 

Brass is tough and offers more re- 
sistance than copper and silver. It is 
not brittle although some cast brass 
door knockers are flaky in cutting. The 
beginner’s problem is to become adejtt 
at cutting the brass used in inscrip- 
tion plates, cigarette lighters, and the 
less expensive compacts and cigarette 
cases. 

For practice work, select a plate the 
size of a regular copper practice plate. 
Line finish the plate using No. 2 emery 
paper. This may be done by laying 
the plate flat and wrapping a section 
of emery paper around a flat piece of 
wood about 3 inches wide and five 
inches long. 

Design and cut a 4-line Roman in- 
scription. This style is _ especially 
adapted to fill-in treatment, with anti- 
mony chloride solution. 

The real secret in successfully cut- 
ting brass is in having a graver in per- 
fect condition, no suggestion of a 
rounded edge. For an inscription plate 
of this nature very carefully select a 
graver with the proper lift. There must 
be no risk of slipping. Have the left 
side of the belly (belly view, looking 
at both sides) highly polished. Brass 
has a definite tendency to cut dull and 
rather rough unless great care is exer- 
cised. A sharp cutting edge with a 
highly polished belly will result in the 
maximum smoothness and _ brightness 
of cut that can be gotten from the 
metal. Care must also be taken to pre- 
vent the tool from “picking up” brass. 
Examine the tool after a few cuts and 
if the cutting edge shows a yellow color 
the graver is “picking up” brass and 
is a definite indication that the follow- 
ing cuts will be rough and dull unless 


the brass is polished away. This cop. 
dition can also cause slips. 

When the plate is cut, it can he 
line-finished lightly with No. 0 emery 
paper. Wipe off the plate with dry 
cotton or cleansing tissue; then, Jae. 
quer the plate using a flat camels hair 
brush and very thin lacquer. A brush 
54 of an inch wide will do very well, 
Apply quickly and allow the lacquer 
to smooth itself out. Continuous brush. 
ing will leave a streaked finish. It js 
always necessary to lacquer brass 
plates to prevent tarnishing. If black 
letters are desired, antimony chloride 
solution may be used as_ explained, 
This may also be lacquered in the 
same manner. 

Select a brass plate half the size of 
a regular copper practice plate. Line 
finish with No. 2 emery paper until all 
blemishes disappear. Lay out a 3-line 
Gothic (block) inscription. Use a No. 
52 round graver. Be sure the graver 
is in A-]1 condition; then, cut and fin- 
ish plate in the same manner as on 
the Roman plate described in the pre- 
ceding paragraphs. This style is very 
good when easy-to-read, simple letters 
are desired. 

Select a brass plate the size of a 
copper practice plate. Prepare with 
emery as explained, lay out and cut a 
4-line script inscription. This cutting 
requires a bit of technique. Good 
script should always he positive in ap- 
pearance but here the engraver must 
cut quite positively and definitely. 
Script cutting on brass is deeper than 
average script cutting on other metals. 
It will be found that delicate hair-lines 
are hard to achieve and fortunately are 
not required. Remember, the final line- 
finishing will lighten all hair-line cut- 
ting and possibly obliterate those cut 
too lightly. Script on brass should be 
done prominently with wide shade lines 
and hair-lines that are wider and 
deeper than usual. If cut so, the work 
is equally attractive whether filled in 
black or left plain. If trouble is had 

(Please turn to page 199) 
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YOU'RE A WATGHMAKER, 
COME IN AND SEE MY 
N 


EW WATGHMASTER 








DON'T YOU HAVE 















CHEAPER 





SURE—BUT WHY | |Z 
A WATCHMASTER ?] |= 
YOU GAN GET OTHERS 













YES, BUT | PAID LESS 
MONEY DOWN- AND 
MONTHLY PAYMENTS 
ARE LESS, T00 



























TO PAY OVER A 
LONGER TIME 

















JUST AFEW MORE MONTHS 
BUT THE WATCHMASTER 
HELPS ME MAKE SO MUCH 
MORE MONEY THAT | 
SIMPLY MAKE 
THE EXTRA PAY- 
MENTS QUT OF 
EXTRA PROFIT | 












BESIDES, WATCHMASTER FINANCES 


PERSONALLY INTERESTED IN SEEING 
THAT | GET THE MOST QUT OF THE 
MACHINE eat 


ALL“TIME” PAYMENTS AND REMAINS 



























BUY THE BEST ? 











SUCH GREATER VALUE AND PAY- 
MENTS ARE SQ EASY—WHY NOT 
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IE 
LIFE .BEST RECORD FOR ANALYZING 
= WATGH FAULTS. BEST FOR UNCHANGING 


BEST FOR DURABILITY AND LONG 
YEAR-ROUND ACCURACY 






















I'M SOLD. WHERE 
SHOULD | WRITE 

FORA 
DEMONSTRATION 3 























FOR JANUARY, 1952 


WRITE FOR DEMONSTRATION- AMERICAN TIME PRODUCTS INC-580-5 "AVE. 











NEW YORK 36} 
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ATCH BEHAVIOR—Two watches on my rack are 
behaving queerly; thought maybe you could tell 
me what’s wrong. They rate O. K. on the Watchmaster, 
5 seconds a day, while on rack, pendant-up, daytime; 
dial-up at night they may run several seconds a day, and 
then for no clear reason, one or both may go off time 
anywhere from 15 seconds to a minute a day. Then again, 
they may run a week almost to perfect time. They have 
no magnetism. (Question No. 6191) N. T. 

A nswer—lt would be wrong for us or anyone else to 
attempt to diagnose the condition of these watches on the 
strength of the data your letter gives; anything we might 
say would be nothing better than guesswork. One, or a 
combination, among a great many possible faults, could 
be the cause of the errors, and to determine which, it 
would be imperative to have the watches actually in hand, 
for a variety of tests and inspections, as alterations may 
be required in the course of the search for faults. 

What anyone must have in order to diagnose faults af- 
fecting adjustments, is broad judgment developed as 
suggested, instead of anything like a “set of rules.” This 
kind of judgment may be built up by working, perhaps 
for several years, under guidance of works like “Rules 
and Practice for Adjusting Watches,” by W. J. Kleinlein. 
If you do not have this book, we could send it postpaid 
for $3.50, if you wish. 


REGUET HAIRSPRINGS—Could you send me a 
back number of Jewelers Circular-Keystone maga- 
zine, with drawings of all the different Breguet hair- 
spring shapes? (Question No. 6192) W. U. 
Answer—We take it that what you want is charts with 
drawings of a variety of overcoil forms, any or all of 
which would (theoretically) produce isochronal rates if 
used on balance springs in watches. There are such charts 
in the book “Practical Benchwork for Horologists” by 
L. and S. Levin, which we could send you postpaid for 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


$9.00, remitted to the Book Department, The Jewelers’ 
Circular-Keystone. There are no back numbers of The 
Keystone, or The Jewelers Circular-Keystone available for 
sending out, with charts such as you desire. 


ORN PALLETS—It always seems strange to me to 
find in old clocks the hard steel pallets worn in gut- 
ters by the soft brass teeth of the escape wheel. Why isn’t 
it the other way around? (Question No. 6193) P. W. A. 
A nswer—tThe reason why in old clocks the hard steel 
pallets sometime are deeply worn while the brass escape 
wheel teeth are not is that grit and dirt that settle on the 
escapement becomes embedded in the soft brass of the 
escape wheel teeth and acts just like abrasive powder on 
a grinding lap, thus grinding the hard steel of the pallets 
as the escape wheel teeth press and pass over the acting 
faces. The hardness of the steel pallets prevents grit from 
imbedding in them, otherwise the brass teeth, instead of 
the steel pallets, would become worn. 


= WALTHAM—HIs there any antique value in 
a watch engraved Dennison, Howard & Davis, No. 
3297? It was made at Waltham, Mass. (Question No. 
6194) A. V. 

Answer—tThis matter of fixing the age of early Wal- 
tham watches by means of model names like Dennison, 
Howard & Davis, P. S. Bartlett, Home Watch Co., etc., is 
very complicated. The earliest D. H. & D. watches were 
of serial numbers between 2601 and 5000. These were 
made in lots scattered between the years 1854 and 1866, 
along with lots given other names. The earliest produc- 
tion records of Waltham watches were destroyed. Our es: 
timate would be that your watch was made between 189/ 
and 1860. It could be considered a rare watch, from the 
viewpoint of collectors specializing in early American 
watches. But what price could be realized on it would 
have to be established by finding a buyer for it. This 
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Get in the profitable clock business! 





nnn ARE OC 5 WR ia 


... With the new G-E Clock Shopette 
| ge, § =—... A BIG money-back deal 









For a limited time only, you receive this 
new mahogany-veneer display and one 


7H-192 Wink Alarm Clock, retail value $4.95* 4 


sit Both for only 
‘ wes . (Sell the Wink and get your investment back.) 





% Takes up less than 13 inches of valuable window or 
counter space. 


% Solid wood construction. Holds two clocks. 
% Easy to set up; simply attach legs. No nuts or bolts. 


Now, feature this traffic-building special... 


The G-E New Hostess Kitchen Clock 













Was *725 


NOW $549 


Make *2°% profit! 


LOOK! You pay only $3.46 each, for 6 or more. ORDER NOW! 
Offer good for limited time only. 




















Outstanding features of Hostess Kitchen Clocks: 
... Plastic case with unique scallop design 

... Large, easy-to-read dial 
. .. Four attractive colors: red, blue, yellow, or white 





Your Advertising: 


The popular ‘‘Garry Moore Show’”’ 
women rave about, 3 times a week, 
CBS-TYV, nationwide. Also 16 ads— 
big ads—in LIFE, plus an all-color 
schedule in WOMAN’S DAY. 


NEVER FORGET — ai G-E Electric Clocks are self- 


starting, never need winding... quiet ... accurate... cost 
less than a penny a week to run... give years of trouble-free 
service. General Electric Company, Bridgeport 2, Conn. 










*Plus applicable taxes. Prices subject to change without notice. 


GENERAL (6) ELECTRIC 


“ = 3 , 
, 
ORDER through your distributor NOW! 


These clock shopettes put you in the clock busi- 
ness in a big way. Ask him about General Electric’s 
DeLuxe, Junior, and Counter Clock Shops, too! 
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would naturally be higher if several interested collectors 
could be found and induced to bid against each other. 
Maybe suggestions on how to do this could be given by 
Mr. Robert Franks, Caversham Road, Bryn Mawr, Pa., 
who is editor of the Bulletin of the National Association 
of Watch and Clock Collectors. We cannot promise about 
this; but it might be worth while to write to Mr. Franks 
about the matter. 


| teehee SOLDER—What most thorough method 


is there for clearing all traces of soft (lead) solder 
from gold, or silver jewelry? (Question No. 6195) L. G. 


Answer—We assume that the problem in question is 
how to remove soft-solder that has been applied in doing 
“botch-work” in repairing gold or silver jewelry, a case 
that rather often turns up in the work that comes in to be 
done in jewelry shops that have higher standards of work- 
manship. 

There are two steps in the method for removing soft 
solder: first, take off the bulk of the solder by cutting it 
off with a knife, or by carefully heating the work, then 
brushing the free solder off with a stiff-bristled hand 
brush. The second step is to dissolve off the remaining 
thin film of solder, by immersing the work in a mixture 
of about one part water to two parts of muriatic acid. 
Inspect the work frequently and do not allow it to remain 
in the acid solution longer than just to dissolve off the 
solder, otherwise, at least on low-karat gold, the acid may 
start dissolving out some of the alloy metals in the gold 
or silver. 

Always, when advising mixtures of water and acids, we 
remind readers to mix by adding acid slowly to water, 
instead of water to acid to prevent effervescence that may 
splash acid on the operator’s hand. 


| hr ceroapneereene, CERTIFICATE—How could I go 
about getting a certificate as Licensed Watchmaker 
(in Pennsylvania) or any other diploma to prove to the 


public that I am a good watchmaker? (Question No. 
6196) P. G. W. 


Answer—In Pennsylvania there is no law in force 
that requires watchmakers to be licensed to practise the 
repairing of watches for the public. But you could (vol- 
untarily) take an examination given by The Horological 
Institute of America, to be certified as Certified Master 
Watchmaker, which requires about the same degree of 
ability and knowledge as is needed to pass examinations 
that are required in states that have licensing laws in 
force. 

For information about examinations, write to R. E. 
Gould, Secretary, The Horological Institute of America, 
P. O. Box 4355, Washington 12, D. C. The Institute also 
offers an examination for Certified Watchmaker, with 


requirements not as high as those of the Certified Master 
grade. 


ATCH RUN—How far will a watch run in 24 hours? 

I saw this explained somewhere, but cannot find the 

paper. Want to use it in advertising. (Question No. 6197) 
C. M. 

Answer—We will understand your question to be: 

“How far will a watch run in 24 hours?” to mean “How 
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far will a point on the balance run in 24 hours?” Fo, 
this, taking the diameter of the average 16 and 18 sige 
balances as 5g of an inch, and assuming the custom 
18,000 beats per hour, this would figure out that a point 
on the balance will cover a distance of 1644 miles jp, 
24 hours, in “round numbers,” at one turn per beat. 


— SOURCES—Where can I buy the following: 

(1) Steel for making clock mainsprings? (2) Bell. 
metal for making pivot-polisher laps? (3) Rod materia] 
made of Swedish steel? and (4) Thin ready-tempered 
steel for pendulum suspensions? (5) Please send tables 
of diameters for stock for cutting threads with ordinary 
Swiss screwplate. (Question No. 6198) D. B. 

Answer—(1) Clock mainspring steel in full variety 
of dimensions, tempers, etc., can be obtained from: Pre. 
cision Steel Warehouse, Inc., 4421 W. Kinzie St., Chicago 
24, Ill.; H. Boker & Co., Inc., Broadway & Duane Sts. 
New York 7, N. Y.; or Ingersoll Steel Div., Borg-Warner 
Corp., New Castle, Ind. 

(2) Bell-metal (bronze) material is made by: Shenan. 
go-Penn Mold Co., 1805 West 3rd St., Dover, Ohio. 

(3) Swedish steel rod, etc., can be obtained of: Swed. 
ish-American Steel Corp., 435 Kent Ave., Brooklyn 11, 
N. Y. 

(4) Sandvik Steel, Inc., 111 Eighth Ave., New York 
11, N. Y., supplies thin spring steel of high carbon con. 
tent, hardened and tempered, suitable for your purpose, 
for pendulum suspensions. 

(5) For cutting threads with Swiss screw-plates, there 
are no tables available defining diameters of the blanks 
for numbered threads. Judgment is required to turn the 
blank enough larger than the final root-diameter of thread 
to insure stock enough to form a fully pointed thread. 
Start cutting the blank in dies larger than the one in- 
tended for the finished thread; as you progress with 
cutting, do further turning down of the blank if found 
necessary to relieve the work in the dies. 


a CLOCKS—What can you tell me about 
clocks called “Friesland” clocks by collectors? 
(Question No. 6199)-M. F. 


Answer—tThe term “Friesland” is applied to desig- 
nate clocks of the hooded bracket type, made in the prov- 
ince of The Netherlands of that name. The term is also 
loosely applied to clocks of that type made in other coun- 
tries than Holland so that became the name of the type 
as used by collectors. 

Those made in Friesland are characteristically very 
ornate; clocks of hooded bracket form made in Germany 
and England were usually made much plainer in the de- 
signs of the cases. These clocks stand historically as the 
link between the very early lantern or “birdcage” clocks 
and the later long-case or “grandfather” clocks. 

Friesland clocks made between about 1625 and 1725 
mostly had the foliot or verge balance instead of the pen- 
dulum ; from about 1675 on, they were increasingly 
furnished with pendulums. Some clocks of the general 
form were still made up to and somewhat later than 1800 
without the elaborate ornateness of cases characteristic 
of earlier Friesland clocks. 

The range of age, quality, mechanical features, etc., of 
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all clocks entitled to be termed “Friesland” clocks is so 
great and various that one cannot say they are, or are 
not valuable, without considering the details of some par- 


ticular specimen. 


EMAGNETIZING—I am beginning to be worried 
by how many watches I find magnetized among re- 
pair jobs on my bench for various lengths of time. Lately 
[| have put in fluorescent lights; could this magnetize 
watches? Even my lathe and benchvise draw the tester 
toward them. Can these be demagnetized? (Question No. 


6200) F. W. A. 


Answer—The magnetized watches were no doubt 
charged in various ways, probably outside your shop, 
by being carried in magnetic fields near conductors car- 
rying heavy currents; not by your fluorescent lights. As 
to the magnetized tools like tweezers or screwdrivers, if 
there is sufficient magnetism to lift watch screws or other 
small light steel parts, the tools should be demagnetized 
in a watch-demagnetizer. But you need not worry if your 
testing compass shows some magnetism in massive iron 
things like a lathe, vise, staking tool base, etc. These 
nearly all have enough magnetism in their entire mass, 
to deflect a small compass needle; in relation to the small 
mass or bulk of a watch part, the effect is so “weak” as 
to be negligible, and it cannot magnetize the watch part. 
It is foolish to go to the extent of demagnetizing these 
heavy things. 


. prereresiagts ING PIVOTS—Hiow is best way to 
straighten bent pivots? Should one use one of the 
tools sold for the purpose? I mean, is it necessary to buy 
a tool, to do it right? (Question No. 6201) T. N. 
Answer—Heat a pair of tweezers made of brass or 
copper and with ends filed off at a right-angle to the 
length of the tool; put the staff in lathe chuck, so that the 
body of staff runs true; bend the pivot with the hot twee- 
zers and examine the pivot with the lathe running slowly. 
If necessary, make another bend on the pivot; repeat this 
until the pivot runs true. A pivot excessively bent cannot 
be satisfactorily trued in any way. 


OMPION WATCH—Wish you would state the age 

and value of an old watch with name “Tompion, 

Liverpool” on the movement. This is a chain-drive watch, 
in a silver double case. (Question No. 6202) C. W. H. 

Answer—lIt is hardly possible for us to judge the ori- 
gin, age, and value of an old watch from a brief written 
description such as is given in your letter. If you would 
send us clear photographs showing the details of the 
movement, we could no doubt write you whether it has 
any rarity or value, or at least judge whether worth while 
to go further in examining it. 

But there is a discrepancy shown in your description, 
even as it is. Thomas Tompion (the great Tompion) was 
in business in London—not in Liverpool—and you say 
that “Liverpool” is engraved on the movement. This 
might mean that your watch was made to sell as a Tom- 
pion product by some other maker; in other words, that 
it is a counterfeit Tompion watch. We have no record of 
any Tompion ever in business in Liverpool, but one may 
wonder why, in engraving a counterfeit watch, the maker 
didn’t copy the address as well as the name of the “faked” 
maker? It might bo worth while if you’d send us photo- 
graphs, to try to solve the puzzle. 


| err peng Pane thinking of changing a 7-jewel 
watch to 17-jeweled. I have a universal face plate 
for my lathe, and a Seitz friction jeweling outfit. How 
long would you estimate it would take to do this job? 
(Question No. 6203) S. J. 

Answer—lIn rejeweling or increasing the number of 
jeweled bearings in a watch with a friction-jeweling out- 
fit, one would not use a face plate; the friction-jeweling 
press has on it provision for centering from the original 
hole for the jeweled hole, so a face plate would be super- 
fluous. 

How long it would take to add ten jeweled holes to 
raise a 7-jewel movement to 17, would depend upon sev- 
eral factors that vary with different jobs and with differ- 
ent workmen, so it would be too much of a blind guess 
to estimate this. Your own experience would of course 
tell you accurately how long you would have to spend on 


this work. 





8. DESIGNING AND ENGRAVING 





Artistic Engraving 
(From page 194) 


obtaining a wide shade line, two cuts 
for each shade line may be used to 
good advantage. 

On a practice brass plate, design and 
cut three horizontal ribbon letters in- 
terwoven. This style is especially 
adaptable to ladies’ compacts and is 
much in demand. The compact usually 
has a light coat of lacquer, so to pre- 
pare a similar surface, line finish the 
brass plate and lacquer first. Allow 
to dry thoroughly before designing and 
cutting. Do not lacquer after cutting. 
This may seem odd because surely the 
cuts will tarnish in a short time. How- 
ever, an engraver cannot be expected 
to remove the lacquer, engrave and re- 
lacquer every inexpensive compact that 
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comes in for engraving. Compacts are 
of such a variety of odd shapes that it 
would be well-nigh possible to turn 
out a smooth lacquer finish with the 
usual available equipment. 

For final work on brass, design and 
cut initials that would be suitable for 
cigarette lighters and similar articles. 
Use Script and Roman; Block with a 
flat graver and round graver. Con- 
siderable practice is necessary before 
the beginner will feel sure of himself, 
so if the first attempts on brass are 
unsatisfactory and improvement is 
slow, the beginner must keep in mind 
that no one has an easy time with 
brass in the beginning. It is the slow 
process of continual experience with 
the metal that brings results. An ex- 
perienced engraver shows no hesitance 
about brass cutting. 





COMPREHENSIVE SAMPLE PLATE 


The student is now ready to design 
a final plate on which he should show 
a sample of everything he has learned. 
Simple practical designs are preferred 
to flashy, ornate or pictorial work. The 
prospective employer is primarily in- 
terested in designs that will be adapt- 
able to the merchandise he has to sell 
and will not be impressed by locomo- 
tives, birds, deer or ornate scroll work. 

If the student has faithfully applied 
himself, he should be able to tackle his 
first job without any uncertainty or 
hesitancy, even though he is by no 
means a finished engraver, as only ex- 
perience at the bench can make him 


that. 
(To be continued) 
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Manufacturer's 





N (} W \ of Products --- Prometions «+--+ Personnel 





New Valentine Display 
Brought Out by Gemex 





The new Gemex Valentine heart display, 
assortment A-87, is of rich red _ velvet 
trimmed with white lace. It features the 
Sonata Charm-Band, the Sonata, and the 
Gem Charm-Band, all expansion bands, 
which retail for a total of $34.85. The 
charm-bands have pendant hearts for en- 
graving. 

For further details, write Gemex Co., 
1200 Commerce Ave., Union, New Jersey. 


Network Time Increased for 
"The Longines Chronoscope’ 


The Longines- Wittnauer Watch Co., Inc., 
has increased its video network time from 
one program 2 week to three a week and is 
still maintaining its current radio schedule. 

The TV program, “The Longines Chrono- 
scope” is now telecast Mondays, Wednes- 
days and Fridays at 11:00 P.M., EST over 
the CBS network. This news discussion 
program, which presents two co-editors and 
a well-known guest in the headlines, has 
the highest rating of any program on at 
that time. 


+48 SEL Ey } 
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Some of the guests recently have been 
Ambassador W. C. Bullitt, Gen. G. C. 
Kenny, Senators Bourke Hickenlooper and 
Everett Dirksen, and others. 

The radio programs, “The Longines 
Symphonette” and “The Wittnauer Chora- 
liers” are both heard over the CBS coast- 
to-coast radio network on Sundays. 
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International Silver Co. 
Issues New Sales Bulletin 


The 1200 wholesale jewelry salesemen 
across the country who sell 1847 Rogers 
Bros., Rogers Sterling, Wm. Rogers & Son 
(divisions of The International Silver Co.) 
have just received the first in a series of 
monthly bulletins entitled “The Payoff.” 
Prepared for the International Silver Co. 
by the H. H. Horton Co., New York sales 
consultants, these bulletins were written 
for and by them. 

This sales training literature is directed 
toward a presentation of practical selling 
methods based on research. Sales pointers 
are aimed at benefitting both wholesaler 
and retailer. 


Marvella Introduces New 
Two-in-One Selling Package 


Marvella, New York manufacturer of 
simulated pearls and costume jewelry, has 
introduced a new two-in-one selling pack- 
age designed to stimulate staple pearl sales 
on a year “round basis. The Marvella crea- 
tion is called “Glamour-Set,” a clutch-type 
vanity bag designed for evening use. 





Glamour-Set comes in three fashion vari- 
ations: a black and gold-colored brocade, 
a handsome India print and in golden 
lame’ brocade. Inside, the bag is com- 
pletely lined with satin. It is fitted with 
two pockets that contain a double mirror 
and a matching satin change purse. 


New Advertising Campaign 
Launched by Art-Craft 
The Art-Craft Jewelry Co., New York, 


recently initiated a new trade advertising 
campaign to inform jewelers of the high 
sales potential of jade jewelry. To sub- 
stantiate this claim, Art-Craft will use 
testimonials from jewelers who are meeting 
with success in the sale of jade. The ads 
will reveal the merchandising techniques 
employed by these successful jewelers. 

One of the many stores to be featured 
in Art-Craft’s testimonial ads will be 
Kendrick Jewelers of Louisville, Kentucky, 
a highly successful store in the sale of 
jade jewelry. 





New Luxury Box Designed 
For Gruen Medallion 





A luxury box specially designed for the 
Gruen Autowind Medallion has recently 
been introduced by The Gruen Watch 
Co. The box is of fine red _ cordovan 
leather embossed in gold and lined with 
champagne velvet. A removable bottom 
section converts the box into a handsome 
jewelry case. 

The box provides an elegant “setting” 
for this Gruen self-winding watch which 
has 23 jewels, 18 karat gold case, gold 
applied dial and is water and shock re- 
sistant. The Gruen Autowind Medal- 
lion retails at $350. 


New Watch Band Models 
In Jacoby-Bender Display 


Jacoby-Bender, Inc., manufacturers of 
J-B watch bands, has just introduced a 
new display assortment of six men’s watch 
bands. Included are three new models 
which were recently created. 

The display itself is lithographed in 
bright colors and has a lot of eye-catching 
appeal. It has been made small and com- 
pact so that it will fit into almost any 
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window. The assortment is sold complete, 
as illustrated, and the manufacturer has 
selected proven best sellers for a fast turn- 
over. The bands retail from $9.50 to $11.95, 


tax included. 
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New Advertising Mat Service 
offered by Semca Clock Co. 
Semca Clock Co., Inc., New York, has 


ed for the trade a comprehensive 
and practical free advertising mat service. 
Included are mats of complete double 
column advertisements (requiring only the 
addition of the retailer's name and address 
at the. bottom) for the most popular and 
fastest-selling Semca and Phinney-Walker 
clocks, together with individual clock mats 
for use in “omnibus” advertisements. 

These ads have been expressly planned 
and prepared for maximum sales impact 
and they afford an opportunity for the 
retailer to tie-in his local advertising with 
Semca’s national advertising in such lead- 
ing magazines as Esquire, Fortune, Harper's 
Bazaar, etc. 

Proof sheets of the entire ad service may 
be obtained through wholesalers or by 
writing direct to Semca Clock Co., Inc., 


4) Irving Place, New York 2, N. Y. 


just issu 


Cyma Honor Award Watches 
Promoted by Tourneau 


Tourneau, well known New York store 
specializing in quality watches, recently 
promoted a full window of Cyma watches. 
Reproductions of Cyma national ads ap- 
pearing in Life, Saturday Evening Post, 
Vogue and New York Times Magazine 





were shown prominently. These ads fea- 
ture J. Edgar Hoover, Mrs. Eleanor Roose- 
velt and Joe DiMaggio, all of whom own 
Cyma Honor Award Wacthes. 


Paulson Offers New System 
To Increase Repair Profits 


Realizing that labor cost is the major 
expense of any watch repair job, Henry 
Paulson & Co. is offering “Build-A-Unit 
Systems” which are designed to give watch- 
makers adequate coverage at a minimum 
cost. Each part has been planned _ for 
easy, quick selection with complete visi- 
bility. All watch parts are in bottles, 
plainly visible, each bottle labeled to cor- 
respond with the chart fer easy and quick 
selection. Refilling of items can be done 
quickly and easily under this full-view 
alrangement. 
| As on all Paulson products, satisfaction 
is guaranteed by the company. For com- 
plete information regarding this newest of 
systems in steel cabinets, built with sky- 
scraper safety, write to Henry Paulson & 
Co, 131 South Wabash Ave., Chicago 3, 


Illinois. 
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New Arrow Plant to Service Canadian Trade 





The new plant of the Arrow Case Manu- 
facturing Co., Ltd., a subsidiary of the 
Arrow Mfg. Co. of West New York, New 
Jersey, is now equipped to make both 
metal boxes and plastic boxes, and is the 
first plant of its kind in Canada, it is 
reported, to make both types of boxes for 
the jewelry trade. 

Originally, the plant was serviced by 





the American plant with parts; now the 
Canadian factory is almost completely 
equipped to manufacture boxes from start 
to finish in Canada. This will make avail- 
able to the Canadian trade, as well as to 
the Canadian branches of U. S. importers 
and manufacturers, the same kind of ser- 
vice that Arrow makes available to its 
customers in this country. 





New Bulova Display Ties-In 
With TV-Radio Advertising 


Bulova Watch Co., Inc., New York, 
recently introduced this new radio and 
television feature of the week display. This 
unit allows the Bulova dealer to feature 
the same watches in his window display 
that are seen and heard on television and 
radio. Constructed in the form of a tele- 
vision set, the display has a blinker light 
that flashes on the central watch that is 
located where the television screen would 


be. 





This new Bulova television feature of 
the week display is equally applicable to 
both daytime and evening window display 
and is designed to feature three Bulova 
watches. 























Special Machinery Required 
For Permatex Packages 





Aware of the many problems watch- 
makers were up against, the C. & E. 
Marshall Co. began working on new 
methods of packaging watch material. 
Through an extensive research program, 
the Permatex Package was developed. 

The Permatex Package is made of clear 
“see-thru” material which permits the 
watchmaker to see the contents without 
opening the package. Watch material is 
enclosed in the Permatex Package in de- 
humidified air, and the edges of the pack- 
age are then heat-sealed. Material is 
never touched by human hands. The pack- 
age is completely airtight, no moisture can 
reach the material. 

Special machinery, illustrated above, is 
required to package watch material in 
Permatex Packages. This machinery was 
designed and built by engineers at the 
C. & E. Marshall Co. All packaging is 
done in the Marshall Building at 1145. 
Jackson Blvd., Chicago. 
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Five A.S.R. Employees Cited for Patriotism 





Milton Dammann, chairman of the board 
of the American Safety Razor Corp., singled 
out recently five employees to be honored 
for their patriotic endeavors in aiding the 
company in its current drive for greater 
payroll savings participation in the U. S. 





eR 





- 


Treasury Department’s Defense Bond Drive. 

Above, Mr. Dammann congratulates Miss 
Ethel Force, left, and Miss Sadie Galligen 
as champion defense bond buyers. Others 
in the photo are Harry Dein, Matthew 
Ingrassia, and Louis D. Straus. 





Telechron Introduces 
Dual Time Table Display 





This new Telechron electric clock Dual 
Time Table displays six kitchen clocks 
and eight alarms. The entire display is 
colorfully styled in sturdy metal with 
pastel green finish. It is available through 
distributors to dealers on a self-liquidating 
basis for $17.50 (value $35.00) and, with- 
out additional cost, Telechron electric 
clocks are included to cover the dealer’s 
initial cost of the display. 





Leiber & Lerner Announce 
New Diamond Ring Promotion 


Leiber & Lerner, 305 East 47 St., New 
York, have completed plans to give jewel- 
ers a newly designed diamond ring set 
every month. These diamond rings, manu- 
factured by the firm’s own master crafts- 
men, are created with the latest innovations 
to bring out maximum brilliance and con- 
sumer appeal. 

The firm has complete sets of newspaper 
mats under the heading of “Style Creation 
of the Month.” These mats are available to 
their accounts free of charge. The diamond 
ring sets will be featured in trade adver- 
tisements as Leiber & Lerner’s “Diamond 
Promotion of the Month.” 
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New Firm Organized: 
Jewels by D’eri, Inc. 


A new firm, Jewels by D’eri, Inc., has 
been organized by Ralph Scudieri, Robert 
Parrillo, and Arnold Schloss. Located at 
387 Charles St., Providence, R. I., the firm 
will feature gold-filled and sterling silver 
jewelry and simulated hand-set stones. 

Mr. Scudieri will serve in the capacity 
of president and treasurer in addition to 
his duties as chief designer. Mr. Parrillo 
will act as general manager and Mr. 
Schloss will be the firm’s Chicago repre- 
sentative. The new company also revealed 
that Harold Reilly has been appointed 
west coast representative and Frank Rus- 
sell will travel the southeast. 





New Anson Valentine Display 
Features Spark-Let Group 


Here is the Anson Valentine display and 
the newly designed Anson Spark-Let as- 
sortment. The merchandise is styled in 
gold-plate quality with hand-set stones in 
assorted colors, with the red stone being 
the predominate color for Valentine’s Day. 





The display, specifically designed for 
counter and window use, is lithographed 
in six colors with the dimensions running 
8 in. wide and 7 in. high. 

The merchandise is being marketed 
under the trade name “Anson Spark-Let 
Assortment” and retails for about $6.50 
a set. 








New Compact Line 
introducd by Pilcher 


J. V. Pilcher Mfg. Co., Inc., Louisville, 
Kentucky, is introducing for the first time 
a line of pressed powder compacts, accord. 
ing to Thomas L. Berry, vice president 
This new line will be known as the 
“Southern Accent” group. 

A feature of this new line is the cake 
powder which does not crumble or spill: 
yet, it is said, the powder is transferable 
to the puff at the lightest touch. 

The Southern Accent group of compacts 
will consist of three different compact de. 
signs, each available in jeweler’s bronze 
or silver plate finish. Powder will be 
available in four shades, and packaged 
with each refill is a new puff and a smal] 
brochure setting forth the selling points 
of the cosmetic. A spring catch on the 
powder well of the compact facilitates re. 
placement of refill. The compacts yil] 
retail for $2.50 and the pressed powder 
refill and puff is priced to retail at $50 


plus tax. 





Synthetic Star Stones 
Discussed on TV Show 


Sam Gorman, sales manager of David 
Sarkin, Inc., creator of this line, was in. 
terviewed by beautiful Bess Myerson, 
former Miss America, on her television 
show on WOR-TV in New York. Sarkin’s 
new line of Linde star rings was discussed 
on the program. 





During the interview Mr. Gorman ex- 
plained the compositions and characteris- 
tics of the Linde Stars. He compared the 
characteristics of these man-made sapphires 
and rubies with that of the natural stones. 

After the program Mr. Gorman stated 
that David Sarkin, Inc., manufactures a 
wide variety of other type rings, but be- 
cause of the interest in the unusual, he 
thought it would be interesting to feature 
the subject of synthetic star stones on 
the show. 





New Advantages of Blenders 
Listed in Dormeyer Brochure 


The Dormeyer Corp. recently completed 
a series of tests on its new blender, an 
electric appliance that blends, mixes, 
whips, shreds, chops, grates and purees 
vegetables, meats, and mixes beverages. 

The tests, conducted by Ruth Crowley, 
dietician and registered nurse, reveal 
many new advantages for the blender 
which are incorporated in Dormeyer’s 
latest merchandising folder, “Here’s Start 
ling News About a Close Friend!” 
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Haeger Potteries Issues 
Sales T raining Booklet 


“The Birth of a Best Seller,” a step-by- 
step photographic story in booklet form 
on modern methods of ceramic production, 
has been released nationally by The Haeger 
Potteries, Inc., Dundee, Ill, as a sales 
training aid for their retail dealers. 
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This booklet is based on a photographic 
exhibit developed as a traveling display 
for Haeger. The display includes 33 salon- 
size photographs by the internationally 
known photographer, Vories Fisher, to- 
gether with actual working models used 
in ceramic production. 

Both the traveling Photographic Exhibit 
and “The Birth of a Best Seller” booklets 
are available to interested retailers through 
the firm’s sales training program for re- 
tailers. 





Gorham Ad-Promotion Plan 
Gets Retailer Cooperation 


A recent seven months survey indicates 
The Gorham Company’s new retailer ad- 
vertising and promotion plan has boosted 
ad lineage and placements by local retail- 
ers more than 10 per cent, according to 
Edwin Manning, advertising manager of 
The Gorham Co., Providence, R. I. 

Manning said that special “easy order- 
ing” kits containing samples of available 
advertising mats, sales promotion materials 
and point of sale displays, made available 
to retailers by mail and through the com- 
pany’s salesmen, have resulted in a 33 per 
cent increase in demand for advertising 
and promotional pieces. 





international Gold Watches 
Awarded to All-America Team 





New York's Mayor Impellitteri, center, and 
Gardner Cowles, right, president of Cowles 
Magazines, Inc., congratulate the nation's 
leading All-American football star, Dick 
Kazmaier, on being awarded an Interna- 
tional Watch, which was also awarded to 
22 winning players selected by "Look" 
magazine. 
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News of Personnel 





Poole Silver Co., Taunton, Mass., has 
announced the appointment of Richard 
Kaplan as manager of the firm’s new 
Chicago office and showroom at 711 Hey- 
worth Building, 29 E. Madison St. Mr. 
Kaplan will make his headquarters at the 
new address and will cover the entire mid- 
western territory for the firm. 

The company has also announced the 
appointment of Cecil Pollack as sales 
representative. Mr. Pollack will make his 
headquarters at the firm’s New York office, 
366 Fifth Ave. and will travel through 
New England, New York State, New Jer- 


sey and a section of Pennsylvania. 





I. Smallman & Sons Co. of Paterson, 
N. J., has appointed three representatives. 
Sid Moorhead has been assigned to the 
West Coast; Roy Dakin to the Midwest: 
and Seymour Levy to the Southern terri- 


tory. 





SEYMOUR LEVY 
Smallman & Sons Co. 


ROY DAKIN 
Smallman & Sons Co. 





SID MOORHEAD 
Elgin Smallman & Sons Co. 


FRED W. BOARD 


Fred W. Board, Atlanta, until recently 
sales representaitve in the Atlanta territory 
for Elgin National Watch Co., has been 
named manager of the company’s south- 
eastern sales district. The appointment 
was announced at Elgin, Illinois, by W. D. 
Evans, general sales manager. 





Walter M. Rosenthal was recently 
named national sales manager by the Syra- 
cuse Ornamental Co., Inc., Syracuse, New 
York. Mr. Rosenthal succeeds Cornelius 
M. Fliashnick who resigned. 





Ben Rosenthal was recently named 
sales representative in the West for the 
Newark Jewelry Mfg. Co., it was an- 
nounced by Louis Jacobitti, Sr. Mr. Rosen- 
thal, with offices at 305 W. 8 St. Los 
Angeles, will cover Arizona, California, 
Oregon, Washington, Idaho, Montana, 
Utah, and Nevada. 





BEN ROSENTHAL 


Newark Jewelry Co. 


MAX TEMPLEHOFF 
Eterna Watch Co. 


Max Templehoff, Brooklyn, former 
sales representative for Norman M. Morris, 
Inc., watch distributors, has veen named 
sales manager for the Eterna Watch Co. of 
America, Inc., 580 Fifth Ave., New York. 
The announcement was made by Dr. 
Rudolph Schild-Comtesse, of Grenchen, 
Switzerland, director general of Eterna. 





Roy R. Sampson, Jr., has been ap- 
pointed salesman for the state of Texas 
for the John Oster Manufacturing Co. Mr. 
Sampson, a native Texan, was formerly 


with NESCO, Inc. 





Louis Stern Co., Providence, Rhode Is- 
land, has announced the addition of 
Robert A. Koff to its sales force. Mr. 
Koff will make his headquarters in the 
Louis Stern Co. office, Heyworth Building, 
Chicago. He will travel through the mid- 
west. 


ROBERT A. KOFF 


Louis Stern Co. 








F. Hall Hately, controller and assis- 
tant treasurer of the Farrington Manufac- 
turing Company of Boston, Mass., has 
been elected to membership in the Con- 
trollers Institute. Established in 1931, the 
Institute is a non-profit organization of 
controllers end finance officers from all 
lines of business—banking, manufacturing, 
utilities, etc. The total membership ex- 
ceeds 3,700. 
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Special Notices 


_ “Situation Wanted”—Regular type Only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00; additional words 20 
cents per word, 

“Help Wanted”—‘“Lines Wanted” and *‘Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
Grst 25 words; additional words, 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tienal words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers” 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 


letters of r 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 








JEWELER and engraver; long experi- 
ence; best references. Address “E., 
2643,” care J C-K. 





WATCHMAKER; 20 years’ experience 
in best stores in Europe, desires posi- 
tion in South or West. Address “L., 
2650,” care J C-K. 





POLISHER, lapper; 15 years’ experience 
watch cases, attachments, etc.; capable 
of taking complete charge. Address 
“Y., 2629,” care J C-K. 





WOMAN; adaptable; experienced with 
wholesale ring concern; full charge of 
orders and general detail work; refer- 
ences. Address “H., 2610,” care J C-K. 





LADY; many years experience in buying, 
assorting, picking melee, also filling 
orders; highest references. Address 
“A., 2630,” care J C-K. 





YOUNG woman, 11 years’ experience in 
jewelry line; general office work: Moni- 
tor Board, dictaphone, ete. Address 
“M., 2563,” care J C-K 





GENERAL office worker (woman) knowl- 
edge of bookkeeping, some typing, full 
or part time; excellent reference. Ad- 
dress “N., 2652,” care J C-K. 





YOUNG woman, pleasant personality; 15 
years’ experience in gold room and 
office, wholesale and jobbers; good at 
figures; willing worker. Address “L., 
2562,” care J C-K. 


YOUNG man, 30, single, five years’ New 
York retail trade, presently working, 
desires change for better opportunities : 
best references. Address “J., 2615,” 
care J C-K. 











SUCCESSFUL, young promotional minded 
credit jewelry store manager; best ref- 
erences ; desires aggressive organization 
interested in improving volume. Ad- 
dress “A., 2541,” care J C-K. 


SALESMAN-MANAGER, 20 years of re- 
tail credit store experience, collections, 
window trims, etc.; honest, reliable and 
best of references. Address “E., 2606,” 
care J C-K. 


CERTIFIED master watchmaker; young; 
married; veteran; desires first class 
position with high grade store; $75 per 
= start. Address “D., 2642,” care 











WATCHMAKER;; age 64; 200d On chro- 
nograph and chronometer watches, also 
adjusting and repairing R.R. watches; 
A-1l reference; willing worker. Ad- 
dress “J., 2647,” care J C-K. 





RELIABLE saleswoman, specializing in 
diamond jewelry, desires to locate in or 
near Cleve'and; if interested please 
reply by January 15. Address “K., 
2649,” care J C-K. 





DIAMOND salesman; experienced in 
round and fancies, with a New York 
following; will travel; seeks position 
with a New York house; finest refer- 
ences. Address “C., 2545,” care J C-K. 





WATCHMAKER ; fine accurate workman, 
with 30 years of experience, who times 
closely ; is seeking position with estab- 
lished concern. Address “‘C., 1035,’ care 
J C-K. 





DIAMOND man; complete Knowledge of 
diamonds, mountings and office routine ; 
wishes connection with established 
house; finest references; presently em- 
ployed. Address “P., 2653,” care J C-K. 





DIAMOND ring man; experienced in as- 
sembling and merchandising diamond 
ring and colored stone line, seeks solid 
SS Address ‘“L., 2463,” care 
JIC- 


WATCHMAKER; 20 years’ experience; 
age 43; close timing and position ad- 
justing; desires permanent position 
where quality work is required; Florida 
— Address “S., 2568,’ care 


ENGRAVER;; first class lettering, orna- 
mental, carving, chasing and relief cut- 
ting; desires permanent position any- 
where in the South; 35 years experi- 
aes | es Address “S., 2624,’’ care 











WATCHMAKER, age 65, experienced in 
repairing and adjusting railroad 
watches; good on all makes of Swiss 
watches ; A-1 references; Missouri, Illi- 
nois. Arkansas preferred. Address “N., 
2594,’ care J C-K. 


WATCHMAKER; graduate of a fine 
school and five years’ experience; con- 
scientious worker; age 40; desires a 
Midwest location; full particulars upon 
request. George Woodard, 409 N. 
Buchanan, Marion, IIl. 


EXPERIENCED diamond assorter, ring’ 
picker. offering excellent references, 
ambitious, trustworthy and adaptable, 
desires connection with reputable 
jewelry concern. Address “T., 2625,” 
care J C-K 


MANAGER-SALESMAN, fully qualified 
in creative, aggressive and promotional 
credit jewelry operations; interested in 
profit sharing proposition: can make 
limited investment, if necessary. Ad- 
dress “G., 2646," care J C-K. 














PARISIAN designer, outstanding creative 
ability in a'l kinds of jewelry; currently 
employed with one of largest manufac- 
turers, desires interesting connection 
full, or part time. Address “M., 2651,” 
care J C-K. 


DBDSIGNER; unusual creative ability, ex- 
perienced fine and costume jewelry, here 
and France, factory and benchwork, 
desires connection with established firm. 
R. Cyril, 2001 University Ave., New 
York 53. Lu 3-6693. 


MANAGER; 14 years’ experience in credit 
jewelry business, thorough knowledge 
in sales, collections, promotions, win- 
dow trimming and personnel supervi- 
sion ; go anywhere; minimum guarantee 
$7000. Address “H., 2552,” care J C-K. 











MANAGER: aggressive, promotion mind- 
ed; 30 years’ experience; appraiser, 
buyer, pawnbroker, retail in all its 
phases; desires connection; salary and 
profit sharing; New York City or vicin- 
ity. Address “T., 2597,” care J C-K. 


DIAMOND expert, reputable gentleman: 
possible promotional exploitation of 
practical diamond cutting ; available, in- 
cluding equipment, at $10,000 or per- 
—— basis. Address ‘“S., 2356,’ care 
J C-K. 








BOOKKEEPER, 15 years with manufac. 
turing jewelers and diamond importers 
experienced a!1 office detail, handling of 
orders, customers, knowledge of stenop. 
raphy and typing, Los Angeles Vicinity 
Address “H., 2399,” care J C-K. “e 


eee a 
BOOKKEEPER-accountant, female. 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business ; highly capable executive with 
most outstanding record. Address “4 
1641,” care J C-K. ss 








arr. 

GENERAL manager; one of country’s 
largest and finest retail jewelry stores: 
long record of increasing sales and net 
profit by modern merchandising ang 
dignified sales promotion; minimum 
$9,000. Address “G., 2417,” care J C-K. 


DIAMOND man; 14 years’ experience 
New York market; have thorough 
knowledge of jewelry trade, desires 
a position on West Coast, preferably 
as buyer; married; age 31. Address 
“B., 2576,” care J C-K. 


BOOKKEEPER, full charge, executive; 
stenographer, accustomed responsibility : 
thoroughly experienced credits, collec- 
tions, taxes; excellent diamond and 
jewelry background; personable; A-1 
references. Address “A., 2564,” care 
J C-K. 


BOOKKEEPER, head, office manager, 
long, heavy experience in jewelry busi- 
ness; competent all phases office pro- 
cedure, including production depart- 
ment: top references; seeking executive 
position. Address ‘“A., 1833,” care 
J C-K. 


MANAGER;; over 14 years’ experience in 
cash and credit stores; good salesman, 
buyer, window trimmer and understand 
credit and collections, desires to asso- 
ciate with a firm where interest in 
business is extended instead of bonus. 
Address “G., 2551,” care J C-K. 


























TREMENDOUSLY rewarding ability, ex- 
perience available to important depart- 
ment store or progressive lease operator 
demanding proven executive with out- 
standing record, exceptional qualifica- 
tions: presently Midwest; go anywhere. 
Address “D., 2605,” care J C-K. 





WATCHMAKER: sober, reliable; ac- 
curate: light jewelry repairing; 16 
vears’ experience all types Swiss and 
American watches, chronographs; now 
employed, but available immediately; 
desires permanent job in home State, 
South Carolina. Address “B., 2638, 
care J C-K. 


RETAIL manager-salesman; 20 years’ 
experience, 15 years as manager in bet- 
ter type store, buying and _ selling dia- 
monds, colored stones and fine jewelry; 
Certified Gemologist, American Gem 
Society; desires position Eastern New 
York or Connecticut. Address “‘S., 2667,” 
care J C-K. 


DIAMOND buyer; expert knowledge 
of diamonds and mountings, knowl- 
edge best sources; proven successful 
styling of salable diamond ring line 
for jobbers and chains; merchan- 
dising to increase volume with mini- 
mum inventory; wishes to change; 
salary $10,000 plus. Address ‘M., 
2529,”’ care J C-K. 


WATCHMAKEHR: single, 35 years of age; 
university graduate, having 15 years 
experience doing only high class work, 
and a thorough knowledge of all phases: 
of the retail jewelry business: at pres- 
ent operating my own repair service, 
desires to become affiliated with an 
established reputable firm; will go any- 
where. Address “Y., 2601,” care J C-K. 


DIAMOND buyer-assorter, seeks loose 
goods or bunch ring house requir- 
ing a top notch expert to fill an 
important position ; appropriate 
salary essential; with present con- 
nection many years; only answers 
from principals considered, treated 
confidentially. Address “I., 2402,” 
care J C-K. 
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SITUATION S WANTED—Continued 
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MAKER, or store manager; 25 
—— general experience in the retail 
jewelry business, including store man- 
ager, head watchmaker, and manager 
of repair department ; am now employed 
by a large store as head watchmaker 
-and manager of repair department; this 
position I have had for seven years, 
but would like to make a change; can 
be available soon; sober and depend- 
able; best of references. Address “B., 
9603," care J C-K. - 


a 
Lines Wanted 




















— 


WANT; a diamond ring line with loose 
sizes, for Midwest and South. Address 
“RP, 2548,” care J C-K 








SALESMAN ; wants top line; well known ; 
now covering Southern States for well 
established manufacturer. Address “K., 
2587,” care J C-K. 








SALESMAN, with exceptional fo_lowing 
among finer jewelers in New York 
City, throughout East and Midwest, is 
available for quality line. Address “V., 
2660," care J C-K. 








CONTACTS excellent with watch im- 
porters and exporters in New York; 
exceptional saleswoman, desires line. 
Florence Morgan, 551 Fifth Ave., New 
York City. 








PACIFIC COAST salesman, well known 
and established, desires line 14K 
jewelry, genuine stones, or p‘atinum 
line for fine stores. Address “F., 2608,’’ 
care J C-K. 





SALESMAN wants small 14K and plat- 
inum manufacturers’ lines on memo; 
you need business, I need merchandise. 
Address Circular 229, Room 1415, Hey- 
worth Building, Chicago 2. 





SALESMAN; Pacific Coast: has called 
on the trade for over 20 years, has very 
fine fo'lowing, desires platinum or gold 
line, or a prestige line of watches. Ad- 
dress “G., 2609,” care J C-K. 


MANUFACTURERS’ representative, call- 
ing on retail jewelry and department 
Stores, wants top line for Michigan, 
Ohio and Chicago. Address “L., 2663,” 
care J C-K. 








SALESMAN, with following, now selling 
retail jewelers, all boroughs New York 
City and Long Island, desires change 


to direct house. Address “K. ? 
care J C-K. a ee 





DIAMOND importer’s mounted 14K ring 
line wanted, to large consumers in 25 
States ; will give full attention out of 
Chicago or New York. Address “D. 
2547,” care J C-K. 





SALESMAN ; familiar most types of mer- 
chandise, seeking reputable line to 
Wholesalers; extensive following in 
New York City and throughout East. 
Address “R., 2527,” care J C-K. 








EX-DIAMOND jewelry salesman; had 
two operations, forbidden to carry 
cases; wants small wallet of sizes and 
fancies to high class stores and chain 
Store merchants. Address Circular 230, 
Room 1415, Heyworth Bldg., Chicago 2. 


MANUFACTURER’S representative, 
with good following among mid- 
west, Oklahoma and Texas jobbers 
and distributors, seeks additional 
line. Jos. K. Hartman, 7542 Wy- 
down Blvd., St. Louis, Mo. 


SALESMAN, rough or cut, loose dia- 
monds; have following Metropolitan 
area; best references; seeks connec- 
tions. Martin H. Ambrose, 3 Rutgers 
Place, Manhattan. Lu 2-4739 for ap- 
pointment. 

















SALESMAN, traveling; experienced; 
dependable; personal following; 
highest references; seeks connection 
with loose diamond _ wholesaler; 
open for various propositions. Ad- 


dress “A., 2602,” care J C-K. 





SALESMAN, with watch importers for 
past 25 years, looking for watch case 
line or bracelet line, to sell to im- 
porters and jewelry jobbers; New York 
Metropolitan territory. Address “A.,, 
2575,’ care J C-K. 





EXPERIENCED salesman, located in Los 
Angeles, Calif., covering the West Coast 
is open for a medium priced manufac- 
turer’s line in 10 and 14K stone rings, 
crosses, lockets, chains and _ similar 
items. Address “K., 2404,” care J C-K. 





PACIFIC Coast representative, with envi- 
able reputation, desires reputable manu- 
facturer’s line, calling on large credit 
houses; will be in New York in Janu- 
ary for personal interview. Address ‘“P., 
2470,” care J C-K. 





MANUFACTURER’S representative, with 
Los Angeles office, desires established 
lines to sell to wholesalers in 11 western 
States, or Pacific Coast States only; 
highest references. Address Circular 
232, ae 1415, Heyworth Bldg., Chi- 
cago 2. 





SALESMAN, West Coast; associated with 
representative of top line for five years, 
desires lines on own; have strong fol- 
lowing with jobbers; can give excellent 
coverage; will supply personal refer- 
ences; have own Los Angeles office. 
Address “L., 2618,” care J C-K. 


EXPERIENCED salesman at present 
carrying ladies’ highly regarded 
gold mounting line on the Eastern 
Seaboard, including New York City, 
calling on jobbers, wholesalers, and 
chains, desires non-conflicting lines. 


Address “Y, 2574,” care J C-K. 


SALESMAN ; large following with supply 
jobbers for watchmakers and jewelers 
in New York City, New York State, 
Boston, Philadelphia, Baltimore, Wash- 
ington, Pittsburgh and C'eveland, de- 
sires manufacturer’s line. Address “N., 
2565,” care J C-K. 


EXPERIENCED traveling representa- 
tive desires to make change; earn- 
ings now limited ; call on wholesalers 
or direct to retailer; lines of merit 
only; 15 years’ experience East and 
South; will relocate. Address “D., 
2549,” care J C-K. 


MANUFACTURERS’ representative, with 
Chicago office, desires established 
jewelry lines to sell to wholesale trade 
in Chicago and vicinity; 20 years’, ex- 
perience; good connections; best ref- 
erences. Address Circular 234, Room 
1415 Heyworth Bldg., Chicago 2. 


SALESMAN, with Los Angeles office, 
covering West Coast, 10 years’ ex- 
perience with good following among 
jewelry jobbers, desires manufac- 
turer’s line on strictly commission 
basis. Address “J., 2403,” care 
J C-K. 


WANTED; small novelty items: inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


PACIFIC Coast salesman, will be open 
at the first of the year to represent 
a loose diamond importer; excellent 
references; strictly broker commis- 
sion; have very fine offices; been in 
the diamond business for the past 
25 _ Address ““M., 2589,” care 
J C-K. 























SALESMAN; Chicago resident, covering 
Midwest States; 20 years’ successful 
sales background; department, jewelry 
stores, gift trade; extensive following 
jobbers and catalogue houses, desires 
established manufacturer’s line; A-1l 
proposition only. Address “F., 2615,” 
care J C-K. 





AVAILABLE for 1952 ; experienced travel- 
ing salesman for Chicago and Midwest; 
excellent knowledge of jewelry, gift and 
department store trade; prefer well- 
known line of jewelry, silver, or 
watches; drawing account against com- 
mission. Address Circular 233, Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN ; extensive experience among 
jewelers, chains, wholesalers; last 10 
years in southwest; desires reputable 
line; excellent sales record and proven 
ability qualifies successful representa- 
tion in any territory; am seeking terri- 
tory closer to New York preferably ; no 
side lines considered. Address “T., 
2658,” care J C-K. 





SALES representative, now calling on 
wholesalers of jewelry, drugs, general 
merchandise, hardware, punch boards, 
tobacco, and allied fie'ds, interested in 
obtaining suitable line; also promo- 
tional lines for department and chain 
stores; territories covered: Illinois, In- 
diana, Michigan, Wisconsin. Address 
Circular 231, Room 1415, Heyworth 
Bldg., Chicago 2. 
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Side Lines 








JOBBER or wholesaler wanted to handle 
new line of ladies’ low priced colored 
stone rings. Address “V.. 2571,” care 
J 








SALESMEN; to sell in stock quakHty 
velvets as side line; generous commis- 
sion and full protection on reorders 
and our own direct mail order solicita- 
tion. Address “M., 2561,” care J C-K. 





SALESMEN ; calling on department stores 
and retail jewelers to show sterling 
silver rosary line; give particulars, 
especially territory covered. Address 
“W., 2627,” care J C-K. 





SALESMEN: to represent the top line 
of promotional lamps and ornament 
line: volume sales, many territories 
open. Silco Lamp Products Co., 603 N. 
35th St., Phiadelphia 4, Pa. 





WATCH strap salesman, with following, 
wanted by well established, fine quality 
reputable manufacturer; cover entire 
South and Southeast ; commission basis. 
Address “M., 2406,’’ care J C-K. 





AVAILABLE as side line; pocket size 
tray of fast selling, beautifully design- 
ed baguette and round semi-set, white 
gold, ladies’ sets; good only for the 
finer stores: all territories. Address 
“B., 2581,” care J C-K. 





STERLING salesmen, experienced, for 
Southern territory, New England 
and Upper New York State, for 
popular priced line of sterling hol- 
low-ware. Write, Box J 738, 221 W. 
41st St., New York. 





SALESMAN wanted; have following with 
better retail jewelers to carry profitable 
side line of fine p'atinum mountings 
with and without diamonds; New En- 
gland and Eastern territory. Address 
“V., 2670,” care J C-K. 


WANTED;; salesman to represent lead- 
ing material house in Michigan, 
carrying genuine material, supplies, 
and jewelry; good proposition to 
right man. Address “N., 2620,” 
care J C-K. 


(Continued on page 206) 
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SIDE LINES——Continued 





SALESMEN ; Middle West, New England 
and Southern territory; sterling silver 
hollowware, excellent side line; well 
established salesmen calling on depart- 
ment, retail stores; good opportunity 
right man; commission basis. Address 
“Pp. 2665,” care J C-K. 





BECAUSE of expanded facilities, one of 
the foremost manufacturers in his field 
will have Midwest and Eastern terrl- 
tories available January 1; products 
are now in every department and 
jewelry store from coast to coast. Write 
—— details to, “K., 2277,’ care 





WELL known manufacturer of ladies’ 
and men’s 10 and 14K stone set 
rings, desires salesmen having fol- 
lowing with better retail jewelers; 





commission basis. Address “fiI., 
2518,” care J C-K. 
SALESMAN wanted to carry line of 


watch materials, tools, findings, watch 
straps, watch bands, to call on retail 
trade; excellent lead line for salesman 
carrying other lines now; commission 
basis ; state experience, references, ter- 
Se i # covered. Address “J., 2553,” care 





SALESMAN; travel Middle West to 
Pacific Coast; carry as a side line, to 
fine retail trade, old established 
manufacturer’s line of ladies’ and 
men’s high grade 14K gold jewelry 
and novelties; commission. Address 


“S., 2596,” care J C-K. 





SALESMAN; excellent opportunity; well 
established firm desires man with fol- 
lowing among better retail, chain and 
department stores; outstanding and 
complete line of ladies’ and gent’s stone 
rings and gent’s diamond mountings; 
all territories; draw against commis- 
sion; full details in first letter. Address 
a 2583,” care J C-K. ' 





SALESMAN, to represent an established 
manufacturer of ladies’ outstanding 
14K ring mounting line; we have been 
in business over 30 years and the line 
is nationally backed by a catalogue: 
territory, Midwest and part of South; 
must have a following for this class of 
merchandise; give full details in first 
letter. Address “W., 2600,” care J C-K. 





MANUFACTURER of an extensive line 
of solid gold rings and mountings, 
seeks salesman covering Middle 
West retailers and chain stores; ex- 
cellent opportunity for right man; 
we have an established trade; give 
full particulars. Address “‘N., 2522,” 


eare J C-K. 





SALESMEN;; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings 
to men with established retail fol- 
lowing; inquiries treated with 
utmost confidence. Address “B., 


2245.” care J C.K. 





SALESMAN wanted to carry popular 
priced fast moving line of men’s and 
ladies’ luggage; commission basis; 
top earnings available as we have 
active accounts established national- 
ly; please give full details and ref- 
erences in first letter. Supreme Suit 
Case Co., 1271 W. 9th St., Cleve- 
land, Ohio. 





NATIONALLY advertised concern of- 
fers attractive line of 14K gold and 
sterling silver charms and bracelets, 
as a side line to a live wire salesman 
with a good following among retail 
jewelers; commission basis; _terri- 
tories open: Middle West, Pacific 
Coast and Southern territories; give 
full particulars and references in 
first letter. Aetna Creations, Inc., 
199 Canal St., New York City. Rector 
2-3418. 








Help Wanted 








WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 461,” 
eare J C-K. 





WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C.K. 





A-1 jewelry repairman who can _ set 
stones; good place to work; Ohio; 
~~. open. Address “B., 2579,’ care 





POLISHER, with ability to do some 
jewelry work; State experience, age, 
married or single. Address “V., 2592,” 
care J C-K. 





JEWELER: first class mechanic with 
business ability; fine opportunity for a 
capable man: write in detail. Address 
“A., 2591," care J C-K. 





JEWELER, who is a good stone setter, 
age from about 30 to 40; good proposi- 
tion for a future; give information in 
detail as to salary, experience, etc. Ad- 
dress “‘V., 2590," care J C-K. 





WATCHMAKER for busy jewelry depart- 
ment, in Newark, N. J. store; good 
percentage arrangement for the right 
man; unlimited possibilities. Address 
“S., 2657,’ care J C-K. 





STONE ring salesman, to represent manu- 
facturer in Missouri, Kansas, Oklahoma 
and Texas; side line permitted; write 
giving a'‘'l pertinent facts and experi- 
ence. Address “F., 2582,” care J C-K. 





MANUFACTURER’S representative; 
sterling silver hollowware, popular price 
line; Midwest, South and Coast terri- 
tories open; drawing against commis- 
sion. Address “E., 2493,” care J C-K. 





WATCHMAKER, experienced: five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
oa oe Address “R., 2165,” care 

“KA. 





WATCHMAKER;; first class only, by 
established, reputable southern Cali- 
fornia firm; must be experienced 
and able to provide references; per- 
manent. position. Address “T.., 


2509,” care J C-K. 





SALESMEN, to cover wholesalers and 
watch importers with a complete line 
of watch attachments, manufactured by 
well known concern; Midwestern and 
Southern territories open. Address “R., 
2666,” care J C-K. 





JEWELER, who is capable of doing spe- 
cial order work, or jeweler-diamond set- 
ter, combination workman: state sa'ary 
desired and references in first letter. 
Clein Brothers, 7% Edgewood Ave., S. 
FE., Atlanta, Ga. 





SALESMEN; Middle West, South Eas 
to carry a well known manufacturer’ 
line of ladies’ diversified diamond on 
gold rings, exclusively made in our wan 
factory: liberal drawing; no objectio 
to a non-conflicting other line. Address 
“K., 2613,” care J C-K. . 





ttt Lr. 

SALESMAN, to represent a manufacturer 
with a non-conflicting line; line con- 
sists of wedding rings, mountings, dig 
mound engagement rings, emblems, ete - 
fast selling line; state territory you 
now represent; strictly commissioy, 
basis. Address “X., 2593,” care J C.K 





ltl rr 
SALESMAN; with jobbers’ and retajj 
chain following in Midwest and Pacific 
Coast, to carry New York manufactyr. 
er’s exclusive line of ladies’ 14K fancy 
mountings ; 10% commission basis; give 
references and other details. Address 
“R., 2656,” care J C-K. 








WATCHMAKER; must be experienced 
and do high quality work; should 
be of neat appearance and good 
personality; front position along 
with other watchmaker; high grade 
store; 45 years in same family man. 
agement. M. Meyer, Marion, Ind, 








WATCHMAKER; a position is open for 
an expert with years of experience in 
repairing the very finest watches, in. 
cluding minute repeater and perpetua] 
calendars; closest regulation required: 
state experience in letter. Address “F,, 
2645,’’ care J C-K. 








WANTED managers; only qualified men 
with actual jewelry store management 
need apply; high type southern instali- 
ment chain has the job with the oppor- 
tunity, have you the qualifications? 
Salary and profit-sharing plan. Address 
“E., 2232,” care J C-K. 





WATCH salesmen for nationally adver- 
tised popular priced, Swiss watch line: 
commission basis; territories open; 
East, Middle West, Southwest; existing 
accounts will be turned over; state com- 
plete details, past experience and ref- 
erences. Address “Y., 25537,” care J C-K. 





JEWELRY manager-salesman, for re- 
tail credit chain store; excellent op- 
portunity for aggressive salesman 
and top merchandiser in long es- 
tablished store in good Middle West 
city; right man can earn $10,000 
first vear. Address “L., 2560,” care 
J C-K. 





TRAVELING salesmen; vigorous and 
energetic men, sell our beautiful, guar- 
anteed and handsomely boxed domestic 
imitation pearls, popular priced, brand- 
ed and price tagged ; instantaneous cam- 
paign display; 15% commission. Write, 
“Manufacturer,” P. O. Box 365, Church 
St. Sta., New York 7. 





SALESMEN: well known stone ring 
firm with long established retail 
trade following has openings in New 
York State, New England and Mid- 
west territories; write stating quali- 
fications, references, territory; all 
replies confidential. Address “C., 


2604.” care J C-K. 


——— 


SALESMAN: to cover Middle West, with 
a medium and high grade line of sterl- 
ing hollowware, calling on retail jewel- 
ers and department stores ; agreeable to 
carrying another non-conflicting line ; 
write for appointment: all inquiries 
confidential. Address “P., 2566, care 


a . 











SALESMAN, to represent nationally 
known ring concern, diamond and 
colored stones, with following in 
Texas, Oklahoma, Arkansas, Ken- 
tucky and Tennessee; have follow- 
ing too: all replies held in strict con- 
4% Address “W., 2631,” care 
J C-K. 


——____, 
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HELP WANTED—Continued 


SMAN;; leading jewelry supply and 
watch material firm has vacancy for 
capable man to call on established ac- 
counts; side line permissible; territory 
covers Ohio and Indiana; give full de- 
tails in first letter; applications kept 
confidential. Address “V., 2626,” care 


J C-K. 








SS 

A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following; very liberal drawing 
against commission ; all information 
kept in strict confidence; our sales- 
men know of this ad. Address “G., 
2309,” care J C-K. 





Er ttst=éte 


MANUFACTURER wants salesman to go 
direct to retailers and department 
stores; must have following; a white 
costume jewelry line in brass and gold 
filled, rhodium finished; all territories 
open; commission basis; give full par- 
ticulars and references. Address “K., 
9559,” care J C-Ix. 








WATCH salesmen; experienced with 
good following for nationally known 
popular priced, nicely packaged 
Swiss watch line, on good commis- 
sion basis; no objections to non-con- 
flicting lines; state territory with 
full particulars. Address “L., 2405,” 
care J C-K. 





—_——— 


SALESMEN; manufacturer of popular 
priced sterling silver hollowware wants 
experienced salesmen with following 
among. department stores and better 
jewelers, for Midwest, South and South- 
west territories ; commission basis only: 
non-conflicting lines permitted. Address 
“J.. 2612,” care J C-K. 





SALESMAN; to cover South, with a 
medium and high grade line of sterling 
hollowware, calling on retail jewelers 
and department stores; agreeable to 
carrying another non-conflicting line: 
write for appointment; all inquiries 
— Address “R., 2567,” care 

“NA. 





NEW YORK manufacturer, established 
50 years, desires resident representative 
in Texas and one for West Coast terri- 
tory to sell to leading retailers: un- 
usually extensive line of 14K crosses 


and chains, both with and without dia-- 


monds, attractively boxed: commission 
and/or salary. Address “‘C., 2578,” care 
J C-K. 


a 





SALESMAN; Chicago area; to sell lead- 
ing line of packaging, metal and 
plastic boxes; one acquainted with 
jewelry and allied businesses, should 
know manufacturers, wholesalers 
and jobbers; must have a good gen- 
eral background; this is an unusual 
opportunity. Address “D., 2580,” 
care J C-K. 








SALESMEN, with following, by lonz 
established wholesale jewelers and 
watch importers selling popular priced 
merchandise, nationally advertised 
brands ; covering Southern and Western 
territories; residing in vicinity; travel 
by car; drawing against commissions: 
‘on Address “R., 2622,” care 





STORE manager to take complete 
charge of old established credit 
store; 100% location; guarantee 
plus percentage of volume; requires 
an experienced man who can pro- 
duce good volume business; replies 
confidential. Goodman & Co., 42 
— Washington St., Indianapolis 4, 
nd. 





TO a top flight jewelry man; we want 
several aggressive jewelry store man- 
agers, capable of producing big fig- 
ures; excellent salary, profit sharing 
arrangement, and a brilliant future; 
give full details about yourself, age, 
and previous experience; replies 
confidential. Address “K., 2617," 
care J C-K, 





WATCH sa.esmen; with good retail fol- 
lowing wanted in New York state, Mid- 
dle West, West Coast, Pennsylvania 
and Texas (existing accounts will be 
turned over) by established importer 
with complete low priced, fine Swiss 
watch line; commission basis; no ob- 
jection to non-conflicting line. Address 
“M., 2655,” care J C-K. 





WATCHMAKER; to take complete 
charge of shop in retail jewelry store 
employing six watchmakers; must 
be an experienced salesman to han- 
dle all service and adjustments; we 
want a top watchmaker with a pleas- 
ing personality; liberal salary, also 
bonus and ideal working conditions. 


Address “J., 2586,” care J C-K. 





MANUFACTURER wants salesmen for 
West Coast and East Coast, to sell to 
wholesalers only a go'd filled chanel 
line and chanel base metal rhodium 
finished ; rhinestone chain goods, rhine- 
stone pins and earrings and low priced 
pearls: must have following: give full 
particulars and references. Address “H., 
2584,’ care J C-K. 





ESTABLISHED manufacturer of la- 
dies’ gold mounting line, desires ex- 
perienced salesman for south and 
southwest, to call on jobbers, whole- 
salers, and chain stores; possibility 
of draw against commission for the 
right man; when answering ad ad- 
vise other lines being carried at pres- 
ent. Address “W., 2573,” care 
J C-K. 





JEWELRY salesman to represent whole- 
sale jeweler, selling nationally adver- 
tised merchandise; old, established ter- 
ritory in the South Central States: this 
is a permanent position with congenial 
conditions and excellent income for an 
energetic man; please give details in 
— Address “B., 2443,” care 


— 
4 





SALESMAN, with following in Florida, 
Georgia, North Carolina, South 
Carolina, Virginia, to represent oid 
established manufacturer of fine 
gold and platinum mountings, watch 
cases and watch attachments; firm 
has substantial number of accounts 
in this territory; good opportunity 
for right man. Address “V., 2599,” 
eare J C-K. 


SALES-MANAGER, to take full charge 


of credit jewelry store as of January 
1, 1952; high grade; must have at 
least five years experience as credit 
jewelry store manager; must Know 
selling, promotion, etc.; send full de- 
tails, experience, references and small 
photo; good salary and commission to 
right man. Alvin’s Jewelers, 690 E. 
185th St., Cleveland, Ohio. 





IF you are a registered jeweler of the 


American Gem Society, 27 to 45 
years old and desire a connection 
with definite future possibilities, 
with one of the South’s larger and 
finer stores, we would be interested 
in complete details about your ex- 
perience, salary expected, former 
connections and reason for wishing 
to change; position now open. P. O. 


Box 1169, Tallahassee, Fla. 





DO you know silver; large Southern ex- 


clusive jewelry store wants department 
manager and buyer for silverware de- 
partment; must have experience and 
knowledge of silver business as well as 
good educational background; write or 
wire promptly, giving detail of your 
qualifications; name your own sa’‘ary; 
personal interview will be arranged. 
Adler’s, 722 Canal St., New Orleans, 
a. 





SALESMAN, with good following in 


Middle West, to represent well 
known manufacturer of fine plati- 
num and gold mountings, watch at- 
tachments and watch cases; firm has 
1000 active accounts in Middle 
West; opening made possible 
through retirement of salesman; ex- 
cellent opportunity for top-notch 
man. Address “R., 2598,” care J 
C-K. 





WATCHMAKING and engraving may 


now be learned advantageously by 
home study; to meet the demand to 
learn these trades at home in spare 
time, the Kansas City School of 
Watchmaking has adapted its out- 
standing courses in watchmaking 
and engraving to home study train- 
ing. Write for information: Kan- 
sas City School of Watchmaking, 
Dept. C, Admiral & Tracy, Kansas 
City 6, Mo. 





WANTED; watchmaker, must be com- 


pletely experienced, able to handle 
watch repairs for two locations in one 
city, one operation, a railroad inspec- 
tion store and the other an advertised 
popular priced repair store; marvelous 
opportunity to earn unlimited amount 
of money to the proper party; we will 
pay 60% and furnish materials; submit 
references; photo and complete work 
resume. Address “P., 2595,” care J C-K. 





SALESMEN wanted, to sell well estab- 


lished line of dresser sets, novelties and 
sterling silver giftware to the retail 
jewelry trade; territories open; West 
Coast, Southwest, North-Central, New 
England and Eastern Seaboard terri- 
tories: we desire men living in the 
territories; these territories have been 
covered by us for the past 25 years 
successfully; no objection to one non- 
conflicting line; only experienced men 
need apply; traveling expenses ad- 
vanced against commission; write in 
full detail your experience and back- 
ground. Pereline Mfg. Co., Inc., 1261 
Broadway, New York 1, N. Y. 








(Continued on page 208) 
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For Sale 


Stores, Stocks and Businesses 








MODERN jewelry store for sale; with 
stock or without stock; established 2vu 
years; good location; suitable for 
credit ; will sacrifice; going out of town. 
Address “T., 2668,” care J C-K. 





OLD, established, large clothing and jewel- 
ry store, midtown section New York; 
good for credit or cash store; must sell 
account of other business. Address “L., 
2588,” care J C-K. 





SMALL jewelry store, Southern Ohio; 
population 40,000; for sale, lease or 
will take in partner; best location for 
loan shop, sales and watch repairing. 
Address “B., 2544,” care J C-K. 





FOR SALE; modern jewelry store. fully 
equipped, including Watchmaster ; ideal 
for semi retired man or couple; $2800 
cash. Write or wire, Alton Parker, 44 
N. F. Harrison, Clearwater, Fla. 





THIS is it, Mr. Jeweler Watchmaker ; 
small modern credit jewelry store in 
South Florida; an opportunity for live 
wire; owner has other interests. In- 
quire, Jack Landau Sales, Calumet 
Bldg., Miami, Fla. 





DUE to illness, must sell 53 year es- 
tablished pawn and jewelry busi- 
ness; top location; real opportunity 
to acquire a going business. iey- 
stone Loan Office, 236 Hennepin 


Ave., Minneapolis, Minn. 





FOR SALE; one of the fine jewelry stores 
in Western North Carolina; all fine 
silver, china and crystal agencies; must 
sell at once because of health: would 
like to sell to one who is interested in 
continuing this store. Address “N., 
2664,” care J C-K. 





FOR SALE; well established jewelry, 
appliances and repair store; corner lo- 
cation, with 50’ display windows; low 
overhead; nationally advertised lines; 
only jewelry store in southwest Texas 
town of 5,000; excel'ent climate. Ad- 
dress “T., 2534,” care J C-K. 





JEWELRY store; thriving west Texas 
town, population 7000; 1700 pro- 
ducing oil wells in county; stock 
finest quality; leading lines silver, 
china, crystal; owner retiring; un- 
usual opportunity. Address “C.,, 
2641,” care J C-K. 





SOUTHWEST Michigan jewelry store: 
sell at inventory, about $12,000; no 
charge for fixtures; clean stock: low 
rent and good lease; newly decorated 
and air conditioned; industrial city of 
38" 50,000. Address “‘V., 2021,” care 


we 0 





JEWELER’S shop for sale; equipped for 
production, including casting machinery 
for gold, platinum; rubber molds for 
rings, watch cases, brace’ets, attach- 
ments; will sell individual pieces; rea- 
sonable price. Nash Jewelry Co., 93 
Nassau St., New York 7, N. Y. 





DIAMOND, antique jewelry store; long 
established; excellent reputation; one 
of best locations in Brooklyn; low rent, 
lease; diamonds, jewelry, old gold, ete. 
and estates bought; repairing and ap- 
praisals; good will and fixtures; stock 
optional; sacrifice, due to illness. Ad- 
dress “G., 2648,’ care J C-K. 





FOR SALE; profitable jewelry store; 
last year’s sales approximately $80,000 ; 
keep three watchmakers busy at good 
prices; largest store in prosperous town 
of 18,000 population; only three other 
jewelers here; lots of country trade; 
regularly carry $100,000 stock; will re- 
duce to point where approximately $25,- 
000 will buy fixtures, equipment and 
stock. Wire or write, Arthur W. Field, 
Hamilton Jewelry Store, Nampa, Idaho. 





FOR SALE; modern, completely air- 
conditioned jewelry store, new fix- 
tures and walk-in windows; located 
in new. building with five year re- 
newable lease, in heart of mid-west 
industrial city of 25,000, doing an 
annual volume of $100,000 cash 
and installment sales; present stock 
of clean, nationally advertised mer- 
chandise valued at $40,000; ac- 
counts receivable current, none in 
arrears, with installment losses less 
than 144%; modern watch repair 
department completely equipped 
with latest machinery, employing 
two watch repairmen; owner has 
other business interests but will stay 
as employee for a few months after 
sale, if desired; references and all 
information about store and owner 
submitted; price $60,000 cash, in- 
cluding accounts receivable. Write 


“E., 2454,” care J C-K. 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, ete R. ; 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 





DOUBLE jeweler’s bench (Leiman) and 
“Little Giant’ polishing machine, with 
dust collector; both never used. A. T. 
Jewelers, 444 Third Ave., New York 
City. 





WISH to dispose of a full set of en- 
graver’s and chaser’s tools for jewelry 
work, very reasonable, with instructions 
for three months, free. E. Nichols, 3004 
Pa'mer Square, Chicago, Ill. 


—_ 





MOSLER safe suitable for jewelers; burg- 
lar and (fireproof; outside measure- 
ments, 75” height, 29” depth, 39” width. 
Phone or write, Phelps Steen, 232 W. 
30th St., New York, N. Y. La 4-4444. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 





M. C. MAXWELL, exclusive jeweler 
auctioneer; guaranteed profits. 
correspondence strictly confidential, 
Phones 53-2920, Res. 4-723], 1429 
Boardwalk, Atlantic City, N, J, 

cra, 

WANTED; partner for old estah); 
jewelry store; in business a5 shed 
same location, Allentown, Pa.; one with 
experience in retail jewelry, reliable 


trustworthy ; worthwhile roposit; 
Address “P., 2621,” care J C-K tm 


ttt rica, 

AUCTIONEER: 10 successful sale, 
conducted in 1951; firm names fy. 
nished on request; all correspon. 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave. 
Chicago 26. Briargate 4-7303,. — 


tlt rr. 

SAMUEL GANSBERG will buy your gy. 
plus or entire stock and fixtures o, 
estates for cash; my direct outlet en. 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane 
New York. Telephone, Rector 2-599 ” 


GORDON BROTHERS oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks jp 
the country; established 1903; fo, 
details see our advertisement on 
page 33. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter. 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre. 
mont St., Boston, Mass. 


ROBERT E. JONES Sales Co., auc. 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 
185th St., Telephone KE _ 1-8683 
Cleveland, Ohio. We buy surplus 
stock. 























WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 


DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. ¥. Telephone 
Pl. 7-4693. 


CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store nov, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 
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BUSINESS OPPORTUNITIES—Cont. 








ee 


, AM ready to pay you cash, dollar | 


ollar, for your stock, providing 

cok - cee eel an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over aS a going, or going-out 

' of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 


1309, New York, N. Y. 


sane eA MALAYER RE NN 
Wanted to Purchase 








TwO day Marine chronometers; send de- 
scription and price. Joseph A. Kuhn, 
Sr. 4604 Main Ave., Baltimore 7, Md. 


Box 7574. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. P. Gallien, 220 
w. Fifth St., Los Angeles 13, Calif. 





JEWELRY store, in Florida city of 20,- 
000 or not over 50,000 population; pre- 
fer established store; cash or credit 
operation; send details. Address “H., 
2614,” care J C-K. 





WE are interested in buying a store 
or chain of stores, for cash, in the 
Southeast; all replies and informa- 
tion will be confidential. Address 
“B., 2546,” care J C-K. 





—_—_—_-- 


IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references: 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of 
payment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc.; Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


MMNRNIER RR BRI HIRO ETT RTO NSS AEM i 


Watch Work, etc., for 
the Trade 





Os 











SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
Service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





KNOW your vibrator; mail direct; 
same day service; vibrating, staffing, 
jeweling. Hairspring Vibrating Co., 
406 32nd St., Union City, N. J. 





HAIRSPRING vibrating; Swiss specialist, 
25 years’ experience; send balance 
wheel, balance bridge, stud, collet; quick 
service. Louis Chetelat, 2062 Kimball 
St., Brooklyn, N. Y. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
a Huron St., Lake Ronkonkoma, 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1773 52nd St., Brooklyn 
19, N. YY. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.: guaranteed trade watch 
repairing; chronographs a_ specialty; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





EXPERT watch repairing eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z Orin, 235 Ft. Washington 
a” Agata York 32, N. Y. Lorraine 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, Ill. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guarantced; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








JEWELER’S cutting pliers sharpened like 
new, $2 plus postage. A. F. Ouellet, 
Box 910, New York 1, N. Y. 





JEWELRY hub cutter; highly experi- 
enced; will do homework for a few 
manufacturers. W. Kraus, 71 Van Ness 
Terrace, Maplewood, N. J. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the. 
jeweler for over 25 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 
19, . ¥. Recutting and Repairing, 

Diamond Cutter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B Eddy St., Providence, R. I. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 








PART of office; equipped, desk, cabinets, 
etc., suitable watchmaker, jeweler. 48th 








St. near Fifth Ave., New York. Phone 
PL 7-5934. 
Miscellaneous 











WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. At antic Avenue, Day- 
tona Beach, Fla. 
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Jewelers’ Circular-Keystone’s 


Annual Index 
January-December 195] 


a annual index to the many subjects covered in articles in THE 
JEWELERS’ CIRCULAR-KEYSTONE during the past year is presented as a reader service. 
It is designed to be helpful to jewelers who may wish to refer back to a particular 
article or subject covering some specific phase of jewelry store operation or as a 
reference to merchandising and promotion ideas used successfully by other jewelers. 


— 


ADVERTISING 


(See also “Promotion’—‘“Dis- 
play”—““Window Display’’) 


General 


National Advertising Tie-In 
Promotion Increases Prestige 
of Local Jeweler. Jan:76 

Sell Your Store’s Service. Jan: 
92 

Talk Your Customers’ Lan- 
guage. Jan:96 

Hard-Hitting Ad Program for 
Small Town Ups Diamond 
Sales. March :197 

Variety Presentation Lets Cus- 
tomers Sell Themselves. 
April :160 

Diamonds Are Their Own Best 
Salesmen. May :102 

Opportunity Knocks in June. 
May :128 

Summer Layaways Guarantee 
Price Levels. June:129 

Gets the Graduates Coming and 
Going. June:141 

Awards for Best Father’s Day 
Ads. June:143 

Baby Department Rates Tops 
in Sales. July :142 

Goodwill Advertising Built This 
Business, Aug :154 

Advertising for Help to Get 
Results. Aug :164 

Don’t Overlook Back-to-School. 
Sept :147 

How Important is Ad Position. 
Sept :179 

Community Program Keeps 
Home Town’ Business. at 
Home. Oct :107 

Bringing Watch Traffic Back to 
the Jeweler. Oct:118 

Public Education Program Em- 
phasizes Diamond Quality. 
Nov:114 

‘Stag Night’ Brings in Men 
Gift Shoppers. Nov:118 

a for Christmas. Nov: 


—_— That Pay Off. Nov: 


Billboard 


Billboard Diamond Promotion 
in Quaker City. Feb:139 
Faith in the Future, April:172 


Cooperative 


Co-Op Promotion Makes Ads 
Read. Feb:135 

New Jersey Watchmakers Com- 
bat Cut-Rate Advertising. 
March :174 

Co-Op Ad Explains Install- 
ment Purchases, March:177 

Joplin Business Firms Boost 
Local Stores. April:151 

‘Know Your Jeweler’ Campaign 
Seeaa in Hartford. June: 

Cooperation—A Magic Carpet 
to Greater Sales. Aug:144 

Jewelers’ Service and Ethics 
Told Public in Co-Op Ad 
Campaign. Sept :93 

Roanoke Goes Jewelry-Minded 
During Week-Long ‘Know 
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Your Jeweler’ Campaign. Dec: 


Direct Mail 


Contest Letters Provide Ammo 
for Ads. Jan:114 

Automatic Follow-Ups Build 
Repair Volume. Sept :152 

Gift Idea Folder Promotes 
Early Sales. Oct:177 

Directory Builds Business for 
Retail Area, Nov:149 

Building Your Mailing List. 
Dec :96 


Newspaper 


Advertising Builds Profitable 
Clock Repair Service. Jan :82 

Jeweler’s Love of Sports Turned 
Into Business Asset. Jan:88 

Derby Sponsor Makes Headlines 
and Sales. Feb:118 

‘Occasion Gifts’ Theme of Silver 
Ad. Feb :146 

Counter Follow-Up Doubles 
Effect of Ads. Feb:218 

Clearance Advertising With 
Dignity. March :146 

Diamond Ads_ Tie-In with 
Baseball Season. April:176 

Restyling Offer Attracts Sum- 
mer Business. June:121 

Classified Ads Pull Traffic. Sent: 
141 

Four-Inch Ads Built This Store. 
Sept :160 

Coupon Ads Boost Christmas 
Traffic, Oct :166 

‘Bride-of-the-Week’ Ads Develop 
Into Year-’Round Promotion. 
Oct :178 

New Twist to ‘Know Your 
Jeweler’. Oct :209 

For Secretaries Only. Nov:159 

Biography of Birthstone Ads 
Build Gem Interest. Nov:180 

Diamond Story Sparks Re- 
Styling Ad. Nov:182 

Daily Ads Feature Only Two 
Items. Dec:103 

Institutional Ads Sell Company 
Name. Dec:105 

Small Space Program Builds 
Baby Goods Into Important 
Volume. Dec:114 

Dallas Jeweler Uses New Ad 
Technique. Dec:125 


Radio 


‘Gossip’ Program Gets Large 
Audience. Nov:153 


AIR CONDITIONING 


(See also ‘‘Modernization’’) 

Air Conditioning A Profitable 
Investment for Increased Sales. 
Feb :114 

Should I Air Condition My 
Store? Sept:194 


APPLIANCES 


Electric Housewares Merchan- 
dising Campaign Puts Stress 
on Wide Gift Market. March: 
116 


Customers Like Appliance Show- 
room. March:179 

Electric Housewares Promotion 
Invites Jewelers to Enter 
Prize Display Contest. April: 
126 


‘Stunt’ Promotions Liven Sales 
on Small Appliances. Sept: 
102 


ASSOCIATIONS 
Directory of Trade Associations. 
Jan :9 
Two-Show, One-Show Issue 


Becomes Involved. Feb:188 

Dick Murphy’s 25th Anniver- 
sary Marks Era in JSA. 
April :110 

Van Cott and Goldberg Com- 
ment on One Show. April: 
198 

Prominent Trade Figures to Ad- 

dress NWJA Meeting. May: 

196 

What This Needs. 
June :82 

ANRJA Members to Vote on 
Change in By-Laws. June: 
154 

Over 125 Firms Reserve Space 
for National Jewelry § Fair. 
June :162 

Diamond Industry Opens Drive 
to Halt Smuggling. June:163 

Premiere of Fall Lines at Chi- 
cago. July :94 

Big Attendance at NWJA Con- 
vention. July :180 

Plans for 46th ANRJA Conven- 
tion Taking Shape. July :184 
NEMIJ&SA Tell Senators of 
Mobilization Squeeze. July: 
186 

Defense Economy is Theme of 
ANRJA Convention. Aug :130 

NACJ Convention Highlights. 
Aug :259 

Jewelers’ Service and _ Ethics 
Told Public in Co-Op Ad 
Campaion. (JAGC) Sept: 93 

Industry Leaders Forecast Sup- 
ply and Market Prospects at 
ANRJA_ Convention. Sept: 
199 

ANRJA Names C. M. Isaac 
Executive Vice - President. 
Sept :199 

Need for Ethical Trade Prac- 
tices Stressed at JVC Meet- 
ing. Sept:213 

Are You Feeding Your Profits 
to the ‘Unconditional Guaran- 
tee?’ Oct:150 

ANRJA Backs AGS Action De- 
fining Perfect Diamonds. Oct: 
231 

Costume Jewelry Mfrs. Hit 
Czech Import Action. Nov: 
205 

Outlook for Defense Contracts 
Brighter Says NEMJ & SA 
Secretary. Nov :206 

New Corporation Formed to 
Handle Financing of Jewelers’ 
Credit Sales. Nov:219 


— = 


Industry 


BIRTHSTONES 


(See ‘‘Gems’’—‘‘ Advertising’ — 
**Promotion’”’) 


BOOK REVIEWS 


Self-Winding Watch Manual. 


Jan:111 

Watchmaking Dictionary, 
March :158 

Basic Guide to Collections. 
March :158 

An Engineer Looks at Horology. 
April :152 

Jewelry Making = Techniques, 
April :152 

Reprint of Popular Clock Book. 
April :153 


New Edition of Gem Identifica- 
tion. May:138 

Remodeling Helps _ Booklet. 
May :138 

Jewelry Benchwork. Aug:230 

Heraldic Designs. Dee:112 

Clock and Watch Bibliography. 
Dec :112 


BUSINESS CONDITIONS 
What’s Ahead for °51? Jan:71 
The Changing Picture of the 

Retail Market. (Part I) Feb: 
94; (Part II) March:112 
41.3% of Jewelers’ Business is 
Attributed to Wedding Mar- 

ket. May :96 
The Wholesale Jewelry Trade 
as Shown by the 1948 Census 
of Business. June:85 
Diamonds at Retail. July :90 
90% of the Business is Done 
by 56% of the Jewelers. Aug: 
126 


Industry Leaders Forecast Sup- 
ply and Market Prospects at 
ANRJA Convention. Sept: 
199 

How Much Volume Per Enm- 
ployee? Nov:89 

R. I. Jewelry Plants Get 
Meager Defense Orders. Dec: 
148 


BUSINESS MANAGEMENT 

(See also ‘‘Employee Relations” 
— “Sales Training” — “Store 
Operations’’) 

Special Accounting Problems of 
Retail Jewelers. Jan:78 

Test Your Business Efficiency. 
Jan :84 

Saving Taxes by Advance Plan- 
ning and Good _ Records. 
March :114 

A Sound Credit Policy for Bet- 
ter Business. March :124 

Better Business Records with a 
Modern Sales Register. April: 
122 


Shall I Move to the Suburbs? 
June:75 

The Right Supporting Records 
Ease the Jewelers’ Tax Load. 
July :110 

The Account Has Skipped. Aug: 
146 


Advertising for Help to Get Re- 
sults. Aug:164 

University Consumer Surveys 
Benefit Jewelers. Aug:172 

Don’t Pay Twice for New 
Buildings, Aug:214 
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Fast Sales to Stubborn Cus- 
tomers. Oct:154 _ 
Uses Experience ol Suppliers 
Salesmen — Improves Inven- 
tory and Turnover. Oct :188 


Give the New Man a Break. 


¢:211 ; 
PO Your Name Betore the 
Public: Nov :96 


aitilien 


CAMERAS 
Movie Night Promotes Camera 
Department. Nov :145 
Daily Ads Feature Only Two 
Items. Dec.103 


CHINA, GLASS & GIFTWARES 
(See also “Merchandising’’) 
Bridal File Sells After the Wed- 
ding. Feb :165 

Gift Demand From New Home 
Owners Sparks Success ot 
Basement Shop. March:132 

Personal Card List Facilitates 
Gift Orders. July :150 

Service Plus Imagination Keeps 
Trade of Home-Town Cus- 
tomers. July :168 

Street-Level Emphasis Focuses 
Customer Attention on Base- 
ment Gift Shops. Aug:238 

Want a Gift Department? Build 
it Yourself! Sept:100 

Gift Registry Service Traps the 
Bride’s ‘White Elephants.’ 
Sept :158 

Card System Simplifies Bridal 
Register. Nov:109 

Merchandising Patterned to 
Quality Theme. Nov:162 

China, Glass and Giftwares 
Loom Bigger in Jeweler’s 
Sales Picture. Dec:61 

Giftwares Are Good Business. 

62 


Famous-Name Lines Bring Back 
Out-of-Town Business. Dec: 
126 


CLOCKS 

Advertising Builds Profitable 
Clock Repair Service. Jan:82 

Timely Clock Promotion Brings 
Up Profits. Feb:161 

To Sell Clocks They Must Be 
Seen. March :130 

Pick-Up Clock Repair Service. 
March :182 

They Have Time On Their 
Hands. July :114 

Clock Repair is Specialized But 
Profitable, Too! Aug :168 


CMP 
Role of Jewelry Industry Hazy 
Under Scheduled Orders. 
May :190 
Jewelry Trade Gets Share of 
Controlled Metals in Fourth 
Quarter Allocations. Oct :227 


COSMETICS 


Cosmetics for Traffic and Profit, 
Too. Nov:128 


COSTUME JEWELRY 


Variety Steps Up Costume 
Jewelry Sales. Feb:142 

Jeweler Increases Costume 
Jewelry Sales with Unique 
Wall Case Display. Sept:178 

Hallowe’en Theme for Jewelry 
Windows. Oct :169 
ew England Costume Jewelry 
Production Hamstrung by 
seerenne of Base Metals. Oct: 


Low-Priced Jewelry Sponsors 
Traffic. Nov:176 
Costume Jewelry Mfrs. Hit 


Czech Import Action. Nov: 
205 


CREDIT 

A Sound Credit Policy for Bet- 
ter Business. March :124 

Co-Op Ad Explains Installment 
Purchases, March :177 

New Corporation Formed to 
Handle Credit Sales of Jewel- 
ers. Nov:219 


_p_ 
DESIGN 


(See also “Fashion’’) 
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Stimulating Ideas Seen at Stu- 
dent Design Exhibit. May: 
126 


DIAMONDS 
(See also “Display” —‘*Fashion”’ 
—**Merchandising ’— **Promo- 
tion’’) 


Diamonds in the Dunes. Feb: 


102 

Billboard Diamond Promotion 
in Quaker City. Feb:139 

Famous Diamonds of the World. 
Feb:180; March:178; June: 
138 

Hard Hitting Ad Program for 
Small Town Ups Diamond 
Sales. March :197 

Diamond Display Answers Typi- 
cal Questions. March :198 

Diamond Ad Ties in with Base- 
ball Season. April :176 

Educational Display Shows Pub- 
lic How to Evaluate Dia- 
monds. May :93 

JIC Diamond Exhibit May 24 
to June 9. May:94 

Diamonds on Display. May :98 

Diamonds Are Their Own Best 
Salesmen. May :102 

Scientific Slant Dramatizes Dia- 
mond Sales. June :84 

First, Educate the Customer. 
June :100 

Coordination: Success Secret 
for a Profitable Diamond Pro- 
motion. June :106 

Diamonds at Retail. July :90 

Miniature Train Shows Dia- 
monds. July :148 

Special Services Build Diamond 
Volume, Aug :139 

The Diamond Industry in 1950. 
(Part I) Sept:114; (Part IT) 
— (Part III) Nov: 
104 

Industrial Diamonds Seen Suffi- 
cient for Rest of °51. Oct:229 

Diamonds U.S.A.—1952. Nov: 
92 


Public Education Program Em- 
phasizes Diamond Quality. 
Nov:114 

Diamond Story Sparks Restyl- 
ing Ad. Nov:182 

Institutional Ads Sell Company 
Name. Dec:105 


DISPLAY 


(See also ‘‘Modernization” — 
“Promotion”—“Window Dis- 
play”) 

Display Ideas to Put Heart in 
Valentine Promotions. Jan: 
80 


Romance Display Peps Impulse 
Sales. Jan:109 

Double-Duty Display Fixtures 
Increase Store Efficiency. 
Feb :116 

Fashion Window to Highlight 
Spring Jewelry Creations. 
March :104 

Dress-Up Ideas for Easter Gift 
Windows. March:106 

Dramatic Displays Spell Success 
for Small Jewelers. March :126 

Mobile Luggage Display Im- 
proves Sales. March:149 

Hotel Lobby Display Like 
Branch Store. March:157 

Tower Display Features Season- 
al Motifs. March:180 

Diamond Display Answers Typ- 
ical Questions. March:198 

Your Silverware Display Merits 
a Consideration. April: 
1 


Birthday Cards Center Window 
Interest on Gifts. April:144 

15,000 Visit Detroit Silver Dis- 
play. April: 176 

Waste Space Display Highlights 
Flatware. April:188 

Educational Display Shows Pub- 
lic How to Evaluate Dia- 
monds. May:93 

Diamonds on Display. May:98 

Diamonds Are Their Own Best 
Salesmen. May:102 

Sterling Gallery Provides Year- 
a Pattern Exhibit, May: 

Display Arrangement for Effec- 
tive Windows. June:80 

A Summer Display of Fashion 
Jewelry. June:81 

Do Your Windows Say ‘Buy’ or 
‘Pass-by?’ (Part I) July :92; 
(Part II) Aug:136 


Color — Keystone ot Display. 
July :96 

A Garden Setting tor a Sum- 
mer Window. July :97 

A Small Store That Pays Big 
Dividends. July:100 

Miniature Train Shows  Dia- 
monds. July :148 

Using Color for Window Sales 
Appeal. Aug:128 

Back-to-School—A Gift Display 
for September Promotion. 
Aug :129 

Display Showmanship Capital- 
izes on Parade of Windows. 
Aug :158 

Window Displays Must Tell 
Your Sell Message Quickly. 
Sept :96 

The Watch Parade—A Window 
Display for Nationwide JIC 
Promotion. Sept :97 

Window Design Provides for 
Display Versatility. Sept:124 

Clever Display Peps Watchband 
Sales. Sept:136 

Jeweler Increases Costume Jew- 
elry Sales with Unique Wall 
Case Display. Sept:178 

Table Display Solves Limited 
Space Problems. Sept:181 

Year-’Round Watch Parade 
Stresses Names. Oct:112 

Correct Lighting to Make the 
Most of Your Display Mer- 
chandising. Oct:124 

Hallowe’en Theme for Jewelry 
Windows. Oct:169 

Wall Display Emphasizes Gifts 
for Men, Oct:200 

Get the Benefits of National Ad- 
vertising in Your Community. 
Nov :94 

A Christmas Display With a 
‘Gift-y’ Air. Nov:95 

Stars in the Christmas Window 
Scene. Nov:98 

Luggage — One Answer to 
‘Something Different’ Prob- 
lem. Nov:122 

Lamps for Sale and Display. 
Nov :124 

Cosmetics for Traffic and Prof- 
its, Too. Nov:128 

Jeweler’s Display Makes Hit 
with Truman. Nov:157 

Watch Display Permits Con- 
trolled Sales. Nov:160 

Low-Priced Jewelry Sponsors 
Traffic. Nov:176 

‘Prop’ Inventory Provides Ready 
Display Variety. Dec:170 

After Christmas in Your Win- 
dows. Dec:71 

Display Ideas for Watches. 
Dec :84 

Pictures in Gems Maintains 
Steady Window Audience. 

:90 


Dec :9 

Oakland Jeweler Gets Into the 
Act. Dec:99 

Post-Holiday Goodwill Display. 
Dec :107 

A Simple Twist Boosts Ring 
Sales. Dec:108 

Display Increases Watch Crys- 
tal Sales. Dec:113 

Waste Space Put to Good Use. 
Dec :123 

Famous Name _ Lines’ Bring 
Back Out-of-Town Business. 
Dec :126 


DOOR-TO-DOOR SELLING 


Supreme Court Upholds Itiner- 
ant Peddling Laws. July :209 


— 


EMPLOYEE RELATIONS 


(See also “Business Manage- 
ment’’—“Store Operation’’) 
A Suggestion Box System That 
Works. March:151 

Merit Rating Salesmen Improves 
Their Performance in Selling. 
July :146 

Do Your Salesmen Know How 
to Sell? Aug:156 

Give the New Man a Break! 
Oct :211 


ENGRAVING 


(See also “‘Silver’’—“‘Technical’”’) 
A Practical Course in Artistic 
Engraving. Jan:130; Feb: 
156; March:166; April:224: 
June:186; July:216: : 
298; Sept:236: Oct:258: 


Nov:168; Dec:172 
Engraving — Bugaboo or Big 
Business? June:136 


EXTRA LINES 

(See also ‘Display’? — ‘Mer- 
chandising’’—** Promotion’”’ ) 

Basement Music Shop Boosts 
Sales. Jan:113 

Music is Tuned to Extra Trai- 
fic. Feb:124 

Mobile Luggage Display Im- 
proves Sales. March:149 

Luggage — One Answer to 
‘Something Different’ Prob- 
lem. Nov:122 

Lamps for Sale and Display. 
Nov :124 

Cosmetics for Traffic and Prof- 
it, Too. Nov:128 

Movie Night Promotes Camera 
Department. Nov:145 

Daily Ads Feature Only Two 
Items. Dece:103 


_ FF 


FAIR TRADE 

Supreme Court Decision Blow 
to Fair Trade. June:152 

Supreme Court Decision Stirs 
Stores and Manufacturers to 
Action. July :180 

Price War Investigation Dropped 
by Senate Units. Aug:265 

OPS Ruling Affects Retailers 
Selling Below Fair Trade 
Levels. Aug:267 

No Interest by Congress in 
New Fair Trade Legislation. 
Nov:201 

Proposed Canadian Ban on 
Fair Trade. Dec:151 


FASHION 

Vacations and Valentines Set 
the Pattern for 1951 Promo- 
tions. Jan:69 

Spring Heralds Jewelry That 
Paints a Gay Fashion Pic- 
ture. Feb:92 

Fashion Window to Highlight 
Spring Jewelry Creations. 
March :1 

Easter Previews Summer Jewel- 
ry Fashions. March:108 

Summer Fashion Forecast: 
‘Flair and Gleaming.’ April: 
100 

Fashion is Important Influence 
in Gift Promotion. May:100 

East Meets West in Fall Fash- 
ion Themes. June:78 

Look to Fashion for Lift in 
Summer Jewelry Sales. July: 


88 
Fashion Emphasis Pays Off for 
Small Jewelry Store. July :108 
Fall Fashion Picture: New Em- 
phasis on Jeweled Accents. 
Aug: 124 
‘Feminine and Formal’ Newest 
Fall Fashion Note. Sept:98 
Fall Fashions Emphasize Im- 
portance of Jewels. Oct:108 
Get in Step with Fashion for 
1951 Watch Parade, Oct:110 
‘Tot-to-Teen’ Fashions Reflect 
Grown-up Trends. Nov:86 
Diamonds U.S.A.—1952. Nov: 


92 
Fashion Says Men’s Jewelry Is 
Indispensible. Dec:64 


FTC 
JVC Submits Trade Practice 
Rules on Pearls. June:153 


ati. 


GEMS and GEMOLOGY 
(See also “‘Diamonds”—‘“‘Tech- 


nical’’) 
Gemstone or Imitation? Feb: 


Two Birthstones for March: 
Bloodstone and Aquamarine. 
Feb :137 

A Short Course in Gemology. 
April:114; May:122; June: 
90; July :104: Aug : 140; 
Sept :106; Oct:138; Nov:112; 
Dec :74 

Reconstructed Stones Aren't 
Synthetics. April:124 

Identification of Synthetic Em- 
eralds. May:104 
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Photomicrography for the Jewel- 
er. June:92 

Detection of Imitation Dia- 
monds. Aug:148 

Biography of Birthstone Ads 
Builds Gem Interest. Nov:180 
Crowds Flock to See Gem 
Sculpture. Dec :68 

A Brazilian Gem Trek. Dec:82 
Pictures in Gems Maintain 
Steady Window Audience. 


Dec :90 
GIFTS 
(See also “China, Glass & 


Giftwares’ — ‘“‘Merchandis- 
in —- 
Terminal Jewelry Bar Trades 
on Gift Customers. Feb:179 
Gift Demand from New Home 
Owners Sparks Success of 
Basement Shop. March:132 
Service Sells Tourists. March: 


156 

Birthday Cards Center Window 
Interest on Gifts. April:144 

Gift Emphasis is Profit-Maker 
Small-Town Jeweler. July :156 

Service Plus Imagination Keeps 
Trade of Home-Town Cus- 
tomers. July :168 

Street Level Emphasis Focuses 
Customer Attention on Base- 
ment Gift Shops. Aug:238 

Want a Gift Department? Build 
It Yourself. Sept:100 

‘Gift a Day’ Increases Sales. 
Sept :142 

Gift Merchandising Small Town 
Jeweler’s Stock in Trade. 
Sept :164 

‘Gift Aid’ is Holiday Sales 
Builder. Oct:165 

China, Glass and Giftwares 
Loom Bigger in Jeweler’s 
Sales Picture. Dec:61 

Giftwares Are Good Business. 
Dec :62 


—' 


HOROLOGY 


(See also ‘‘Technical’’— 
**‘Watches’’) 

Workshop Questions and An- 
swers. Jan:188; Feb:220; 
March :240; April:228; May: 
230; June:190; July:216; 
Aug:302; Sept:240; Oct: 
262; Nov:232; Dec:176 

Shock Protective Devices for 
Watches. Jan:182; Feb:216 

New Watch Winding and Set- 
ting Mechanism. Feb:145 

A Regulating Device for 
Watches. March :236 

Fitting a Mainspring. May :226 

The Self-Winding Watch. Nov: 
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JEWELRY INDUSTRY 


COUNCIL 
Valentine’s Day Leads JIC 
1951 Gift-Giving Promotions. 
Feb :112 
JIC Sets Theme for 1951 Sil- 
ver Parade. March:118 
Don’t Overlook This Opportun- 
ity for More Silver Sales. 


April :108 
JIC Diamond Exhibit May 24 
to June 9. May:94 


Spring Gift Occasions Offer 
Jeweler Triple Opportunity. 
May :106 

Watch Inspection Time—Sep- 
tember 6 to 15. Aug:134 

The Watch Parade—A Window 
Display for Nation-Wide JIC 
Promotion. Sept:97 

Get in Step with Fashion for 
the 1951 Watch Parade. Oct: 


110 

JIC Christmas Sales Ideas 
Stress Jeweler’s ‘Plus Values.’ 
Dec:120 

Ring Manufacturers Review 
Year-Round Sales Plan Pre- 
sented by JIC. Dec:143 

Releases Report on Nomi- 

nating Committee. Dec:148 


a 


(See also “Extra Lines” — 
“‘Merchandising’’) 


LAMPS 
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Lamps for Sale and Display. 
Nov :124 


LIGHTING 


(See also ‘‘Modernization”’ ) 

Lighting Mazic Heightens 
Jewelry Glamour. Feb:100 

Correct Lighting to Make the 
Most of Your Display Mer- 
chandise. Oct:124 


LUGGAGE 


Mobile Luggage Display Im- 
proves Sales. March:149 

Luggage— One Answer to 
‘Something Different’ Prob- 
lem. Nov:122 


_— = 


MARRIAGES 


41.3% of Jewelers’ Business is 
Attributed to Wedding Mar- 
ket. May:96 

1950 Shows 5.5% Gain in Mar- 
riages. May:95 


MEN’S JEWELRY 


(See also ‘‘Fashion’” — ‘*Mer- 
chandising’’—‘‘Promotion”’ ) 
Wall Display Emphasizes Gifts 
for Men. Oct:200 ; 
Fashion Says Men’s Jewelry is 
Indispensable. Dec:64 
Jewelry Items for a 
Christmas. Dec:66 


Man’s 


MERCHANDISING 


General 
‘No Sales’ Policy Makes for 
Customer Confidence. Jan:90 
Sell Your Store’s Service. Jan: 


92 
Talk Your Customers’ Lan- 


guage. Jan:96 
‘Small Fry Bar’ Gets Custom- 
ers Early. Jan:124 


Bridal File Sells After the Wed- 
ding. Feb:165 

Quality Merchandise Secret of 
Small Town Jeweler’s Suc- 
cess. March:102 

Variety Presentation Lets Cus- 
tomers Sell Themselves. April: 
160 

Suburban Store Takes ‘Down- 
town’ to the Customers. June: 


76 

A Small Store That Pays Big 
Dividends. July:100 

Friendliness Builds Business 
with a Future. July :112 

Service Plus Imagination Keeps 
Trade of Home-Town Cus- 
tomers. July :168 

Cooperation—A Magic Carpet 
to Greater Sales. Aug:144 

No Desire Too Trivial for This 
Hollywood Jeweler. Aug:150 

Personal Card List Facilitates 
Gift Orders. July :150 

Jewelers Serving the Needs of 
Atomic Village. Aug:174 

Jewel Box Plan Doubles His 
Sales. Aug:212 

Gift Registry Service Traps the 
Bride’s ‘White Elephants.’ 
Sept :158 

Four-Inch Ads Built This Store. 
Sept :160 

New Charge Purchases Reward- 
ed. Sept:175 

From the Campus to a Suce- 
cessful Jewelry Business. Oct: 


152 
Fast Sales to Stubborn Cus- 
tomers. Oct:154 
Departmentalized Suburban 


Shop Designed to Expedite 
Service to Customers. Oct: 
180 

Specialization Brings Customers 
to Side-Street Store. Oct:200 

Wall Display Emphasizes Gifts 
for Men. Oct:200 

Card System Simplifies Bridal 
Register. Nov:109 

Low-Priced Jewelry Sponsors 
Traffic. Nov:17 

Tailored to Quality in Merchan- 
dising and Service. Dec:72 

Appliances 

Electric Housewares Merchan- 
dising Campaign Puts Stress 
— Gift Market. March: 


Electric Housewares Promotion 
Invites Jewelers to Enter 
a Display Contest. April: 
126 


‘Stunt’ Promotions Liven Sales 
on Small Appliances. Sept: 


102 
Baby Goods 
‘Small Fry Bar’ Gets Customers 
Early. Jan:124 


‘Port Hole’ Window Sells In- 
fants’ Gifts. July :137 

Baby Department Rates Tops 
in Sales. July :142 

China and Glassware 

China, Glass and Giftwares 
Loom Bigger in Jeweler’s 
Sales Picture. Dec:61 
Famous- Name Lines’. Bring 
Back Out-of-Town Business. 


Dec :126 
Clocks 
Timely Clock Promotion Brings 
Up Profits. Feb:161 


To Sell Clocks, They Must Be 
Seen. March:130 
They Have Time on Their 
July :114 
Cosmetics 
Cosmetics for Traffic and Prof- 
its, Too. Nov:128 
Diamonds 
Scientific ‘Slant’ Dramatizes 
Diamond Sales. June:84 
First, Educate the Customer. 


June :100 
Special Services Build Diamond 
Volume. Aug:138 
Public Education Program Em- 
phasizes Diamond Quality. 
Nov :114 
Gifts 


Terminal Jewelry Bar Trades 
on Gift Customers. Feb:179 

Service Sells Tourists. March: 
1 


Gift Emphasis is Profit-Maker 
for Small-Town Jeweler. July: 


‘Gift a Day’ Increases Sales. 
Sept :142 

Gift Merchandising Small Town 
Jeweler’s Stock-in-Trade. 


‘Gift Aid’ is Holiday Sales 
Builder. Oct:165 
Giftwares Are Good Business. 
Dec :62 
Lamps 
Lamps for Sale—and Display. 
Nov :124 
Lighters 
The ‘Lighter’ Side of Selling. 
July :98 
Luggage 
Mobile Luggage Display Im- 
proves Sales. March:149 
Luggage — One Answer to 
‘Something Different’ Prob- 
lem. Nov:122 
Records 
Basement Music Shop _ Boosts 
Sales. Jan:113 


Music is Tuned for Extra 
Traffic. Feb:124 

Repairs 

Service Means More Customers. 
Jan :117 

Quality Repairs Bring’ Big 


Sales to Small Shop. Feb: 
122. 


Customer Service Sets Pace in 
Tiny Store. April:190 

Automatic Followups Build Re- 
pair Volume. Sept:152 

Store-Wide Emphasis on Re- 
pairs Builds $100,000 Annual 
Business. Oct:140 

Simple Innovations Boost Re- 
pair Department Volume. 
Nov:151 

Silver 

Silver Merchandising Program 
Taps Profitable College Mar- 
ket. July :140 

‘Extra-Piece’ Emphasis Sets 
Tempo for Large Sterling 
Volume. Aug:210 

Merchandising Patterned to 
Quality Theme. Nov:162 

Watchbands 

Watchbands Warrant Extra 
Sales Effort. Aug:176 

Clever Display Peps Watchband 
Sales. Sept:136 


WATCHES 


A Watch Speaks to Its Owner. 
Jan :121 

No Trade-In Policy on Watches 
Establishes Customer Confi- 
dence. April:128 

‘Time’ for Business! Oct:148 

Are You Feeding Your Profits 
to the ‘Unconditional Guar- 
antee?’ Oct:150 


MODERNIZATION 


Lighting Magic Heigh 
Jewelry Glamour. Feb:100° 

Thinking of Remodeling? Jan: 
108; Feb:136; March:159 — 

‘A Store Within A Store.’ Jan: 


12 
Air Conditioning a Pp, 
Investment for lnctaaen 
a3 Feb :114 
ack-Door Approach Des; 
for Drive-In Cutan 
een shoe 
rom nterior Decorat 
Modern Jeweler. March :199" 
‘As Good As the Best’ Keeps 
Neighborhood Customers at 
Home. March:128 
Gift Demand From New Home 
Owners Sparks Success of 
Basement Shop. March:132 
Modernization Keyed to Loca- 
tion and Clientele. April :132 


Suburban Store Takes “Down- 
town’ to the Customer 
June :76 ne: 


The Shopping Center—Mo 
Trend in Suburban ee an 
dising. July :86 

Waste Space Goes to Work in 
New Store. Aug:216 

Want a Gift Department? Build 
It Yourself! Sept:100 

Window Design Provides for 
Display Versatility: Sept:124 

Jeweler oo Own Store. 


Four-Inch Ads_ Built This 
Store. Sept:160 

Should I _ Air-Condition My 
Store? Sept:194 

Imagination Into Reality. Oct: 


122 
‘Time’ for Business. Oct:148 
Departmentalized Suburban 
Shop Designed to Expedite 
Service to Customers. Oct: 
180 
Opened for Christmas. Nov:120 
Designed for Its Location. Nov: 


Giftwares Are Good Business. 
Dec :62 

Tailored to Quality in Merchan- 
dising and Service. Dec:72 


—_— 


Tighter Metal Restriction Ex- 
pected. Jan:155 

NPA Bans Use of Copper in 
Jewelry. Feb:183 

NPA Restrictions will Bar New 
Jewelry Store Construction. 
Feb :188 

Tighter Metal Controls Fore- 
seen. March:201 

NPA To Restrict Platinum Use. 
March :201 

NPA Alters Metal Curbs. April: 
192 

Temporarily Relaxes Ban on 
Platinum Use. June:155 

Relaxes Restrictions on Copper 
and Aluminum. Aug :269 

Tight Metal Situation Eased by 
Supplemental Allotments. Oct: 
253 


NPA 


Jewelry Trade Faces Cut in ’52 
Metal Allocations. Nov:201 


— | wae 


Government Suggests Price 
Freeze at Dec. 1 Levels. 
Jan :155 

Deadline for Filing Margin 
Price Charts Extended to 
April 30. April :192 

What the Retail Jeweler Must 
Do Under Ceiling Price Regu- 
lation 7. May:113 

Explanation of OPS Form No. 
3 Terminology. May:144 

Manufacturer Price Order Rolls 
Back Prices to Pre-Korean 
Levels. May:190 

OPS Filing Deadline Extended. 
May :190 

Ruling Allows Adjustment of 
Prices on Fair-Traded Items. 
May :191 

Check Questions on CPR 7. 
June :98 

No Price Charts Required for 
Small Jewelers. June:153 


OPS 


THE JEWELERS’ CIRCULAR-KEYSTONE 








OPS Order Affects Wholesalers 
and Importers. June:16 

OPS Eases Margin Squeeze on 
Retailers Under CPR 7. July: 


CPR? Changes Affecting New 

Sellers and Retail Jewelers. 
7188 ; 

we” Pricing Regulation De- 
layed as Congress Scans Con- 
trols, Aug:265 

OPS Ruling Affects — Retailers 
Selling Below Fair Trade 
Levels. Aug:267 | 

Watch Industry Advisory Group 
Meets with OPS. Sept :220 

Pricing Order on Platinum 
Shelved Indefinitely. Oct. 228 


— 
PEARLS 


VC Submits Trade Practice 

; Rules on Pearls. June:153 

Cultivating Customers for Cul- 
tured Pearls. Aug :233 


PLATINUM 
Platinum Metals Field Reviewed 
by Engelhard. Feb:194 
Platinum Discussion Aired. May 
9 


195 
NPA Temporarily Releases Ban 
on Platinum Use. June:155 
Pricing Order on Platinum 
Shelved Indefinitely by OPS. 
Oct :228 


PROMOTION 
General ; 

National Advertising Tie-In Pro- 
motion Increases Prestige of 
Local Jeweler. Jan:76 

Jeweler’s Love of Sports Turned 
Into Business Asset. Jan :88 

Sell Your Store’s Service. Jan: 
92 

Romance Display Peps Impulse 
Sales. Jan:109 

Contest Letters Provide Ammo 
for Ads. Jan:114 

‘Small Fry Bar’ Gets Custom- 
ers Early. Jan:124 

Valentine’s Day Leads JIC 1951 
Gift-Giving Promotions. Feb: 
112 

Derby Sponsor Makes Head- 
lines and Sales. Feb:118 

Small Gifts Build Customer 
Goodwill. Feb:133 

Meets His Customers at the 
Fair. Feb:152 

Jewelry Customers 
Ride. Feb:165 

Unique Sign is Standing Pro- 
motion. Feb:218 

Counter Follow-Up Doubles 
Effect of Ads. Feb:218 

Dramatic Displays, Consistent 
Promotion Spell Success for 
Small Jeweler. March :126 

‘As Good As the Best’ Keeps 
Neighborhood Customers at 
Home. March:128 

Don’t Forget Your 
Birthday. March:172 

Mother’s Day—A Gift Promo- 
tion That’s a ‘Natural’ for 
the Jeweler. April:120 

Good-Will Lectures Bring Pres- 
tige and Balanced Sales. 
April :130 

Spring Gift Occasions Offer 
Jeweler Triple Opportunity. 


Given a 


Store’s 


May :106 

Opportunity Knocks in June. 
May :128 

They Welcome New Residents. 
May :139 


June 9th is Children’s Day. 
ay 7146 

Restyling Offer Attracts Sum- 
mer Business. June:121 

Summer Layaways Guarantee 
Price Level. June:12 

Engraving — Bugaboo or Big 
Business? June:136 

Gets the Graduates Coming and 
Going. June:141 

Awards for Best Father’s Day 
Ads, June :143 

Fashion Emphasis Pays Off for 
Small Jewelry Store. July :108 

Unusual Promotion Stunts Build 

Goodwill and Sales. Aug:162 
Business as Usual’ During Re- 
modeling. Aug :166 

Waste Space Goes to Work in 
New Store. Aug :216 


FOR JANUARY, 1952 


A Cup for the College Beauty 
Queen. <Aug:23 

This Price War Was Good for 
Business. Sept:120 

Classified Ads Pull Traffic. Sept: 


141 
‘Gift a Day’ Increases Sales. 


Sept :142 

Don’t Overlook Back to School. 
Sept :147 

Four-Inch Ads Built This Store. 
Sept :160 

New Charge Purchases’ Re- 


warded. Sept:175 

Community Programs Keep 
Hometown Business at Home. 
Oct :107 

‘Gift Aid’ is Holiday Sales 
Builder. Oct:165 

Coupon Ads Boost Christmas 
Traffic. Oct :166 

Gift Idea Folder Promotes Early 
Sales: Oct:177 

Service to Youth Makes Store 
a Community Project. Oct: 

4 


1 

Wall Display Emphasizes Gifts 
for Men. Oct:200 

Specialization Brings Customers 
to Side-Street Store. Oct:200 

Souvenir Items Bring in ‘Fair’ 
Customers. Oct :206 

New Twist to ‘Know Your 
Jeweler.” Oct:209 

Keep Your Name Before the 
Public. Nov:96 

Christmas Doesn’t Have to be 
Promoted but Your Store 
Does. Nov:103 

‘Stag Night’ Brings in Men 
Gift Shoppers. Nov:118 

Opened for Christmas. Nov:120 

Jewelry Store Ballet. Nov :146 

Unique Tie-In Profitable All 
Around. Nov:146 

Public Service is Good Busi- 
ness. Nov:149 

‘Gossip’ Program Gets Large 
Audience. Nov:153 

Jeweler’s Display Makes Hit 
with Truman. Nov:157 

For Secretaries Only. Nov:159 

Take the Customer for a Ride. 
Nov:178 

Combining Business with Busi- 
ness. Nov:179 

Predictions that Pay Off. Nov: 


185 

Princess’ Visit Puts Jewelry on 
the Front Page. Dec:78 

‘Shut-In’ Contest Wins Friends. 
Dec :110 

‘Orchids to You’ Promotes New 
Store. Dec:111 


Appliances 

Electric Housewares Merchan- 
dising Campaign Puts Stress 
on Wide Gift Market. March: 
116 

Electric Housewares Promotion 
Invites Jewelers to Enter 
Prize Display Contest. April: 
126 


‘Stunt’ Promotions Liven Sales 
on Small Appliances. Sept: 


Brides 


Bridal File Sells After the Wed- 
ding. Feb :165 
Gift Registry Service Traps the 
Bride’s ‘White Elephants.’ 
Sept :158 
‘Bride of the Week’ Ads De- 
velop Into Successful Year- 
"Round Promotion. Oct:178 
Cameras 
Movie Night Promotes Camera 
Department, Nov:145 
China and Glass 
Oakland Jeweler Gets Into the 
Act. Dec :99 
Famous-Name Lines Bring 
Back Out-of-Town Business. 
Dec :126 
Clock 
‘Timely’ Clock Promotion Rings 
Up Profits. Feb:161 
Cooperative 
Co-Op Promotion Makes Ads 
Read. Feb:135 
Joplin Business Firms 
Local Stores. April:151 
‘Know Your Jeweler’ Campaign 
a Success in Hartford. June: 
86 


Boost 


Cooperative Retailer Promotion 
Attracts Tourist Trade. June: 
102 

Cooperation—A Magic Carpet to 
Greater Sales. Aug:144 

Long-Range Christmas Planning 


Insures Local Business for 
Retailers. Oct:144 

Recipe for Parking Problem. 
Oct :164 

Jewelers Co-Op in Parking Plan. 
Oct :175 

Children’s Movie Helps Christ- 
mas Shoppers. Oct:203 

Directory Builds Business for 
Retail Area. Nov:149 

Commercial Clubs Beneficial to 
Jewelers. Nov:197 

Roanoke Goes Jewelry-Minded 
During Week-Long ‘Know 
Your Jeweler’ Campaign. Dec: 
86 


Cosmetics 
Cosmetics for Traffic and Profits, 
Too. Nov:128 
Costume Jewelry 
Variety Steps Up Costume 
Jewelry Sales. Feb :142 
Jeweler Increases Costume 
Jewelry Sales with Unique 
Wall Case Display. Sept:178 
Diamonds 
Billboard Diamond Promotion 
in Quaker City. Feb:139 
Diamond Ad Ties in with Base- 
ball Season. April:176 
Diamonds Are Their Own Best 
Salesmen. May :102 
Coordination: Success Secret for 
a Profitable Diamond Promo- 
tion. June:106 
Public Education Program Em- 
phasizes Diamond Quality. 
Nov :114 
Gems 
Two Birthstones for March: 
Bloodstone and Aquamarine. 
Feb :137 
Biography of Birthstone Ads 
Build Gem Interest. Nov:180 
Crowds Flock to See Gem 
Sculpture. Dec :68 


Pictures in Gems Maintain 
Steady Window Audience. 
Dec :90 

Giftwares 


Terminal Jewelry Bar Trades on 
Gift Customers. Feb:179 
Street Level Emphasis Focuses 
Customer Attention on Base- 
ment Gift Shops. Aug:238 
Lamps 
Lamps for Sale —and Display. 
Nov :124 
Luggage 
Mobile Luggage Display Im- 
proves Sales. March :149 
Luggage — One Answer to 
‘Something Different’ Prob- 
lem, Nov:122 
Pearls 
Cultivating Customers for Cul- 
tured Pearls. Aug :233 


Repairs 
Service Means More Customers. 
Jan:117 


Automatic Followups Build Re- 
pair Volume, Sept :152 

Store-Wide Emphasis on Re- 
pairs Builds $100,000 Annual 
Business. Oct:140 

Rings 

A Simple Twist Boosts Ring 
Sales. Dec:108 

Emblem Promotion Capitalizes 
on Broad but Specialized 
Market. Dec:122 

Silver 

Planning Success 
Silver Show. Jan: 

JIC Sets Theme for 1951 Silver 
Parade. March:118 

International Touch Lends In- 
terest to Table Contest-Ex- 
hibit. March:160 

Early Start Means Sterling 
Sales. March:198 

Don’t Overlook This Opportun- 
ity for More Silver Sales 
(Silver Parade). April:108 

Good-Will Lectures Bring Pres- 
ge and Balanced Sales. April: 


Secret for 


Outside Selling Gets Customers 
Early. Atpril :147 
Table Contest Merits 

Run, Aug:132 
A Promotion Opportunity Waits 
for No Season. Aug:206 
Silver for Copper ... A Pro- 
motion That Gave a Lift to 
Silverware Sales. Oct:120 
Thanksgiving Theme—A Pro- 
motion Opportunity for Extra- 
Piece Silver. Oct:125 
Promotions Fill Out Silver 
Sales. Nov:184 


Second 


Watchbands 
Watchbands Warrant Extra 
Sales Effort. Aug:176 
Clever Display Peps Watch- 
band Sales. Sept :136 
Watches 
A Watch Speaks to Its Owner. 
Jan:121 
Program of Local Events High- 
light Jeweler’s Watch Promo- 
tion. Jan:184 
Tiny Pamphlet Emphasizes 
Watch Guarantee. May :228 
Promote Graduation Watches 
Early. June:139 
Watch Inspection Time — Sep- 
tember 6 to 15. Aug:134 
Get in Step with Fashion for 
the 1951 Watch Parade. Oct: 


110 

Year-’Round Watch Parade 
Stresses Names in One-at-a- 
Time Promotion. Oct:112 

Bring Watch Traffic Back to 
the Jeweler. Oct:118 

Imagination Into Reality. Oct: 
122 

Get Along Old Watch—It’s 
Round-Up Time. Oct:134 

Are You Feeding Your Profits 
to the ‘Unconditional Guaran- 
tee?’ Oct:150 

Watch Display Permits ‘Con- 
trolled’ Sales. Nov:160 

Sea Diver Aids Watch Promo- 
tion. Dec:95 


— = 


REPAIRS 
(See also “‘Horology” — ‘‘Tech- 
nical’’) 
Workshop Questions and An- 
swers. Jan:188; Feb:220; 


March :240; April:228; May: 
230; June:190; July:216; 
Aug:302; Sept:240; Oct: 
262; Nov:232; Dec:176 

Advertising B uilds Profitable 
Clock Repair Service. Jan :82 

Service Means More Customers. 
Jan:117 

Quality Repairs Bring Big Sales 
to Small Shop. Feb:122 

Pick Up Clock Repair Service. 
March :182 

Silver Repair Business Brings 
Steady Traffic. June :132 

Clock Repair is Specialized but 
Profitable, Too. Aug:168 

Automatic Followups Build Re- 
pair Volume. Sept:152 

Imagination Into Reality. Oct: 
122 


Store Wide Emphasis on Re- 
pairs Builds $100,000 An- 
nual Business. Oct:140 

Simple Innovations Boost Re- 
pair Department Volume. 
Nov:151 

New Profits from Repairs. Dec: 
101 

Display Increases Watch Crystal 
Sales. Dec:113 


RINGS 


(See also ‘‘Diamonds’’) 

A Simple Twist Boosts Ring 
Sales. Dec:108 

Emblem Promotion Capitalizes 


on Broad but Specialized 
Market. Dec:122 
Ring Manufacturers Review 
Year-’Round Sales Plan of 
JIC. Dec:143 
SALES TRAINING 
(See also “Business Manage- 


ment”—“Employee Relations” 

Good Salesmanship Depends on 
Know-How. April:134 

Merit Rating Helps Salesmen 
Improve Performance in Sell- 
ing. July :146 

Do Your Salesmen Known How 
to Sell? Aug:156 

Give the New Man a Break! 
Oct :211 


SCHOOLS 


GI Training Days Will Soon 
Be Gone. May:130 

Directory of Trade 
May :134 

National Figures Attend Cele- 
bration at Bulova School. 
Sept :195 


Schools. 


213 





SILVER 


(See also ‘“‘Advertising’’—‘‘Dis- 
play” — “Merchandising” — 
“*Promotion’’) 

Planning is Success Secret for 
Silver Show. Jan:74 

Romance Displays Pep Impulse 
Sales. Jan:109 

The JC-K _ Silverplated Flat- 
ware Index, Jan:129 

‘Occasion Gifts’ Theme of Silver 
Ad. Feb:146 

U. S. Silver Consumption 
a Post-War High. Feb: 


19 

Quality Merchandise Secret of 
Small Town Jeweler’s Suc- 
cess. March:102 

JIC Sets Theme for 1951 Silver 
Parade. March:118 

International Touch Lends In- 
terest to Table Contest. 
March :160 

Early Start Means Sterling 
Sales. March:198 

Mrs. America’s Silverware — 
1950. (Part I) April:102; 
(Part II) Sept:94; (Part 
III) Oct:116; (Part IV) 
Nov:90 

Silver Glamour for April Win- 
dows. April :106 

Don’t Overlook This Opportun- 
ity for More Silver Sales. 
April :108 

Your Silverware Displays Merit 
Special Consideration. April: 


11 

Goodwill Lectures Bring Pres- 
tige and Balanced Sales. 
April :130 

Outside Selling Gets Customers 
Early. April :147 

Variety Presentation Lets Cus- 
tomers Sell Themselves. April: 


160 

15,000 Visit Detroit Silver Dis- 
play. April:176 

“Waste Space’ Display High- 
lights Flatware. April:188 

Sterling Gallery Provides Year- 
— Pattern Exhibit. May: 


156 

JC-K’s Silver Parade Contest. 
May :160 

Silver Repair Business Brings 
Steady Traffic. June:132 

Silver Parade Window Features 
og Sterling Pattern. July: 

Silver Merchandising Program 
Taps Profitable College Mar- 
ket. July :140 

Baby Department Rates Tops in 
Sales. July :142 

Winners Notified on JC-K Pat- 
tern Contest. July :184 

— Excise Defeated. July: 

Table Contest Merits Second 
Run. Aug:132 

A Promotion Opportunity Waits 
for No Season. Aug :206 

‘Extra Piece’ Emphasis Sets 
Tempo for Large Sterling 
Volume. Aug:210 

Jewel Box Plan Doubles His 
Sales. Aug:212 

The Art of Chasing. Sept:104 

Gift Registry Service Traps the 
Bride’s ‘White Elephants.’ 
Sept :158 

Honeycomb Units Show Sterl- 
ing Patterns. Sept:173 

Interesting New Example of 

merican Silversmithing. 

Sept :176 

Table Display Solves Limited 
Space Problem. Sept :181 

Silver for Copper—A Promotion 
That Gave Lift to Silverware 
Sales. Oct:120 

Thanksgiving Theme—A Promo- 
tion Opportunity for Extra- 
Piece Silver. Oct:125 

‘Bride of the Week’ Ads De- 
velop Into Successful Year- 
"Round Promotion. Oct:178 

Card System Simplifies Bridal 
Register. Nov:109 

Merchandising Patterned to Qual- 
ity Theme. Nov:162 

Promotions Fill Out Silver 
Sales. Nov:184 

‘Waste Space’ Put to Good Use. 
Dec :123 


SYNTHETIC STONES 


(See “Gems and Gemology”’— 
“‘Technical’’) 


214 
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Elgin and Hamilton Asks Hike 
in Tariff Rates on Swiss 
Watch Imports. March :203 

Swiss Watchmakers Say Tariff 
Rise Would Hurt U.S. Con- 
sumer and Jeweler. March: 


TARIFF 


203 

U. S. Watch Imports for 1949 
and 1950. March:203 

Tariff Commission to Scan Im- 
ports of Swiss Watches. 
April :194 

AWA Backs Investigation of 
Swiss Watch Imports, May: 
194 

American and Swiss Watch 
Spokesmen Debate Tariff Is- 
sue. June:152 
. S. Grants Tariff Cuts on 
Imports of Jewelry. June:154 

Revealing Testimony by Arde 
Bulova. July :85 

Months Until Decision on Tariff 
Issue. July :180 

U. S. Watch Manufacturers 
Draft Final Tariff Brief, July: 
187 

U. S. and Swiss Watch Manu- 
facturers Submit New Briefs. 
Aug :268 

Decision on Watch Tariff Issue 
Still Weeks Away. Oct:227 


TAXES 


Congress Considering Excise 
Tax Structure. Feb:183 
Saving Taxes by Advance Plan- 
ning and Good Records. 

March :114 

Snyder Asks for Additional Bite 
from Jewelry. March:201 

1950 Excise Tax Collections 
Down. March :202 

Oppose Tax Proposals on Flat- 
ware and Clocks. April:261 

House Unit Approves Increase 
in Jewelry Excises. June:160 

The Right Supporting Records 
Ease Jeweler’s Tax Load. 
July :110 

House Unit Makes Changes in 
Excise Tax Proposals. July: 


180 

Flatware Excise Defeated. July: 
189 

Senate Hopes to Slash House- 
Approved Tax Bill. Aug:265 

House and Senate Tax Proposals 
Differ Slichtly. Oct :227 

Truman OK’s Bill Raising 
Taxes Over 5% Billion. Nov: 
201 

New Manufacturers Excise Tax 
Creates Flurry of Confusion. 
Dec :143 


TECHNICAL 


(See also ‘“‘Gemology’’—*“‘Hor- 
ology’’) 

A Practical Course in Artistic 
Engraving. Jan:130; Feb: 
156; March:166; April:224; 
June:186; July:216; Aug: 
298; Sept :236; Oct:258: 
Nov: 168; Dec:172 

Shock Protective Devices for 
Watches. Jan:182; Feb:216 

Gemstone or Imitation? Feb: 


106 

Workshop Questions and An- 
swers. Jan:188; Feb:220; 
March :240; April:228; May: 
230; June:190: July:216; 
Aug :302; Sept:240; Oct:262: 
Nov :232;: Dec:176 

New Watch Winding and Set- 
ting Mechanism. Feb:145 

A Regulating Device for 
Watches. March :236 

Reconstructed Stones Aren’t 
Synthetics. April:124 

Identification of Synthetic 
Emeralds. May:104 

A Short Course in Gemology. 
April:114; May:122; June: 
90; July :104; Aug:140; Sept: 
106; Oct :138; Nov:112; 
Dec :74 

Fitting a Mainspring. May :226 

Photomicrography for the Jewel- 
er. June:92 

Detection of Imitation Dia- 
monds, Aug:148 

The Art of Chasing. Sept:104 

New Automatic Watch Move- 
ment. Sept:145 


New Rustproof Escape Wheel 
by Elgin. Oct:161 

The Self-Winding Watch. Nov: 
230 


_w— 


WATCHBANDS 


Watchbands Warrant Extra 
Sales Effort. Aug:176 

Clever Display Peps Watch- 
band Sales: Sept:136 


WATCHES 
(See also “Fashion” — “Hor- 
ology” — ‘Merchandising’ — 
‘Promotion’? — ‘Tariff’ — 


“‘Technical”’ ) 

Workshop Questions and An- 
swers. Jan:188; Feb:220; 
March :240; April:228; May: 
230; June:190; July:216; 
Aug :302; Sept:240; Oct:262; 
Nov :232; Dec:176 

A Watch Speaks to Its Owner. 
Jan:121 ; 

Shock Protective Devices for 
Watches. Jan:182; Feb:216 

Program of Local Events High- 
light Jeweler’s Watch Promo- 
tion. Jan :184 

New Watch Winding and Set- 
ting Mechanism. Feb:145 

Elgin and Hamilton Ask Hike 
in Tariff Rates on Swiss 
Watch Imports. March:203 

Swiss Watchmakers Say Tariff 
Rise Would Hurt U. S. Con- 
sumer and Jeweler. March: 


203 

U. S. Watch Imports for 1949 
and 1950. March:203 

A Regulating Device for 
Watches. March:236 

No Trade-In Policy on Watches 
Established Customer Confi- 
dence. April:128 

Tariff Commission to Scan Im- 
ports of Swiss Watches. 
April :194 

AWA Backs Investigation of 
Swiss Watch Imports. May: 
194 

Fitting a Mainspring. May :226 

Tiny Pamphlet Emphasizes 
Watch Guarantee. May:228 

Promote Graduation Watches 
Early. June:139 

American and Swiss Watch 
Spokesmen Debate Tariff Is- 
sue. June:152 

Revealing Testimony by Arde 
Bulova. July :85 

Months Until Decision on Tariff 
Issue. July :180 

U.S. Watch Manufacturers 
Draft Final Tariff Brief. 
July :187 

Watch Inspection Time—Sep- 
tember 6 to 15. Aug:134 

U. S. and Swiss Watch Mfrs. 
Submit New Briefs. Aug:268 

Swiss Display New Fall and 
Winter Watch Styles. Aug: 


279 

The Watch Parade—A Window 
Display for Nationwide JIC 
Promotion. Sept:97 

New Automatic Watch Move- 
ment. Sept:145 

Watch Industry Advisory Group 
Meets with OPS. Sept:220 

Get in Step with Fashion for 
1951 Watch Parade. Oct:110 

Year-’-Round Watch Parade 
Stresses Names in One-at-a- 
Time Promotion. Oct:112 

Bringing Watch Traffic Back to 
the Jeweler. Oct:118 

Imagination Into Reality. Oct: 
122 

Get Along Old Watch—It’s 
Roundup Time. Oct:134 

‘Time’ for Business. Oct:148 

Are You Feeding Your Profits 
to the ‘Unconditional Guaran- 
tee’? Oct:150 

New Rustproof Escape Wheel 
by Elgin. Oct:161 

Decision on Watch Tariff Is- 
sue Still Weeks Away. Oct: 
227 

Watch Display Permits ‘Con- 
trolled’ Sales. Nov:160 

The Self-Winding Watch. Nov: 
9 


230 
Display Ideas for Watches. 
Dec :84 





Sea Diver Aids Watch 
tion. Dec.95 = Fee 


WINDOW DISPLAY 


(See also “Display” —“Moder. 
nization” — Promotion”) 
Display Ideas to Put Heart in 
Valentine Promotions, Jan :89 
A Gift Parade for Valentine's 
Day. Feb :96 
Bring Spring Into Your Easter 
Window Ideas. Feb:93 
— Duty’ Display Fixtures 
ncrease Store  Effici 
eels a 
‘ashion indow to Highli 
Spring Creations. Marth ste 
Dress-Up Ideas for Easter Git 
Windows. March:106 
Silver Glamour for April Wiz. 
dows. April:10 
Your Silverware Displays Merit 
— Consideration. April: 
1 


1 

Birthday Cards Center Windoy 
Interest on Gifts. April :144 

Diamonds on Display. May :9 

Diamonds Are Their Own Best 
Salesmen. May:102 

Jeweler Captures Graduation 
Mood. May:142 

Display Arrangement for Effec. 
tive Windows. June:80 

A Summer Display for Fashion 
Jewelry. June:81 

Promote Graduation Watches 
Early. June:139 

Do Your Windows Say ‘Buy’ 
or ‘Pass-by?’ (Part I) July: 
92; (Part II) Aug:136 

A Garden Setting for a Sum. 
mer Window. July :97 

Silver Parade Window Features 
New Sterling Pattern. July: 


128 

‘Port Hole’ Window Sells In. 
fants’ Gifts. July :137 

Miniature Train Shows Dia. 
monds. July:148 

Using Color for Window Sales 
Appeal. Aug:128 

Back-to-School—A Gift Display 
for September Promotion. 
Aug :129 

Display Showmanship Capital- 
izes on Parade of Windows. 
Aug :158 

Cultivating Customers for Cyl- 
tured Pearls. Aug:233 

Tell Your Sell Message Quickly, 
Sept :96 

The Watch Parade—A Window 
Display for Nation-Wide JIC 
Promotion. Sept:97 

Window Design Provides for 
Display Versatility. Sept:124 

Clever Display Peps Watchband 
Sales. Sept :136 

Honeycomb Units Show Sterling 
Patterns. Sept:173 

Year-’Round Watch Parade 
Stresses Names in One-ata 
Time Promotion. Oct:112 

Correct Lighting to Make the 
Most of Your Display Mer- 
chandising. Oct:124 

Thanksgiving Theme —A Pro- 
motion Opportunity for Extra- 
Piece Silver. Oct:125 

Hallowe’en Theme for Jewelry 
Windows. Oct: 169 

Get the Benefits of National 
Advertising in Your Commun: 
ity. Nov:94 

A Christmas Display with a 
‘Gift-y’ Air. Nov:95 

Stars in the ‘Christmas Scene. 
Nov :98 

Customers Have Ideas, Too! 
Nov :126 

‘Prop’ Inventory Provides Ready 
Display Variety. 

After Christmas in Your Win: 
dows. Dec:71 

Display Ideas for Watches. 
Dec :84 

Pictures in Gems Maintain 
Steady Window Audience. 
Dec :90 

Sea Diver Aids Watch Promo: 
tion. Dec:95 

Post-Holiday Goodwill Display. 
Dec :107 re 

Emblem Promotion Capitalizes 
on Broad but Specialized 
Market. Dec:122 

‘Waste Space’ Put to Good 
Use. Dec:123 

Famous-Name Lines Bring Back 
Out-of-Town Business. ec: 
126 
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Ghd Gy RKercclueions«. 


You don’t have to worry to be a good business 
man. And it doesn’t help if you do. 


Yet, there are some men who seem to enjoy 
poor business; who wrestle with a temporary 
commercial headache as if it were a chronic 
economic ailment. 


Every time they hear of a competitor doing 
something they don’t approve of—every time a 
manufacturer does something they don’t like— 
every time a customer steps over the line—Wow! 
—‘‘How come they had the bad fortune to get 
in this line of business!” 


How often we have heard retail jewelers, stand- 
ing in their stores, complain that business is bad 
and point to one or two customers in the store 
at the moment, “. . . when this time of the 
week the place should be jammed .. . It was 
last year...” 


Why spend time complaining about today 
when that time could better be spent planning 
for tomorrow? In being a slave to a temporary 
headache, we too often aggravate a fleeting dis- 
comfort into a malignant condition. 


The success or failure of a retail establishment 
is not based on activity during any one day, week 
or month. The pay-off comes on an annual basis. 


How often have you complained about busi- 
ness during this past year? How needless was it? 
How much better if you had formulated just 
one new business-getting plan—which you could 
have—with the same time and energy you wasted 
in worrying? 


Now it isn’t our business to tell you yours. 
But it is our business to tell you about yours. 
For example, every month we publish the facts 
on what successful merchants are doing; what 
manufacturers are offering; what your associ- 
ations are planning. We bring you the latest 
on what experts in store operation, watchmaking, 


display, gemology, employee training, stock cop. : 
trol, etcetera, think you should know. | 


To bring you such material—covering subjects : 
as wide as the retail jewelry field—and as high 
as our page space permits—that is our job. 


Which brings us to our recommended remedy 
for your temporary headaches, i.e., the next 
time you start to fret about some aggravating 
problem, reach for J C-K. Read about the 
other fellow’s problems, see how he licked them, 
Read about the opportunities which your con. 
temporaries had and how they took advantage 
of them. Read what your industry organizations 
are doing to help you and how you can tie-in 
and benefit from their investments. Read the 
advertisements and cash-in on the promotional 
efforts which manufacturers are making in your 


behalf. 


Read the authoritative, informative, easy-to- 
digest technical articles on the merchandise and 
services you are offering the public. Read the 
material on store operation, written by experts 
who are trying to help you to greater knowledge. 


That then, is our recommended remedy for 
temporary business headaches. Reach for J C-K. 


There is one danger, however—the remedy is 
pleasant and habit forming, has actually made 
some merchants so healthy they no _ longer 
“enjoy bad business. 


It’s a calculated commercial risk, exchanging 
the pleasures of emotional explosions against the ~ 


possibilities of a smooth running business. 


The choice is yours. 


Ke 7. _* 
Led, unl 


THE JEWELERS’ CIRCULAR-KEYSTONB © 


a9 
ee 


ra) 








People buy certain things at certain times of the 
year. But selling, effective selling, is a year-round 
effort that goes on regardless of seasons. 


That’s the reason Community full pages, tops 
among bride-age readers, appear month after month 
in America’s most popular magazines. 

And that’s why it will profit you to promote and 
sell Community throughout 1952. 

A consistent program of window and interior 
displays, newspaper advertising, and direct mail 
addressed to an up-to-date list will keep the name 


rp aADE MARK OF ONEIDA LTD. 
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Community before your customers—and keep the 
customers for Community coming to you! 


‘ It’s a resolution that will pay off in profits all 
through the coming year! 


COME ALONG WITH 


FINEST SILVERPLATE 
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YOU’VE JUST SOLD THE 
5,000,000° C4exk WU Vii 
STERLING COASTRAY!® 


...and here’s how we're celebrating... 








«+. we’ve taken the large 
\\ all-purpose #4. retailer and 


cut the price in half... 





+ e s 
new anniversary price! 2 00 
Retail 


»»- weve taken the famous 
versatile #259 retailer and 
cut the price in half... 





, , $ 
new anniversary price! 1.20 
Retail 


..THAT’S HOW CéextM Whidieg CELEBRATES THE 
ANNIVERSARY OF THE ONLY NATIONALLY 
ADVERTISED COASTRAY IN AMERICA 


write! wire! order at once! 
be first with these outstanding sellers 


CAraonk Whiting & COMPANY 


MERIDEN, CONN. 
GOLDSMITH AND SILVERSMITH TRADITION SINCE 1840 


Prices include 20% Federal Tax 





